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DEGREE EXAMINATIONS - 2004

END- YEAR

MARK 404

MARKETING ON THE INTERNET

Time allowed: THREE HOURS

	Instructions:
	Section A
	Is compulsory; there are TWO questions.

	
	Section B
	Answer ANY THREE questions out of seven.

	
	Marks in the exam total 100 and are worth 40% of the marks for the course.  Each question is worth equal marks (20).

This is an open book exam.


Section A

‘From the marketer’s perspective the most important recognition is that the Internet has become an integral part of the marketing strategies of enterprises both large and small.’

Mary Lou Roberts, Internet Marketing: Integrating Online and Offline Strategies, 2003, p. ix

1)
Critically discuss this statement, drawing especially, but not necessarily exclusively, on the industry you have been taking as your e-marketing topic

(20 Marks)

2)
Imagine yourself to be the marketing manager of a company or non-profit organisation, real or imagined.  Briefly describe the organisation.

The Chairperson of the Board of Directors (or equivalent) has read Mary Lou Roberts’ book and is taken with the idea of making the Internet an integral part of the marketing strategy, and has asked you to report on this to the Board.  You are asked to examine the relevance of the Internet to the organisation and make practical proposals for amending, or otherwise, its marketing strategy in the light of that examination

(20 Marks)

Total 40 marks
Section B (answer any THREE questions)

Question 3

‘We students are not typical of the general public.  Most people don’t want constant access to computers and the Internet’

Diana Papadopoulos, class discussion

Assuming that technological developments soon make wireless internet widely accessible throughout the country, and generally affordable, critically discuss this statement.  

 (20 marks)

Question 4

Interviewer: What is the next big thing? 

Drayton Bird: People always ask that sort of thing, because human beings seek novelty - the next big thing. If a few of them concentrated on getting the `old' things right, it would help.

Anyhow, in my lifetime there have only been three big marketing things: TV commercials, the computer and the internet. Maybe four if you count the phone - but that was there for many years even if people didn't use it well.

What's interesting about them? People screwed them up. TV has ended up as all technique and not enough sell. People have squandered billions on databases that don't work, CRM with no detailed thinking - and so on.

And they all mistook the internet for an advertising medium and an easy ride to big money.

The great opportunity is to get the internet right.

‘One-On-One - What's Eating Marketing; Stuart Crainer in conversation with Drayton Bird, Malcolm Auld & Philip Kotler’, Marketing Magazine,  April 2004  

Critically discuss Drayton Bird’s opinions, particularly his assertion that ‘The great opportunity is to get the internet right’.

(20 marks)

Question 5 

Drawing on, but not limited to,  your experience in the project on formulating an Internet strategy, describe the opportunities and threats the Internet presents to organisations.   How well do organisations, especially your case organisation, realise the opportunities and counter the threats? To what degree can the Internet be used to utilise strengths and minimise weakness of the organisation?
(20 marks)




Question 6

 ‘Marketing has become a complex art.  Technology and trade have increased the potential for global brands.  The fragmentation of audiences and rising costs of television and print advertising are making other media attractive. And direct marketing and the Internet are rewriting all the marketing rules.’

The Economist, 13 June 1998, cited by O’Connor and Galvin,

Critically discuss the assertion that ‘the Internet [is] rewriting all the marketing rules.’

(20 marks)

Question 7

Meanwhile in China. A comment on the usefulness of the internet, and why so many people -27.7 million in America alone - say they have tried the internet and found they have no use for it.

"I work in China. Here, internet is a luxury and even inconvenient consumption. People use it as a media with more information than TV and newspaper. Shopping online? Play it as a game! Going to supermarket works 100 times better. Internet marketing has to work with traditional marketing to broaden its reach for a long time. …."

If You Built It, Will They Come? Marketing Magazine, March 2000

Critically discuss, with examples

 (20 marks)

Question 8

‘By designing effective websites, electronic marketing resources can be fully utilized in the marketing plan, ensuring speed, attractiveness, accuracy, and convenience for the customer.’

Joel Reedy and Shauna Schullo, Electronic Marketing: Integrating Electronic Resources into the Marketing Process, 2004, p.263 

Critically discuss this statement.  What, in your opinion, makes for a good website, and what for a bad one?  Give examples to illustrate your argument.

 (20 marks)


Question 9

‘The lack of a clear internet marketing strategy is preventing many New Zealand businesses from using information and communication technology (ICT) more effectively. 

This is one of the key findings from a study by researchers based in the University of Otago business school's marketing department. 

Project leader and associate professor Brendan Gray said about 70% of the firms that took part in a recent survey had websites, yet only 40% considered internet marketing to be relevant to their organisation's performance

...//..

"Given the lessons from the dot.com crash, it could be senior managers are just being realistic about the real potential of internet marketing. However, previous research we have done also suggests many firms are poorly equipped to make the best use of information and communication technology," Dr Gray said. ‘

‘Firms shy away from internet marketing’, The National Business Review,  19 December 2003

Critically discuss, drawing as appropriate on your Internet strategy project company

 (20 marks)
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