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LIBRARY GUIDE 

Final Examination Study Guide: 
Marketing Management  

For Shipping & Logistics Students – Caribbean Maritime University  
 

Exam at a Glance (Typical Format) 

Section Type Number of Questions Marks 

A Multiple Choice 10 (all compulsory) 10 

B Short Essay Choose 3 out of 4 or 5 45 

C Long Essay Choose 1 out of 3 25 

Total 
  

80 

  
 

How to Use This Guide 
1. Review the core topics listed under each section. 
2. Memorise key definitions and frameworks (e.g., 4 Ps, AIDA, STP, CRM). 
3. Practice answering sample questions – write full answers under timed 

conditions. 
4. Connect theory to modern examples, especially logistics and supply 

chain contexts (e.g., last-mile delivery, freight platforms, warehousing 
services). 

5. Update classic concepts with digital/social media marketing, AI, and 
sustainability. 

 

Section A: Multiple Choice (10 marks) 
Typical Topics Covered 

• Marketing definitions (needs, wants, 
demands, exchange) 

• Segmentation variables (demographic, 
psychographic, behavioural, geographic) 

• Sources of secondary vs. primary data • Types of marketing research 
(exploratory, descriptive, causal) 

• Buying centre roles (initiator, influencer, 
decider, buyer, user, gatekeeper) 

• Organisational culture (rites, myths, 
rituals) 

• Distribution intensity (intensive, selective, 
exclusive) 

• Marketing mix (4 Ps: Product, Price, 
Place, Promotion) 

• Modern addition: AIDA model (Attention, 
Interest, Desire, Action) 

• Modern addition: Digital marketing 
metrics (CTR, ROI, CAC, CLV) 

 
Sample MCQs (with modern flavour) 

1. Which segmentation variable divides a market based on consumers' lifestyles 
and values? 
a) Geographic 
b) Demographic 
c) Psychographic 
d) Behavioural 
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2. A logistics company uses its customer database to analyse past purchase 
behaviour and predict future shipping needs. This is an example of: 
a) Exploratory research 
b) Descriptive research 
c) Causal research 
d) Secondary research 

3. In the AIDA model, the final stage stands for: 
a) Attention 
b) Interest 
c) Desire 
d) Action 

4. A freight forwarder tracking which social media platform generates the most 
quote requests is measuring: 
a) Customer lifetime value 
b) Click-through rate (CTR) 
c) Price elasticity 
d) Brand positioning 

*Answers: 1-c, 2-b, 3-d, 4-b* 

 

Section B: Short Essay (45 marks – answer 3 
questions) 
Each question is worth 15 marks. Answer clearly, define key terms, use examples 
(preferably from logistics/supply chain), and structure your answer with short 
paragraphs or bullet points. 
 

Likely Question Themes (updated) 
1. The Concept of Marketing and the Importance of a Marketing 

Plan 
Key points to cover: 

• Marketing definition (AMA 2025: “Marketing is the activity, set of 
institutions, and processes for creating, communicating, delivering, and 
exchanging offerings that have value for customers, clients, partners, 
and society at large.”) 

• Marketing plan = roadmap linking strategy to tactics. Components: 
situation analysis (SWOT), objectives (SMART), 
segmentation/targeting/positioning (STP), 4 Ps, budget, controls. 

• Why important for a logistics firm: 
o Aligns sales, operations, and customer service. 
o Helps launch new services (e.g., green delivery, drone logistics). 
o Anticipates market changes (e.g., e-commerce boom, fuel price 

volatility). 
o Measures ROI of marketing spend. 

Modern addition: A marketing plan now includes digital channels (LinkedIn 
ads, SEO for freight brokers) and sustainability KPIs (carbon per shipment). 
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2. The Five Promotional Tools & Shaping the Promotion Mix 
Five tools (the promotion mix): 

I. Advertising – paid, non-personal (TV, online banners, trade journals) 
II. Sales promotion – short-term incentives (discounts, loyalty points, 

free trials) 
III. Public relations (PR) – media coverage, press releases, sponsorships 
IV. Personal selling – direct interaction (logistics sales teams, RFQ 

negotiations) 
V. Digital/direct marketing – email, social media, SMS, chatbots 

 

Factors shaping the mix (updated): 
• Nature of product/service (B2B logistics favours personal selling + 

LinkedIn) 
• Buyer readiness stage (awareness → interest → desire → action) 
• Product lifecycle (introduction: advertising + PR; maturity: sales 

promotion) 
• Budget (digital often cheaper than TV) 
• Target audience (millennial logistics managers respond to mobile and 

case studies) 
• Modern factor: Data availability – use CRM to personalise digital 

outreach. 
Logistics example: A 3PL launching temperature-controlled shipping might 
combine: 

