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l. F @457 & Hofstede A3t oy B UL R E B8

A) B HAb vs St 4b (masculinity — femininity)

B) &4 #.& (responsibility avoidance)

C) # /1 g5 &8 (power distance)

D) E#38 & vs 5248 ¥ % (long-term orientation—short-term orientation)

2. P#7E4F(Balanced Scorecard) 38 H 4 AL S F LB AR REH - MINER  BIARTF
PEHT B> UTHEREZRNHERERZ T

A) BT E

B) S¥MEEE

C) Br&B gk

D) BE#HE

3. #ERHBEEAREREE REFHE - L F B2 2o (effectiveness) #2534 & (efficiency) »
T FH B R B AR A A T R T

A) #HE F F 2R do things right 4 #

B) #k & ¥ %37 do right things # B§

C) A BAEH/AS D HIRAMA

D) s % X BF BBNEE N A

4. Michael Porter 89 7 7y 547 88 £ 2 B RePAE -
A) EEey kiR
B) & ¥#MFHRE
C) 4ok uh Bos gk
D) 4k 04 B 545 B

5. bt &S E E AR MIH RS 8 Bt SR ESH$ o 35 MR E
MIH #f 8177 45 B 65 SRk £ 808 W7 400 2R 0g Hiek 7

A) Corporate-level strategy

B) Business-level strategy

C) Ecosystem strategy

D) Function-level strategy

6. A seeks to have the brand own a place in the eyes and mind of the buyer and the
product be distinguished from the products of the competitors.

A) Customer relationship strategy

B) Positioning strategy

C) Segmentation strategy

D) Platform strategy
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7. Compared with “brand”, “branding” is more (which of the following is INCORRECT):
A) Strategic

B) Dynamic

C) Operation-focused

D) Process-oriented

8. Which of the following is NOT a finer segmentation strategy:
A) Mass customization

B) One-to-one marketing

C) Mass marketing

D) Variety-seeking strategy

9. In marketing strategy, refers to a reduction in sales volume, sales revenue, or market
share of one product as a result of the introduction of a new product by the same producer.

A) Commercialization

B) Cannibalization

C) Commodity

D) Modularization

10. Maslow's hierarchy of needs arranges those five needs in which of the following orders?
A) Physiological, safety, social, esteem, and self-actualization
B) Physiological, social, safety, esteern, and self-actualization
C) Safety, physiological, esteem, social, and self-actualization
D) Safety, physiological, social, esteem, and self-actualization

~ WA (50%)  AFAEHFIMEER  FHLTLERREER

1. Inthe book “All Marketers Are Liars”, the author Seth Godin presented one wine glass maker as
an example. The wine glass maker claimed that the taste of any wine is better using his glass than
ordinary glass. Although the quality of his glass is actually not different from other ordinary
glasses, many wine critics proved that the taste is excellent in his $20 glass as compared to an

ordinary $1 glass.
What happens with the situation? Please offer your comments. (10%)

2. 2016 % » f& Microsoft & #7 W 8 Nokia #9328 ¢ F » Nokia & #&45 CEO Stephen Elop %8 4
4w 0 T We Didn’t Do Anything Wrong. But Somehow, We Lost | 35135 » fofe %
LB B BT DRERT -

HR 54 & % Microsoft 4 # Nokia F-3#3F F135 {8 ¥ 44 & Stephen Elop # % 438 % « (10%)

3. PEST (é.4- Politics, Economics, Socio-culture, Technology) 4 # £ T HE T H R4S ¥ &
a2 MREIE T AR S ah e o
A) HER PESTHIM B SRR DT EEREZALITE - (10%)
B) #4080 Ral i b B RSB B TAT R R AE - (10%)
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