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Introduction 

 

Exam process: Oral 

Format: Offline 

 

The final exam will be held orally. The undergraduate takes the exam offline by 

answering the questions of the exam ticket. The undergraduate can take 10-15 minutes 

for preparing. The duration of the exam is exactly 2 hours. Each ticket contains three 

questions that need to be fully answered. 

 

Undergraduate’s guide 

1. At the scheduled time the undergraduate comes to the university. 

2. The undergraduate should bring an ID card. 

3. Tickets prepared for each undergraduate and contain different unrepeated 

questions. 

4. The exam Begins at the scheduled time after signing by the undergraduate the 

attendance list. 

5. It is not allowed to use smartphones and other devices. Using these prohibited 

tools may be a reason for stopping the exam.  

 

Clicking on the link below are possible to read in detail the rules of passing the 

exam - https://www.kaznu.kz/ru/22185/page/ 

 

Content of topics included in the final exam: 

1. The essence of strategy analysis in marketing and its concepts; 

2. Methodological approaches of strategic analysis in marketing; 

3. Marketing mix analysis; 

4. Approaches for market analysis and their tools; 

5. Market attractiveness analysis; 

6. Analysis of competitiveness; 

7. Communication policy analysis; 

8. Analysis of needs through market segmentation; 

9. Models of portfolio analysis; 

10. Applying McKinsey analysis; 

11. Stakeholder analysis in Marketing; 

12. Commodity policy analysis; 

13. Comparative analysis of suppliers; 

14. Sales policy analysis; 

15. Tools and technologies for stakeholder analysis. 

 

 

 

 

https://www.kaznu.kz/ru/22185/page/


A detailed description of topics: 

1. The essence of strategy analysis in marketing and its concepts: Concepts of 

the strategic analysis. Defining the role of strategic analysis for the marketing activity 

of the company. 

2. Methodological approaches of strategic analysis in marketing: Principles of 

strategic analysis. Methods and technologies of strategic analysis. Market analysis. 

Competitiveness analysis. 

3. Marketing mix analysis: 4P analysis. 7P analysis. Applying marketing mix 

analysis for strategic management. 

4. Approaches for market analysis and their tool: Market analysis concept. 

PEST analysis. GE matrix. Portrait of the market. 

5. Market attractiveness analysis: Indicators of the market attractiveness. 

Marketing attractiveness attributes. SWOT analysis.  

6. Analysis of competitiveness: The concept of competitiveness. Five forces of 

Porter. Evaluation of competitiveness.  

7. Communication policy analysis: The types of marketing communications for 

strategic development. Indicators of the marketing communications assessment.  

8. Analysis of needs through market segmentation: Needs classification. 

Segmentation methods. Needs evaluation directions. 

9. Models of portfolio analysis: Basics of portfolio analysis. Current models of 

portfolio analysis. Types of marketing portfolios.  

10. Applying McKinsey analysis: McKinsey matrix. Components of the matrix. 

Evaluation of companies’ market niche through the matrix.  

11. Stakeholder analysis in Marketing: Concept of Stakeholders. The types of 

stakeholders. Stakeholder analysis methods. Approaches of stakeholder analysis.  

12. Commodity policy analysis: Commodity essence and Features. The concept 

of commodity policy. Methods of commodity policy analysis.  

13. Comparative analysis of suppliers: Basic types and features of suppliers. 

Indicators and criteria for assessing suppliers. Application of the method of supplier 

evaluation.  

14. Sales policy analysis: Sales policy features. The tools and methods of sales 

policy. Directions of sales policy analysis. The efficiency of sales analysis in 

Marketing.  

15. Tools and technologies for stakeholder analysis: Stakeholder analysis 

approaches. The types and roles of stakeholders. The ways of the evaluation of 

stakeholders.  

 

Criteria for assessing undergraduate’s compliance / non-compliance 

For each question in the ticket, from 30 to 40 points are awarded (1 and 2 

questions with 30 points each, as well as 40 points for 3 questions). A score of 100 

points (excellent) is given if the master student is fluent in the material of the 

examination test, supports the answer with knowledge of sources on the topic of the 

question, sets out in writing alternative scientific versions and hypotheses on the main 



problems of the ticket topic, indicates places where you can reasonably object to the 

knowledge reproduced in the mandatory literature; clearly presents the weak points 

of the answer; easily navigates within the field of knowledge and science in General; 

applies the knowledge gained in the study of other subjects of the curriculum. 
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