• Advertising (trade journals, Google Ads for “cold chain logistics”) 
• PR (article in Logistics Today) 
• Personal selling (calls to pharma manufacturers) 
• Digital (LinkedIn whitepaper download) 

 
3. Importance of Marketing Research for Firms Entering a New 
Market 

Key points: 
• Reduces risk – tests demand, competition, regulatory barriers. 
• Identifies customer needs – e.g., what tracking features do local shippers 

want? 
• Informs segmentation and targeting – which industries or shipment sizes 

are profitable? 
• Guides pricing – willingness to pay, competitor rates. 
• Supports distribution decisions – partner with local warehouses or build 

own? 
Types of research: 

• Primary (surveys, interviews, focus groups, pilot shipments) 
• Secondary (trade data, government reports, competitor websites) 

Modern addition: Use social listening (monitoring Reddit, Twitter for pain points) 
and web analytics (search volume for “urgent freight [country]”). 
Logistics example: A courier company entering a new Caribbean island should 
research: 

• Average delivery times expected 
• Preferred payment methods (cash vs. online) 
• Local customs clearance bottlenecks 
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• Existence of last-mile competitors 

 
4. The Four Main Psychological Processes Affecting Consumer 
Behaviour 
(Kotler & Keller’s model – still highly relevant) 

 
Four processes: 

1. Motivation – needs drive behaviour (Maslow’s hierarchy). Logistics example: 
need for security → choose insured shipping. 

2. Perception – how we select, organise, interpret information. Example: a 
brand with real-time tracking is perceived as more reliable. 

3. Learning – changes in behaviour from experience. Example: after a lost 
package, a customer avoids that carrier. 

4. Memory – brand associations stored in memory. Example: “FedEx = 
overnight reliability.” 

Modern addition: Cognitive biases (anchoring, status quo bias) affect B2B 
purchasing. Also, digital nudges (e.g., “only 2 slots left for next-day delivery”) 
influence decisions. 
 
Application: When marketing logistics services, design messages that: 

• Create positive motivation (peace of mind) 
• Shape perception (testimonials, trust seals) 
• Enable learning (trial offers, satisfaction guarantees) 
• Build memory (consistent branding across touchpoints) 

5. Importance of Social Responsibility in Marketing 
Key points: 
• Socially responsible marketing = voluntary actions that benefit society 

beyond legal/economic obligations. 
• Why important: 

o Builds brand loyalty (especially Gen Z and millennials) 
o Differentiates from competitors 
o Reduces regulatory risk 
o Attracts investors and partners (ESG criteria) 
o Enhances employee morale 

Areas of focus: 
• Environmental (carbon-neutral shipping, sustainable packaging, route 

optimisation) 
• Ethical (fair labour, no greenwashing, transparent pricing) 
• Philanthropic (donating logistics for disaster relief) 
• Consumer protection (clear terms, data privacy) 

Logistics example: A shipping company that uses electric last-mile vans, offsets 
remaining emissions, and publishes an annual sustainability report is engaging in 
socially responsible marketing. 
Modern addition: Social listening – critics can expose greenwashing instantly on 
social media. Authenticity matters. 
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Section C: Long Essay (25 marks – answer 1 
question) 
Each question requires critical discussion – present arguments for and against, 
then justify your conclusion. Use theory, examples, and possibly recommendations. 
Typical Long Essay Themes (modernised) 
Theme 1: Segmentation vs. Mass Marketing – Is Too Much Segmentation 
Costly? 
The proposition: Producing a limited range for the ‘average’ customer may be more 
profitable than heavy segmentation. 
Arguments FOR mass marketing (against over-segmentation): 

• Lower production, inventory, and marketing costs (economies of scale) 
• Simpler supply chain – fewer SKUs, easier forecasting 
• Classic success stories: Coca-Cola (original), basic McDonald’s burger 
• In logistics: a single service level (e.g., 3-day delivery) may cover 80% of 

customers 
Arguments AGAINST (in favour of segmentation): 

• Customers expect personalisation (Amazon effect) – average is often 
mediocre 

• Segmentation allows premium pricing (e.g., express vs. economy delivery) 
• Digital tools make micro-segmentation affordable (AI clustering, CRM) 
• Logistics example: a segmented approach (pharma cold chain, e-commerce 

small parcel, bulk freight) captures more value 
 
Conclusion: A balanced hybrid strategy works best. Use mass marketing for basic 
services but add targeted tiers for specific segments. Avoid “paralysis by analysis” by 
focusing on 3–5 actionable segments. 
 
Modern addition: Dynamic segmentation – real-time behaviour (e.g., a shipper who 
always books urgent freight) triggers custom offers. 

Theme 2: Limitations of Quantitative Surveys and How to 
Address Them 
The proposition: Quantitative surveys fail to tell the whole truth about customers’ 
perceptions. 
 
