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PART I 
 

Answer all questions 
 

Question No. 01 (40 Marks) 

 

Read the following case and answer the questions given at the end of it.   

 

Colgate-Palmolive Oral Care Business in Sri Lanka 

Founded in 1806, Colgate-Palmolive has been recognised as the global leader in oral care for well over 

one hundred years. Colgate is a truly global company serving billions of people around the world with 

consumer products that help make their lives healthier, cleaner, and more pleasant. Colgate serves global 

consumers with products in some major categories: Oral Care, Personal Care, Household Surface Care, 

Fabric Care and Pet Nutrition. The Oral Care division is concerned with three different kinds of products, 

Toothpaste, Toothbrushes, and Mouth Rinses. Oral Care is the most profitable category of Colgate total 

sales. These achievements are possible because Colgate consistently demonstrates superiority in meeting 

professional and consumer needs for oral care products. More than 40% of toothpaste and 25% of 

toothbrushes sold around the world carry the Colgate name. Throughout Colgate’s oral care history, the 

constant goal has been to improve oral health through superior technology and ongoing patient education 

programmes. Colgate provides leadership in establishing and maintaining worldwide oral health 

education programmes. Colgate literally taught many of the world’s people how to brush and care for 

their teeth. It is identified that millions of children take part in Colgate programmes. In the USA, the 

‘Bright Smiles, Bright Futures’ educational programmes and materials are designed to help dental 

professionals, and elementary school teachers bring good oral health to the next generation of American 

children. Today, Colgate continues to deliver products and services that improve the oral health and 

overall quality of life for consumers everywhere. Colgate achieves continued innovation by linking the 

health of consumers with the latest research findings and technological advances in dental science. Thus, 

Colgate has long recognised the value of maintaining a firm partnership with the worldwide professional 

dental community, as well as the wisdom of a substantial investment in professional education, clinical 

research, and technology. 
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Since the early 1900s, when the company began its expansion throughout the world, the mission 

statement of Colgate was one word – quality. Colgate applied its strategic ideal of quality to everything it 

did. It always made heavy investments in research and development in order to find the right product to 

meet consumer needs. 

 

Products manufactured by Colgate-Palmolive in the Sri Lankan oral care sector consist of two main lines: 

• Products addressed to the big distribution and independent stores. 

• Products addressed to the specialized channels. 

 

Each product line is composed of several sub-lines. Colgate-Palmolive, as a product strategy, tends to 

lengthen the life cycle of each product line in order to attract consumers with different needs and tastes, 

and to give an image of completeness of the product line. At the same time it adds several variations to 

some single products, increasing the number of products for every brand. Toothbrushes are offered in 

different shapes and colours, mouth rinses in the half-litre size only. The segmentation operated by 

Colgate-Palmolive in the toothpaste market depends on the attitude/interest the consumer has towards oral 

hygiene practices. This is a factor depending on the education level, the age, and the social and economic 

level. 

 

In the oral care market, brand loyalty was very low; seldom did consumers buy the same product and the 

tendency was towards a diversification of the purchase. In this situation, advertising, especially on 

television, becomes a central point, absolutely important for the consumer who is also influenced by the 

packaging. In fact, over the last few years it has been experiencing an evolution mainly concerned with 

the material utilised. It has shifted from a metallic tube to a soft plastic one which is lighter and more 

manageable. More recently, the dispenser was the most important innovation and consumers found it 

attractive, which increased demand as soon as it was marketed. It is not easy to delineate the classic 

Colgate consumer’s profile due to the low brand loyalty existing in this field. Nevertheless, the 18–34 age 

group remained Colgate’s main target market since this was the group most interested in purchasing oral 

care products. 

