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Part B.
Define product differentiation and discuss the role that customer perceptions play in product differentiation 
A successful differentiation marketing strategy is one where the brand uses skills to convince consumers that their offering is better than the competition (Ackermann et al, 2020). Differentiation varies indifference in naming the product; packaging is also essential to promoting the product as you might find brands using specific packaging for their products hereby standing out. Differentiation focuses the buyer's attention on a specific benefit in the brand that stands out from other brands, making the buyer more convinced that the brand is better than other brands. A successful product differentiation strategy should convince the buyer that the product being offered by the brand can match up to everything that the competitor is offering and have an additional benefit compared to the other product. The technique goes hand in hand with developing a strong value added to the product in ensuring that it is attractive to the targeted audience.
Identify the three broad categories of product differentiation and two bases of differentiation under each category. 
Pricing one of the very broad categories in product differentiation strategy, the brand may choose to set their prices in different types as best suited to their intended market's satisfaction. The brand may choose to set the price to the highest, this assures the buyer's confidence that the product is within the luxury class they need. A successful product differentiation skill is the brand can offer their work at the lowest price available to capture the cost-saving consumers' attention. Ackermann et al, (2020) observes that location too can be used as a category for product differentiation; local based brands may need to emphasize that they are local brands as compared to national brands. This ensures a sense of belonging to the buyer, thus making him more likely to buy that product. This category also uses the advantage of the added level of service due to the easy availability of the service being offered; consumers might choose the brand as it provides confidence for them that it's readily available. Performance is a category too in product differentiation; brands may opt to provide services or products of higher performance and durability, thus gaining the consumer's confidence. Products with longer durability and higher performance are dimmed to have a higher value than completion; an example is the batteries, brands with batteries that last longer are more preferred, thus making it a successful product differentiation strategy.
Explain the relationship between product differentiation and managerial creativity
Differentiation of products is a strategy that aims to capture the attention of the consumer on specific benefits of a product in a way that it proves the brand is capable of matching up to the competitors and provide additional benefit managerial creativity is the system of managing employees to produce a maximum effect on the organization. Differentiation is a key concept for the markets of property, accountancy, and law, a successful differentiation strategy allows room for prices to be higher than usual, giving room to profits and providing positive morale for the employees. Irin, (2020) states that managerial creativity and product differentiation both aim at the benefit of the brand. Integration of managerial skills and successful product differentiation strategies have the potential to create the maximum effect of the organization by maximizing profits. There are ways of creating innovative thinking; the idea itself is important, but so as the necessary evaluation processes to implement.
 There's a need to start enhancing a mechanism that supports innovation as a process and breaks the misconception that invention has to be far-fetched; investing in time to analyze the client's perspective would help the design. 
Part B.
What is strategic flexibility? 
Strategic flexibility the ability to respond to significant changes in the external environment by allocating the necessary resources to combat the changes. Organizations should also set markers to identify where to pick up from if the external environment reverses. Strategic flexibility can be used as a major asset to the organization since it responds to these changes effectively. According to Jiang, (2020) a strategic flexibility strategy can be used as a defense mechanism or offense mechanism based on how it combats the changes and nature of the changes and how they affect the organization. The entry of new products in the market is a definite major change in the external environment of other organizations, Organizations with strategic flexibility skills may choose to either combat the change by investing and putting more emphasis on deep research of the market and changes in the market. The organization will have applied the defense mechanism to protect its assets. Organizations also may have preventive measures before new players enter the market. The organization is hereby said to have used the offense mechanism. There are various aspects that need to be looked at while coming up with an effective strategic flexibility strategy. The time available to combat the change should be put to consideration to be in line with the implementation. Firms should also consider an area of focus for flexibility purposes to fully be prepared to combat the change. The firms should also have a wide variety of options to choose from when fighting the changes
Why is it thought of as a third generic business-level strategy?
