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SUGGESTED ANSWERS TO QUESTIONS 

SECTION – A 

PART - I 

1. (a) 

(i) (A) 

(ii) (C) 

(iii) (C) 

(iv) (D) 

(v) (A) 

(vi) (C) 

(vii) (D) 

(viii) (A) 

(ix) (C) 

(x) (C) 
 

1. (b) 

(i) (E) 

(ii) (C) 

(iii) (F) 

(iv) (B) 

(v) (A) 

(vi) (D) 
 

1. (c) 

(i) True 

(ii) False 

(iii) True 

(iv) False 

(v) False 

(vi) True 

 

PART - II 

2. (a) 

Today's production system is characterised by the following features:  

(i)  Manufacturing as Competitive Advantage: 

 Unlike the past, today plants have excess capacities, competition is mounting and firms look 

and gain competitive advantage to survive and succeed. Production system offers vast scope 

to gain competitive edge and firms intend to exploit the potential. Total Quality 

Management (TQM). Time-Based Competition. Business Process Re-engineering (BPRE), 

Just-in-Time (JIT). Focused Factory. Flexible Manufacturing Systems (FMS). Computer 

Integrated Manufacturing (CIM). and The Virtual Corporation are but only some techniques 

which the companies are employing to gain competitive advantage.  

(ii)  Services Orientation : 

 Service sector is gaining greater relevance these days. The production system, therefore, 

needs to be organised keeping in mind the peculiar requirements of the service component. 

The entire manufacturing needs to be geared to serve (a) intangible and perishable nature of 

the services, (b) constant interaction with clients or customers, (c) small volumes of 

production to serve local markets, and (d) need to locate facilities to serve local markets. 

There is increased presence of professionals on the production, instead of technicians and 

engineers. 
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(iii)  Disappearance of Smokestacks : 

 Protective labour legislation, environmental movement and gradual emergence of knowledge 

based organisations have brought total transformation in the production system. Today's 

factories arc aesthetically designed and built, environment friendly - in fact, they are homes 

away from homes. Going to factory every day is no more excruciating experience, it is like 

holidaying at a scenic spot. 

(iv)   Small has Become Beautiful : 

 E.F. Schumacher, in his famous book Small is Beautiful, opposed giant organisations and 

increased specialisation. He advocated, instead, intermediate technology based on smaller 

working units, community ownership, and regional workplaces utilising local labour and 

resources. Businessmen, all over the world, did not believe in Schumacher's philosophy. 

Inspired by economies of scale, industrialists went in for huge organisations and mass 

production systems. 
 

2. (b) 

(i) Equation of Straight Line Trend:  

Y = 48.4+4X (Origin 2019, X Unit = 1 Year)  

(ii) The number of Tourists in the year 2018 = 44.40 Lakhs  

The number of Tourists would arrive in the Year 2026 = C 76.40 Lakhs  

   

      

3. (a) 

(i) The following principles for plant Layour are stated below: 

 Principle of Minimum Travel:  

Men and materials should travel the shortest distance between operations so as to avoid waste 

of labour and time and minimise the cost of materials handling.  

 Principle of Sequence:  

Machinery and operations should be arranged in a sequential order. This principle is best 

achieved in product layout, and efforts should be made to have it adopted in the process 

layout. 

 Principle of Usage: 

Every unit of available space should be effectively utilised.  

 Principle of Compactness:  

There should be a harmonious fusion of all the relevant factors so that the final layout looks 

well integrated and compact. 

 Principle of Safety and Satisfaction: 

The layout should contain built in provisions for safety for the workmen.  It should also be 

planned on the basis of the comfort and convenience of the workmen so that they feel 

satisfied. 

 Principle of Flexibility:  

The layout should permit revisions with the least difficulty and at minimum cost.  

 Principle of Minimum Investment:  

The layout should result in savings in fixed capital investment, not by avoiding installation of 

the necessary facilities but by an intensive, use of available facilities. 

