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ENGLISH:

Question 1.

Using apparel producdihe North Faces an example, explain — in detail — how motivatio

perception, and learning may influence consumeaveh, and suggest specific managerial
actions to adequately respond to opportunitiestiarghts resulting from these psychological
processes.

Question 2:

Department-store chaR.H. Macy & Company‘Macy’s’) is expanding to Oslo and has hired
you as Senior Merchandising Manager to build theand-new Norwegian buying center. In
preparation for a meeting with potential employdayexplain organizational buying; (b)
compare and contrast the characteristics of busimeskets versus consumer markets; (c)
explain the different roles that the members ofry@uying Center would have to perform; and
(d) briefly outline the stages in the Organizatiddaying Process.

Question 3:

You are the new Head of Marketing at strugglingWwegian bike manufactur&en Beste Sykkel
(DBS. In an attempt to revivBBSby expanding the brand to other product categotfes
market research department has provided you wéhebults of a segmentation of the
Norwegian skateboarding market, identifying sevdrstinct segments. In order to make a
decision on whether (and how) to target the segsnéa) explain the criteria you would apply to
analyze the segmentation’s effectiveness; (b) deter the intrinsic long-term attractiveness of
the skateboarding market by using Porter’s Five&girand (c) outline three approaches you
could choose if you decided to pursue one or muwedentified segments.

Question 4.

In the context of the consumer-goods classificatexplain how buyers make choices in each of
the four groups, and suggest marketing approatia¢etfectively respond to the specific
characteristics of each type of consumer goodaddition, explain — in detail — how a marketer
of consumer goods can differentiate their offeiimthe areas of “core product” and “added
services”.

Question 5:

As the new Marketing Communications DirectoPatsche AGyou are responsible for
developing an integrated campaign to support thiedla of the updated Porsche 911. In
preparation for the campaign: (a) list and briefkplain the different modes of communications
that are available to you; (b) list the steps imed@ping effective communications; (c) in detail,
compare and contrast the two mass communicatigme®aghes Television and Print
Advertisement; and (d) explain AIDA and its impaorta to developing an effective campaign.