Yuan et al, (2020) shows us that business level strategies investigate how firms compete in a specific environment; these strategies are mostly derived by decision making by executives on where the advantage to the competitors lies based on prices to differentiation and the range of scope of operations whether broad market or narrow. Strategic flexibility is a skill used in business-level strategy; it focuses on the ability to combat changes brought about by external environment changing. Strategic flexibility uses aspects of change in products and pricing to predict and set objectives to combat the expected changes; this is considered a third generic business-level strategy It is one of the strategies applied by firms to compete with other firms. The business-level strategy addresses the question of how brands will compete in specified fields. Strategic flexibility focuses on the possibility of an event in the external environment causing changes. Therefore, it's considered a third generic business-level strategy as it focuses more on the prediction of future events that might affect the external environment of the business. 
What are the strategic options?
Labaki et al, (2020) states that strategic options creative alternative responses that organizations face in various instances. Organizations with transparent systems have to be ready by all means; implementation of strategic options is a result of this necessary for a firm to survive any change in the environments so as to be able to compete with the other organizations. Strategic options focus mainly on trends, opportunities, and threats of the outside world to make predictions on future events and changes in the external environment of the industry. Formulation of strategic options can be based on research like institutional analysis and after extensive consultation and reaching a consensus on the organization's mission and aspirations. 
What are real options?
A real option is an economically valuable right to make or not to make choices according to their availability to the manager of the company; this concerns planned projects or investment opportunities. It gets the name Real from the fact that it deals with tangible assets such as land, buildings as well as stock inventory. Labaki et al, (2020) states that this gives the management to make crucial decisions for the firm's sake but also doesn't give him the obligation to, it is therefore enforced for the organization's sake. Decisions such as whether to expand, defer or completely do away with the project, these decisions have an economic advantage added, which is implemented by the necessary subjects to inform their decisions. 
Part C. 
Collusion What is collusion? What are the two types of collusion and how are they different? How does signaling relate to collusion?
Collusion is a secret, non-competitive agreement that is sometimes illegal between two rivals, trying to disrupt the market balance. It involves parties that would have, in turn, have been competing against each other but agree to work together to bring out an unfair advantage in the market. At this moment, the parties may consent to influence the market supply of the commodity or decide on a specific pricing standard, which enables them to gain maximum profits (Tirole, 1992). Collusion is illegal in some instances, has antitrust and whistleblower laws against them to reduce cooperation. This can be seen across the broad categories; in each, the parties involved to serve their interests, price fixing being one of the examples; it happens commonly in oligopolies where there are a small number of companies. A limited number of companies offer the same product and reach a consensus on the commodity's price level. Prices are forcibly lowered to choke the small businesses into collapsing or inflated to meet the group's interest. Collusion may also be seen when companies synchronize advertising campaigns; this limits the consumer's knowledge about the product to their advantage. Antitrust and competition laws have so far been recognized that it comes in two varieties. Explicit collusion means direct communication among parties regarding the collusive agreement on what the outcome should be. Tactic collusion is coordination without express contact; a form of tactic collaboration is price signaling.
Part D.
[bookmark: _Hlk56328257]Define vertical integration and differentiate between forward vertical integration and backward vertical integration. 
Vertical integration is a strategy where companies own and control their supply to maintain the value and pool. This strategy allows authority to control processes, improve efficiency, and minimize costs. On the other hand, it has its disadvantages, like amounts of capital investments involved. Some of the vertical integration examples are Netflix, which started as a movie booking business into the online streaming of movies licensed by major studios. 
Identify the three fundamental explanations of how vertical integration can create value and discuss how value is created under each. 
The firm later decided to improve by producing their content. The two main forms; backward integration where a company decides to increase production by buying the manufacturer to have full control of the supply. According to Tirole, (1992) Forward integration is where the company broadens purchasing and then controlling the direct supply of the product; an example of forwarding integration is where a clothing manufacturer opens retail stores to sell their products in shortcutting out the middlemen. 
Identify three reasons a firm may be able to create value through vertical integration when most of its competitors are not able to create value through vertical integration.
Vertical integration helps companies reduce costs and improve efficiency as it decreases transportation costs. It also reduces the supply disruption that would have been. The strategy maximizes on profits by sell their content. However, it also experiences negative side effects too such as increased amounts of debts if borrowing is involved
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