(ii) The factors influencing the Product Design of a Product are enumerated below : 

 Customer requirements: 

The designers must find out the exact requirements of the customers to ensure that the 

products suit the convenience of customers for use. The products must be designed to be used 

in all kinds of conditions. 
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 Convenience of the operator or user:  

The industrial products such as machines and tools should be so designed that they are 

convenient and comfortable to, operate or use.  

 Trade off between function and form: 

The design should combine both performance and aesthetics or appearance with a proper 

balance between the two. 

 Types of materials used: 

Discovery of new and better materials can improve the product design. Designers keep in 

touch with the latest developments taking place in the field of materials and components and 

make use of improved materials and components in their product designs.  

 Work methods and equipments:  

Designers must keep abreast of improvements in work methods, processes and equipments 

and design the products to make use of the latest technology and manufacturing processes to 

achieve reduction in costs. 

 Cost/Price ratio: 

In a competitive market, there is lot of pressure on designers to design products which are 

cost effective because cost and quality are inbuilt in the design. With a constraint on the 

upper limit on cost of producing products, the designer must ensure cost effective designs.  

 Product quality: 

The product quality partly depends on quality of design and partly on quality of conformance. 

The quality policy of the firm provides the necessary guidelines for the designers regarding 

the extent which quality should be built in the design stage itself by deciding the appropriate 

design specifications and tolerance.  

 Process Capability: 

The desinger should have the knowledge of the capability of the manufacturing facilities and 

specify tolerances which can be achived by the available Machines and equipments. 

 Packaging: 

Packaging is an essential part of a product and packaging design and product design go hand 

in hand with equal importance.  Packaging design must take into account the objectives of 

packaging such as protection and promotion of the product.  Attractive packaging enhances 

the sales appeal of products in case of consumer products (non durable).  

 

3. (b) 

(i) Average number of Customers = 4 

(ii) Average waiting time for the Customers who waits  = 10 Minutes 

(iii) Probability of finding at least on Customer in the Store  = 0.80 i.e.80% 

 

 

4. (a) 

(i) Absenteeism = 9% 

(ii) Labour Utilisation =90% 

(iii) Productive Efficiency of Labour = 80% 

(iv) The Overall Productivity of Labour in Term of Units produced per Man – Hour per 

Month:  

Standard Labour Productivity = 16.25 units 

In April’ 2023, Overall Productivity = 13.10 units 
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4. (b) 

(i) Network: 

 

 
 

(ii) Possible Paths with duration are as follows : 

1 – 2 – 3 – 6 – 7  = 31 days 

1 – 2 – 4 – 5 – 6 – 7  = 35 days 

1 – 2 – 4 – 5 – 7  = 32 days 

1 – 4 – 5 – 6 – 7  = 33 days 

1 – 4 – 5 – 7   = 30 days  

 
 

(iii) Critical Path with duration: 

1 – 2 – 4 – 5 – 6 - 7 with duration 35 Days 

 
 

(iv) Total and Free Floats: 
 

Activity Total Float (Days) Free Float (Days) 

C 2 2 

D 4 0 

F 4 4 

I 3 3 
 

 

5. (a)  

(i)  

        (in Tonne) 

From  

Plants 

To Retail Outlets Supply  

A B C D  

F 
3  

5 7  6 40 

G 2 
5  8  2  

60 

H 3 6 9 
2  

20 

Demand 16 16 40 48 120 
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(ii)                                                                      (Rs. in Thousand) : 

From  

Plants 

To Retail 

Outlets 

Transportation Cost 

per Tonne (Rs) 

Quatity Allocated 

(Tonne) 

Cost 

F A 3 16 48 

F C 7 24 168 

G B 5 16 80 

G C 8 16 128 

G D 2 28 56 

H D 2 20 40 

Total Cost    520 

Cost of Transporation is Rs 520000.     

