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Question # 1
a)  According to Rosario et al. (2020), what are the limitations in the pertaining
eWOM research literature? How did they conceptualize the eWOM? Can you see
any flaws in their conceptualization?
15 points
b)  Rosario et al. (2020), argued that eWOM is not offline WOM. Why? Explain?
10 points
Question # 2
a) Do you think digital technologies have an emergence in international relationship-
marketing research? Justify your answer in light of Watson IV, Weaven, Perkins,
Sardana, & Palmatier (2018)
15 points
b)  What are the four Cultural Eras of Digital Marketing? Discuss them in light of
Busca & Bertrandias (2020). Do you think these divisions of the eras are well
justified?
10 points
Question #3

Good Buy and Old Fashion

The Scandinavian company Good Buy had been successful in helping firms to
transform their business in the digitalization era. Their success had been possible
through the building of versatile online platforms that allowed firms to integrate
their e-business with their traditional in-store operations. However, there were still
some stores which preferred to keep business as usual, which in some cases meant
no e-business whatsoever. Things should simply be kept as they used to be...

In this scenario, we imagine that you are working for the company Good Buy and
you are on your way to a meeting with the retailing firm Old Fashion, which has
century old traditions of selling clothes to people in the city of Skovde. Being an
experienced and well-educated marketer, you understand that it will not be
possible to sell Good Buy’s platform services to the managers at Old Fashion
unless they understand its benefits. Thus, knowing that managers at Old Fashion
are very proud of their brand your task is now to explain what the benefits might
be with regard to:

A. Retailer — customer interface.

B. The potential to expand OId Fashion’s customer base.

C. Present two possible reasons why managers at Old Fashion might choose
not to proceed with your proposal to integrate e-business into their store's
operations.

Please note that it is critical that your answer includes examples that support your
arguments.
25 points
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Question #4
How the digital transformation affects the retailing value chain through new sources
of value creation? Discuss in light of Reinartz et al., 2019
10 points

Question #5
What are the four most critical potential challenges for ‘‘digital’’ marketers, as
identified by Leeflang, Verhoef, Dahlstrém, & Freundt (2014)? What are the
possible solutions they do suggests? Do you think a software developer located in
Skdvde might face similar challenges?
15 points
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