Why surveys can be misleading: 

• Response bias (social desirability, acquiescence) 
• Poor memory or lack of self-awareness 
• Questions may miss unspoken needs 
• Low response rates, non-response bias 
• Static snapshot, not dynamic reality 

 
Solutions (mixed methods): 

1. Qualitative research – in-depth interviews, focus groups, ethnographic 
observation (watch how logistics managers actually use a tracking portal) 

2. Behavioural data – website clicks, call centre logs, repeat purchase patterns 
3. Sentiment analysis of social media and online reviews (unsolicited opinions) 
4. Net Promoter Score (NPS) with open-ended follow-up 
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5. A/B testing – real experiments (e.g., two different pricing displays) 
 
For logistics companies: Pair a survey about “satisfaction with delivery speed” with 
actual delivery data and customer service transcripts. Often the feeling of speed 
(communication) matters more than raw minutes. 

Theme 3: Marketing Globalisation – Opportunities and 
Threats for Developing Economies 
Opportunities: 

• Access to larger markets (export logistics) 
• Foreign direct investment (FDI) brings technology and best practices 
• Economies of scale lower costs 
• Learning from global brands (quality standards) 

Threats: 
• Local firms may be crushed by multinational giants (e.g., Amazon effect) 
• Cultural homogenisation (loss of local identity) 
• Exploitation of labour or resources 
• Dependency on global supply chains (vulnerability to shocks) 

 
Five recommendations for companies in developing economies to benefit: 
 

1. Leverage local knowledge – customise products/services to local needs 
(glocalization). 

2. Build digital capabilities – use e-commerce and social media to reach 
global customers directly. 

3. Form strategic alliances with global logistics partners rather than compete 
head-on. 

4. Focus on niche segments (e.g., sustainable artisan goods) that global 
giants overlook. 

5. Invest in brand storytelling – authenticity, origin, and social impact resonate 
with conscious consumers worldwide. 

 
Logistics angle: A local courier in a developing country can partner with global 
platforms (e.g., Shopify Logistics) as the last-mile expert, turning a threat into an 
opportunity. 

 

Final Exam Tips & Strategies 
For Multiple Choice 

• Read the question twice – watch for “except” or “not”. 
• Eliminate two clearly wrong answers first. 
• Trust your first instinct if you have studied. 

For Short Essays (15 marks) 
• Structure: Introduction (definition/framework) → 3–5 body points with 

examples → brief conclusion. 
• Time: Spend about 20–25 minutes per question (45–50 minutes total for 

Section B). 
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• Use logistics examples – examiners reward application to your programme 
(Supply Chain). 

• Modern references: Mention AI, social media, sustainability, or data analytics 
where relevant. 

 
For Long Essays (25 marks) 

• Time: 45–50 minutes. 
• Critical discussion means: Present both sides (e.g., pros and cons of 

segmentation) before giving your reasoned conclusion. 
• Use a clear framework: e.g., “This essay will argue that… First, I consider… 

Second, I analyse… Finally, I recommend…” 
• Cite theories (Maslow, AIDA, STP, 4 Ps) and real companies (DHL, FedEx, 

Maersk, Uber Freight, local examples). 
• Write legibly and leave space for small additions. 

 
Modern Topics to Review (beyond the old paper) 

• Omnichannel marketing – integrating online and offline experiences. 
• Influencer marketing in B2B – logistics experts on LinkedIn. 
• Sustainability as a core strategy – not just CSR. 
• Generative AI – using ChatGPT for customer service or content creation. 
• Privacy and data ethics – GDPR, CCPA, and customer trust. 

 

Quick Revision Checklist 
Unit/Topic Key Models/Frameworks Logistics Example 

Ready? 

Marketing concept & 
plan 

SWOT, SMART, STP, 4 Ps Yes / No 

Promotion mix AIDA, advertising, PR, sales promo, 
personal selling, digital 

Yes / No 

Marketing research Primary vs secondary, exploratory vs 
causal 

Yes / No 

Consumer behaviour Motivation, perception, learning, 
memory 

Yes / No 

Social responsibility ESG, green logistics, greenwashing Yes / No 

Segmentation Psychographic, behavioural, B2B 
variables 

Yes / No 

Globalisation Opportunities, threats, glocalization Yes / No 

Quantitative vs 
qualitative research 

Surveys, interviews, sentiment 
analysis 

Yes / No 
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Final Guidance 
Marketing is not just about selling – it’s about creating value. In your answers, 
always return to customer value and how your recommendations help the 
organisation survive and thrive in a rapidly changing world. 

Good luck with your final examination! 
 

Additional Support  
For assistance with research or accessing resources such as past papers, visit the 
CMU Library or contact:  

       Email: library@cmu.edu.jm/cmulibrary123@gmail.com  

       WhatsApp: (876) 564-4274   

   Phone: University Librarian – (876) 809-3103  

 Librarians: (876) 833-2187; (876) 781-1178; (876) 564-4274 
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