 

5. (b) 

(i) Cost of Individual Replacement = Rs. 26880   
 

(ii) The Optimum Replacement Cycle under Group Replacement : 

End of 

Month 

Cumulative No.  

of Bulb Replace  

individualy by  

month end 

Cost of 

Total 

Cost 

(Rs) 

Average 

Cost per 

Month 

(Rs) 

Replacement 

after failure 

(Rs 30 per 

bulb) 

All 

replacement 

Rs 10 per 

bulb 

1. 300 9000 30000 39000 39000 

2. 780 23400 30000 53400 26700 

3. 1623 48690 30000 78690 26230 

4. 2754 82620 30000 112620 28155 

5. 3804 114120 30000 144120 28824 

 

(iii) Since the average Cost is lowest in 3
rd

 Month, the optimal interval i.e. replacement is 3 

months.  Also the average cost is less than Rs 26880 of individual replacement.  Hence the 

Cheapest Stategy appears to be a group replacement, (periodic replacement) after every 

third Month (and individually any that fails before them) at an average Monthly cost of Rs. 

26230.   

 

 

 

SECTION – B 

PART – I 

6. 

(i) (C) 

(ii) (B) 

(iii) (C) 

(iv) (B) 

(v) (A) 

(vi) (D) 
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PART – II 

7. (a) 

The benefits, a well construed vision can provide: 

According to Parikh and Neubauer (1993), a well construed vision can provide the following benefits: 

 Good visions are inspiring and exhilarating. 

 Vision represents a discontinuity, a step function and a jump ahead so that the company knows what it is to 

be. 

 Good vision helps in the creation of a common identity and a shared sense of purpose. 

 Good visions are competitive, original and unique. The make sense in the market place as they are 

practical. 

 Good visions foster risk taking and experimentation. 

 Good visions foster long term thinking 

 Good visions represent integrity: they are truly genuine and can be used to the benefit of the people. 

           

7. (b) 

There are number of factors historical, personal, strategic environmental etc., which influence Portfolio 

Strategy. 

Important such factors are given below: 

(i) Mission / Vision: 

The mission of the Company is one of the most important factors which influence the 

Portfolio Strategy because the mission deifnes the scope and purpose o f the Company.  

Formation of Clear Vison about the future has let to restricting the Portfolio companies like 

Glaxo.  

(ii) Value System: 

A factor very much Complimentary to the mission that influence the Protfolio Strategy is 

the Value System of the prompters or major staock holders.  

(iii) Future of Current Business: 

The future prospects of the current business are a very important factor influencing the 

portfolio strategy. If a current business, particularly the most important one, has a bleak 

future a company would be tempted to divest or diversify into growing business . 

(iv) Position on the Portfolio Matrix/PLC:  

The position of different business on the product portfolio life cycle also may influence the 

portfolio strategy of a company. Products in the declining stage m ay be dropped. Similarly 

some of the dogs or question marks could also be eligible candidates for divestment . 

(v) Government Policy: 

Government policy sometimes is an important determinant of portfolio strategy. The pre - 

1991 regulatory regime did not permit many companies, particularly large ones and foreign 

firms, to pursue the type of growth and diversification strategies they would have followed 

in an environment of business freedom, resulting in distorted portfolios.  

(vi) Competitive Environment:  

The competitive environment too has its influence on the portfolio strategy of many 

companies. When competition is absent or limited, as in a protected market, even firms 

which are inefficient may be able to thrive.  The protection itself may prompt firms to enter 

such business.  

(vii) Company Resources: 

The resources and strengths of the company, undoubtedly, are important factors influencing 

the 'portfolio strategy'. 

(viii) Supply/Demand Conditions: 

Problems with input supplies may encourage backward integration. Similarly, problem s with 

marketing the output, or advantages of value addition, may encourage forward integration.  
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(ix) Competitive Moves: 

Some firms have a tendency to imitate the growth pattern of the established popular firms. 

There are firms which follow almost the same portfolio strategies of competitors. 

(x) Portfolio Strategy of Parent:  

The portfolio strategy of subsidiaries may be influenced by the portfolio strategy of the 

parent as has been the case with companies like Glaxo India. ICI and Hindustan Lever . 

(xi) Business Environment : 

The business environment, in general, is an influencer of the portfolio strategy and, quite 

obviously, significant changes in business environment have important implications for 

portfolio strategy. 

 

8. (a) 

The reasons of using SBU approach are stated below: 

 A scientific method of grouping the businesses of a multi-business corporation which helps the firm in 

strategic planning. 

