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EXAMINATIONS – 2005
MID YEAR

	MARK 404
Advanced Internet Marketing



Time allowed:
THREE HOURS
Instructions:
Section A is compulsory; there are TWO questions.
Section B; Answer ANY THREE questions out of seven

Section A: 40 Marks; Section B: 60 marks (each question is worth 20 marks).  Marks in this exam account for 40% of the marks for the course
This is an open book exam
No special directions
SECTION A: COMPULSORY SECTION; answer BOTH questions

“With the emergence of the Internet….a new era of marketing has emerged.  Well-respected academics and practitioners have called for new rules and urged debate about fundamental tenets of marketing, including segmentation, mass marketing , and regionalized programs.  At the other extreme, pundits and academics alike have argued that both the basic building blocks of marketing strategy and the pathways to competitive advantage have remained the same.”

Mohammed, Rafi A., et al, Internet marketing: Building advantage in a networked economy, 2004,  p. 2

1) Critically discuss these two positions, 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 Mohammed’s book and is undecided to which of these two positions she tends.  She has asked you to report to the Board to what degree the Internet impacts on the organisation’s marketing strategy. She also wants you to outline the challenges and opportunities the Internet presents to the organisation.


20 MARKS
Section B: Answer any THREE questions out of seven

3)
Electronic word-of-mouth is an important new phenomenon of the Internet age.  Does it affect all companies or just e-commerce ones?  What are the advantages and pitfalls of company-hosted consumer-opinion platforms?


20 MARKS
4)
“Bloch and Segev (1997) predict that travel agencies as we know them today will disappear. Only the value-added activities of travel agencies will not be automated , and these activities will be performed by travel organizations that will serve certain targeted markets and customers”

Turban, Efraim et al, Electronic Commerce 2004, a Managerial Perspective, p. 91

To what degree, if any, has the prediction by Bloch and Segev been validated? Are travel agencies a special case or are these generic issues which confront a range of service providers?


20 MARKS
5)
“Online advertising spending in New Zealand has been measured for only 15 months but the results confirm what everyone suspected: it's growing faster than any other medium.”

Wilson Owen, ‘Online advertising shows its worth’, The Independent, 6 April 2005 

Why has online advertising grown so fast?  Will it continue to outpace other forms of advertising or is it a passing fad? In what ways does it differ from TV, radio and print media advertising?


20 MARKS
6)
Stuart Crainer: “How would you market Helen Clark?

Malcolm Auld: “Probably not in a bikini. I would promote her successes, supported by facts not rhetoric. And I'd leverage the internet to allow people to talk directly with her via chat rooms and email. 

Let people have access to her and her team. After all, she's there to do their bidding, not to tell them what to do. 

And I'd leverage the marginals by using the technology to really talk one-to-one with the swinging voters. 

Or if all else fails, hold the election in the week following the All Blacks winning the World Cup. There's no way she could lose.”
Stuart Crainer interviewing Malcolm Auld, Marketing Magazine, April 2004

Critically discuss Malcolm Auld’s opinions.  Is marketing a Prime Minister, or political party, different from marketing other products and services?


20 MARKS
7)
“In order to be profitable, firms must create profitable relationships with their customers”

Mohammed, Rafi A., et al, Internet marketing: Building advantage in a networked economy, 2004,  p. 199

Critically discuss this statement in relation to Tony Haas’s publishing venture.  Who are his present, and potential, customers?  How can he utilise the Internet to enhance these customer relationships?


20 MARKS
8)
“Gay and lesbian people are among the most underserved customers of community out there, in terms of products that really help people. …What’s interesting is that it’s a $450 billion consumer market in the U.S. alone, which is actually a market larger than the Hispanic market, and it’s just shy of the African-American market, and yet completely untappable without an Internet, because of the closet.  Ninety-five percent of the customers are hiding, and won’t identify in regular space”.

Megan Smith, PlanetOut CEO, quoted by Mohammed, Rafi A., et al, Internet marketing: Building advantage in a networked economy, 2004,  p. 130

Critically discuss.  What other ‘hidden communities’ might the Internet turn into  viable markets? 


20 MARKS
9)
“The content of your Web site depends on your positioning, audience, and goals.  ….Regardless of the market position of a business, product, or service, the site must include content that accomplished [certain] goals”

Cox and Koezler, Internet marketing, 2004, p. 50

Are there goals common to all websites, and if so, what are they and how might they best be achieved?  Illustrate your argument by drawing on the industry you have studied for your e-marketing topic.


20 MARKS
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