
[bookmark: _GoBack]Explain the differences between corporate, strategic and tactic planning
Corporate planning is the move of generating long term plans of a business so as to meet certain objectives and goals with an aim of improving the business and increase revenue and profit margin. Strategic planning defined as the process of planning actions designed to achieve a long-term objective through proper allocation of resources so as to achieve the desired results of an organization (Nickols, 2016). Tactic planning is a short-term planning which focuses on the current operation of an organization to reach the set goals and achieve strategies within a short period.
Compare the advantages and disadvantages of strategic alliances and joint ventures
In both joint ventures and strategies competition reduces as results of firms deciding to work in teamwork with one another. Both types’ organizations offer free entry into the market which makes better products as a result of improved ideas. Partnering with another firm allows sharing of losses instead of one company bearing the total loss.  Partnering with a local firm evades extra taxes, increases overseas markets and reduces the distribution costs for both firms. 
Strategic alliances and joint ventures share profits and the burden hits stronger if the stronger company used to make the same profit running on its own. Differentiation in corporate culture brings conflict that can affect the firm in case of insufficient conflict resolution techniques. The companies experience control and communication challenges especially if the firms belonged to differentiated languages. 
Product Adaptation and Product Standardization in International markets
Product adaptation refers to the process by which a product gets modified to suit various consumers in international markets. In case the international customers give feedback on requirement of a new feature, adapting the product can increase sales. If competing products offer a characteristic that gives them a better advantage, the business should adapt their product to help thrive in the international market.
 Product standardization gets defined as maintenance of uniformity of services and products sold across all market segments. In the case when a product acquires global brand recognition, standardization remains a competitive strategy for the firm. A business can also proceed with standardization in case the current sales of the product remain satisfactory with no threat of competitor activities or customer concern.
Reasons for Changing the Product Packaging
Companies change a product package to increase sales in the market in case poor visibility causing slow product movement. Outdated package designs require to get changed to help boost sales by attracting consumers (Camilleri, 2018). In case of an improved method of production such as addition of a new ingredient, new technology, new sizes and shapes or even functionality can demand a change in packaging. Bad publicity of a product can demand that a business changes the packaging to counter the negative image and renew customer trust on the product. 
Factors that most effect B2B demand in international markets.
B2B marketing refers to strategies that create awareness of a product to other businesses. B2B products get sold in wholesale to organizations. Rationality affects B2B demand since the buyers need to make profit out of the goods sold hence if a product remains relevant to businesses at a particular timeline, demand rises and vice versa. Increased demand of goods by the final 
Who defines quality and why is this so
Quality refers to the degree in which a product or service to meet the customer expectation. The major determination of a products quality comes from the consumers. Defining the quality of a good or service however, depends on both the customer and producers. The business installed equipments, systems, data, inputs and staff all get engaged in the quality development process. The final customer uses the product and gives constructive feedback on the features to add or omit from the product. The staff get solutions to handle the consumer feedback to chage the product in line with the majority of consumer needs.
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