 An improvement over the geographical grouping of businesses and strategic planning based on 

locational units. 

 An SBU is a grouping of related businesses that can be taken up for strategic planning distinct from the 

rest of the businesses. 

 Grouping the businesses on SBU lines helps the firm in strategic planning by removing the ambiguity 

and confusion generally seen in grouping businesses. 

 Each SBU is a separate business from the strategic planning standpoint. In the basic factors, viz., 

mission, objectives, competition and strategy-one SBU will be distinct from another. 

 Each SBU will have  it’s own distinct set of competitors and it's own distinct strategy. 

 Each SBU will have a CEO. He will be responsible for strategic planning for the SBU and it’s profit 

performance; he will also have control over most of the factors affecting the profit of the SBU.  
 

8. (b) 

The Three Cs are enumerated below: 
 

Customers: 

The important questions that should be considered are 

 Who are the customers? 

 Who are the potential customer? 

 Are there any segments? 

 Why customers buy from us? 

 Why they buy from our competitors? 
 

The CSFs in this area may relate to: 

Price, Service, Product or Service reliability. Quality, Specifications. Branding 
 

Competition 

 Who are the main competitors? 

 How intense is competition? 

 What is the necessity to achieve market superiority? 

 

The CSFs in this area may relate to: 

Cost comparisons. Price comparisons. Quality issues. Market dominance. Service distributors 

Corporation 

 What are our key resources and those of our competitors?  

 What do they deliver to customers? 

 How does the company compare costs, technological skills, organisa tional ability and 

marketing with its rivals?       
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9. (a) 

Characteristics of Objectives: 

The Characteristics of objectives in Business are states below: 

 Facilitate to achieve mission and goals  

 Set the basis for strategic decision making 

 Clear the relationship of organisation with environment 

 Should be understandable by each member of organisation  

 Should be measurable and controllable 

 Should be related to time frame 

 Should be challenging 

 Should be concrete and specific 

 Should be formed within the constraints 

 Should motivate people.  
      

9. (b) 

The Marketing Concept and the Selling Concept:  

The marketing concept is a business philosophy that challenges previous concepts.  

The marketing concept holds that the key to achieve organisational goals consists in 

determining the needs and wants of target markets and delivering the desired satisfactions 

more effectively and efficiently than competitors. The marketing concept has been expressed 

in many colourfulways : 

(i) meeting needs profitably 

(ii) find wants and fill them 

(iii) love the customer, not the product  

(iv) have it your way 

(v) you’re the boss 

(vi) to do all in our power to pack the customer’s rupee full of value, quality and satisfaction.  

The marketing concept rests on four main pillars, namely target market, customer needs, 

coordinated marketing and profitability.  

The selling concept takes an inside-out perspective. It starts with the factory focuses on the 

company’s existing products, and calls for heavy selling and promoting to produce 

profitable sales.  
 

9. (c) 

Distinction between Strategic Management and Strategic Planning: 

The basic difference between Strategic Management and St rategic Planning are as follows: 

Strategic Management Strategic Planning 

It is focused on producing strategic results; 

new markets ; new products ; new 

technologies etc. 

It is focused on marking optimal strategic 

decisions.  

It is management by results. It is management by plans. 

It is an organizational action process.  It is an analytical process. 

It broadens focus to include psychological, 

sociological and political variables.  

IT is focused on business, economic and 

technological variables.  

It is about choosing things to do and also 

about the people who will do them. 

It is about choosing things to do.  
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9. (d) 

Benefits of Contingency planning: 

The Benefits of Contingency planning are enumerated below: 

(i) It will make the future through their proactive planning and advanced preparation.  

(ii) It will introduce original action by removing present difficulties.  

(iii) It enables to anticipate future problems. 

(iv) It will change the goals to suit internal and external changes.  

(v) It experiments with creative ideas and take initiative.  

(vi) It will attempt to shape the future and create a more desirable environment.  

(vii) It permits quick response to change,  

(viii) It prevents panic in crisis situations. 

(ix) It makes managers more adaptable to unforeseen changes.  

______________________ 