 

Towards the future in Sri Lankan Oral Care Market 

In Sri Lanka, Colgate shares the market with several large competitors such as Unilever, Procter & 

Gamble, and some local brands. The future in this country appears complex as well as interesting. In the 

entry, Colgate’s management faced the problem of how to increase its market share in Sri Lanka. For the 

oral care segment, characterised by a continual launch of new items, keys to success were distributed in 

two functional areas: in the R&D department product innovation was the determinant, while in the 

marketing area a good relationship with the distribution channel was important. Some executives argued 

that to keep pace with new trends, the introduction of new items with additional characteristics rather than 

the usual products always carrying the same features became critical to success. These innovative 

products, in the toothpaste segment especially, could present a dramatic increase in the preventive action 

against cavities, or they could be natural products. Other managers argued that the innovative engagement 

had to focus on the packaging, through new shapes, new materials, and graphic variants. Others said that 

a standardised package could be considered a true innovation by the consumers. Some other executives 

argued that a good choice would be to create more products carrying new brand names to be sold in the 

mass-market channel, trying to copy Unilever’s strategy. In fact, the toothpaste market in the mass-market 

channel is extremely crowded; consequently new opportunities to increase the business come from other 

segments such as toothbrushes and mouth rinses. For the toothbrush market, some managers said that 
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sales within this segment could double, and this could occur through a sensitive advertising campaign 

aimed at making the consumer aware of the importance of a necessary toothbrush change every 3 – 4 

months, as dentists suggest. Other executives thought the right strategy to pursue would be the aesthetic 

route through new shapes or even new materials. Some managers argued that, like toothpaste, a 

standardised shape for the toothbrush to become ‘the classic Colgate shape’ could represent a good 

alternative. These alternatives include a different economic expectation for this segment, and each 

proposal has to be thoroughly evaluated by the top management. For the mouth rinse segment, some 

executives argued that Colgate should produce therapeutic rinses only or just cosmetic rinses. Others said 

the company had to manufacture both. Some other managers thought the right way would be to offer 

different sizes as opposed to the current one size. In short, management is considering ways in which 

Colgate can differentiate itself from its competitors and improve its strategic position in the long run. 

In 2011, the future for Colgate-Palmolive looked just as promising as the recent past had been successful. 

In developing a strategy for its Sri Lankan business unit, in the light of the intense competitive market 

Colgate’s planners were concerned with answering several questions: How effective strategists can be 

derived to position Colgate to take advantage of opportunities and overcome threat? What is the scope of 

Financial Strategy at Colgate-Palmolive? How importance the analysis of value chain analysis for 

Colgate-Palmolive? 
 

Requirements: 
 

(a) Distinguish strategy formulation from position audit.          (06 Marks)   

                             

(b) ‘Effective strategists can use the Porter’s five forces framework to identify how to position itself to 

take advantage of opportunities and overcome threat’.  

(i) What are the main types of forces that shape the competition in the oral care industry? 

(02 Marks) 

 

(ii) Explain in detail how any one of such category of forces contributes to industry level 

competition in oral care industry.                (08 Marks) 
 

(c) Briefly explain the role of Management Accounting at Colgate-Palmolive.        (06 Marks)                                                                           

     

(d) “The value chain defines where the value is added in an organization”.  Explain the concept of 

Value Chain Analysis with a graphical presentation and discuss the importance of value chain 

analysis for Colgate-Palmolive.             (12 Marks) 

 

(e) If you suggest that the Colgate-Palmolive to concern for Strategic Management, what benefits of 

Strategic Management for Colgate-Palmolive would be possible.        (06 Marks) 

(Total 40 Marks) 

End of Part I 
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Part II   
 

Answer any three (3) questions 
 

Question No. 02 (20 Marks) 
 

The financial analysis of Amahara PLC reveals that the company is at a great success. The company had 

annual revenue of Rs.14 million by mid-2011. In addition, it has revealed that these revenues are still 

growing by more than 20% a year. The total number of active customers has risen steadily too. Its 

customer base is very large indeed. 
 

(a) ‘Performance analysis is critical in internal environment analysis’. What do you understand by 

performance analysis and what techniques can be used for such an analysis?        (06 Marks) 

                                                                          

(b) Define the external environment and briefly explain the external environmental forces.  

(08 Marks) 
 

(c) Discuss Product Development and Market Development as possible alternative strategic options to 

pursue growth, in relation to Amahara PLC?                    (06 Marks) 

(Total 20 Marks)                                                                      

Question No. 03 (20 Marks) 
 

Nikers has 5 business units, with activities varying from office furniture, business stationary, food, 

transport and electronics. Thus, the management of Nikers is in the view of the prospects of each 

business, with the concerns of the core competency bases tied up in each. The core competency analysis 

is used to give a perspective to top-level discussions about the future shape of the business. 
 

