Master Program in Marketing – Exam Questions
1. Process of marketing research, analyzing  information databases;
2. Theodore Levitt’s Marketing Myopia  
3. Development of Marketing Mix
4. Marketing communications and approaches (selecting channels, electronic marketing channels, distribution)
5. Influencing factors on consumer behavior, consumer behavior model 
6. What is price? Composition of price – target, equal, surface, analysis, psychological, geographical price compositions
7. Characteristics of market segmentation, positioning, targeting 
8. Developing employee values, customer loyalty 
9. Stages of market research 
10. Five forces model of Porter, researching strengthes of the company
11. Researching the supply chain (discussing integration, analysis of supply chain)
12. Entry strategies in foreign or international market
13. Value and the meaning of a brand based on customer values and loyalty
14. Brand positioning (industry analysis, competition, market decisions)
15. Brand customer values, auditing strategies for growth
16. Creating secondary association of the brand (identification, reputation and image)
17. Communication strategies for services, marketing communication mix
18. Determining and classification of additional services 
19. How to attract a customer by visual side of the product
20. Importance of Public Relations in marketing process
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