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ENGLISH:

Question 1.

On November 1, 2013, Norwegian luxury fashion tetdatlak og Selvig announced its plans to
expand into New York City. You applied for the gasi of Director of Marketing and were
hired. Your first task is to develop the missidgatsment for the NYC subsidiary 8atlak og
Salvig and to decide on the source(s) of its competitisieantage(s). (a) Explain in detail the
components that constitute a “good” mission statéraad discuss the major competitive spheres
that the retailer would have to address to be @efftly prepared for different types of
competition. (b) Explain the nature of a comped#itadvantage and give specific examples for
different means of differentiation. (¢) Which quess would you have to address as part of a
Market Opportunity Analysis?

Question 2:

On October 15, 201X ecilie Juvodden, founder and head designer of Norwegian clothatgl
Maggie Wonka, announced the launch of an initiative aimed attelbetinderstanding its
customers’ behaviors. You are hired as a markedxyert to explain the underlying processes
taking place when consumers make decisions. (agribesthe Consumer Buying Process with a
particular emphasis on post-purchase behaviors, (Bhaxplain how (i) perceived risk, (ii)
involvement, and (iii) type of decision could affec consumer’s degree of participation in the
process.

Question 3:

On October 30, 2013, Norwegian corporatidorsk Hydro ASA, a Norwegian aluminum and
renewable energy company with 13,000 employeesopedations in 50 countries, announced
major investments in responsible technologies ambvative business solutions, requiring
extensive organizational buying activities. (a) EBxp organizational buying; (b) compare and
contrast the characteristics of business markesigeconsumer markets; (c) explain the different
roles that the members of the firm’s Buying Certave to perform; and (d) briefly outline the
stages in the Organizational Buying Process.

Question 4.

According to an August 201Buromonitor International country report, Norwegian consumers

of electronics appreciate innovative devices. Waiting or seeking for the best sometimes pushes
consumers to postpone the purchases as they seek information about upcoming new models.
Manufacturers in the market have already spotted the urge for the multifunctional and high-end
products.” (a) In the context of consumer electronics, diéscthe typical Product Life Cycle
(PLC) and discuss the competitive situations aledmenended strategic marketing responses at
each of the four stages. (b) Follow your discussidgin a brief explanation of the concept of
adopter categorization (or: adoption of innovatimer time) and its five distinct groups.

Question 5:

You have been asked to inform the employees of Hgiran food manufacturéfjordland, best
known for its brand®relett, Bremykt, andKos, about the basic consumer-goods classification;
more precisely, (a) explain in detail how buyerskenahoices in each of the four groups, and
suggest marketing approaches that effectively re$po the specific characteristics of each type
of consumer goods. (b) In addition, explain in ddtaw a marketer of consumer goods can
differentiate their offering in the areas of “cgm@duct” and “added services”.