You are required to: 
 

(a) Briefly explain the concept of ‘core-competencies’ and the factors that help to identify core-

competencies in any business.                    (10 Marks) 

                                                                          

(b) Briefly explain the ways in which the value to customers can be increased and competitive 

advantage gained in terms of cost efficiency?           (10 Marks) 

 (Total 20 Marks) 

 

 

Question No. 04 (20 Marks) 

 

“ABC: an effective strategy 

GGG is a company within the XYZ Group, Sri Lanka’s largest fashionable shoe producer and is a name 

familiar to all Sri Lankan youngsters, yet it has a short history. It came about through the drive and 

innovative approach of Mr. Goerce, the head of GGG. The GGG’s first strategy to work with its 

customers to standardize parts in order to increase volume and reduce costs was not a success. As such, 

GGG’s new strategy was much more innovative, as in effect the opportunity he saw was to create a new 

segment at the lower end of the market, with the shoe becoming a fun and fashion item, cheap enough to 

enable a consumer to own more than one, and for it to be replaced if it went wrong. The target market was 

the young and stylish, which was very different from the profile sought by other cheap shoes. This 

creative thinking was also applied to a different design, made mainly of rubber and plastic, and using only 

part of the conventional shoe. At present the GGG has been a continuing success, and provided an 

example to the Sri Lankan shoe industry in demonstrating that decline could be reversed. Indeed, the 

concerns about corporate directional strategies are a must in developing effective strategies”. 
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(a) What corporate directional strategies can be considered for GGG?          (07 Marks) 
                                                                          

(b) ‘Financial concerns are also central to strategy implementation’.  Briefly describe the essentials for 

implementation of financial strategy at GGG.                   (08 Marks) 

 

(c) What are the uses of ‘Balanced Scorecard’ for GGG?                 (05 Marks) 

(Total 20 Marks) 

 
 

 

Question No. 05 (20 Marks) 

 

(a) ‘Organizational structures are deliberately designed as to allocate value developing tasks and roles 

to the employees and state how these tasks and roles can be used to achieve competitive edge’. 

Briefly discuss the advantages and disadvantages of divisional organizational structure.(06 Marks)   

                                           

(b) ‘XCX company has recently initiated a formal strategy evaluation mechanism as strategy 

evaluation ensures that a company is achieving what it planned to accomplish by comparing 

performance with desired results and taking corrective action as required’. What key financial ratios 

can be used for strategy evaluation at XCX?                         (06 Marks) 

 

(c) ‘McKinsey’s 7S model has been widely used to strategy implementation’. Give the ‘hard’ elements 

and ‘soft’ elements of McKinsey’s 7S model and briefly explain the difference between them.  

         (08 Marks)   

(Total 20 Marks) 
 

 

Question No. 06 (20 Marks) 

 

(a) ‘Outsourcing has been widely considered in strategic management applications’. Point out some of 

the errors in Outsourcing efforts that most of the organizations encounter.         (06 Marks)   

                                           

(b) ‘Change is imperative in present organizations and resistance is an inevitable response to any 

major change as well’. Briefly explain the organizational reasons for resistance to change and 

what remedies are possible for such resistance.                   (06 Marks) 

 

(c) ‘Key success factors are the factors that a business must be able to do exceptionally to achieve 

competitive edge in a particular market’. Explain possible key success factors for one of the major 

supermarkets (i.e. Keells, Cargills etc…) in Sri Lanka.           (08 Marks) 

(Total 20 Marks) 

End of Part II 
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Present value table  
  

Present value of 1.00 unit of currency, that is (1 + r)
-n 

where r = interest rate; n = number of periods until payment or 

receipt.  

  
Periods (n)  Interest rates (r) 

 

1%  2%  3%  4%  5%  6%  7%  8%  9%  10%  
 

1 0.990 0.980 0.971 0.962 0.952 0.943 0.935 0.926 0.917 0.909 

2 0.980 0.961 0.943 0.925 0.907 0.890 0.873 0.857 0.842 0.826 

3 0.971 0.942 0.915 0.889 0.864 0.840 0.816 0.794 0.772 0.751 

4 0.961 0.924 0.888 0.855 0.823 0.792 0.763 0.735 0.708 0.683 

5 0.951 0.906 0.863 0.822 0.784 0.747 0.713 0.681 0.650 0.621 

6 0.942 0.888 0.837 0.790 0.746 0705 0.666 0.630 0.596 0.564 

7 0.933 0.871 0.813 0.760 0.711 0.665 0.623 0.583 0.547 0.513 

8 0.923 0.853 0.789 0.731 0.677 0.627 0.582 0.540 0.502 0.467 

9 0.914 0.837 0.766 0.703 0.645 0.592 0.544 0.500 0.460 0.424 

10 0.905 0.820 0.744 0.676 0.614 0.558 0.508 0.463 0.422 0.386 

11 0.896 0.804 0.722 0.650 0.585 0.527 0.475 0.429 0.388 0.350 

12 0.887 0.788 0.701 0.625 0.557 0.497 0.444 0.397 0.356 0.319 

13 0.879 0.773 0.681 0.601 0.530 0.469 0.415 0.368 0.326 0.290 

14 0.870 0.758 0.661 0.577 0.505 0.442 0.388 0.340 0.299 0.263 

15 0.861 0.743 0.642 0.555 0.481 0.417 0.362 0.315 0.275 0.239 

16 0.853 0.728 0.623 0.534 0.458 0.394 0.339 0.292 0.252 0.218 

17 0.844 0.714 0.605 0.513 0.436 0.371 0.317 0.270 0.231 0.198 

18 0.836 0.700 0.587 0.494 0.416 0.350 0.296 0.250 0.212 0.180 

19 0.828 0.686 0.570 0.475 0.396 0.331 0.277 0.232 0.194 0.164 

20 0.820 0.673 0.554 0.456 0.377 0.312 0.258 0.215 0.178 0.149 

 

  

  
Periods (n)  Interest rates (r) 

 

11% 12% 13% 14% 15% 16% 17% 18% 19% 20% 

1 0.901 0.893 0.885 0.877 0.870 0.862 0.855 0.847 0.840 0.833 

2 0.812 0.797 0.783 0.769 0.756 0.743 0.731 0.718 0.706 0.694 

3 0.731 0.712 0.693 0.675 0.658 0.641 0.624 0.609 0.593 0.579 

4 0.659 0.636 0.613 0.592 0.572 0.552 0.534 0.516 0.499 0.482 

5 0.593 0.567 0.543 0.519 0.497 0.476 0.456 0.437 0.419 0.402 

6 0.535 0.507 0.480 0.456 0.432 0.410 0.390 0.370 0.352 0.335 

7 0.482 0.452 0.425 0.400 0.376 0.354 0.333 0.314 0.296 0.279 

8 0.434 0.404 0.376 0.351 0.327 0.305 0.285 0.266 0.249 0.233 

9 0.391 0.361 0.333 0.308 0.284 0.263 0.243 0.225 0.209 0.194 

10 0.352 0.322 0.295 0.270 0.247 0.227 0.208 0.191 0.176 0.162 

11 0.317 0.287 0.261 0.237 0.215 0.195 0.178 0.162 0.148 0.135 

12 0.286 0.257 0.231 0.208 0.187 0.168 0.152 0.137 0.124 0.112 

13 0.258 0.229 0.204 0.182 0.163 0.145 0.130 0.116 0.104 0.093 

14 0.232 0.205 0.181 0.160 0.141 0.125 0.111 0.099 0.088 0.078 

15 0.209 0.183 0.160 0.140 0.123 0.108 0.095 0.084 0.079 0.065 

16 0.188 0.163 0.141 0.123 0.107 0.093 0.081 0.071 0.062 0.054 

17 0.170 0.146 0.125 0.108 0.093 0.080 0.069 0.060 0.052 0.045 

18 0.153 0.130 0.111 0.095 0.081 0.069 0.059 0.051 0.044 0.038 

19 0.138 0.116 0.098 0.083 0.070 0.060 0.051 0.043 0.037 0.031 

20 0.124 0.104 0.087 0.073 0.061 0.051 0.043 0.037 0.031 0.026 

 

End of Question Paper 

 


