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Thematic scope of the exam 

1. Opportunities and threats to the development of private labels. 

2. The impact of the Internet on customer value. 

3. 
Multichannel in shaping the customer journey. Added value from the use of new 
technological solutions. 

4. 
Symbolic consumption (or conspicuous consumption) nowadays: manifestations 
and meaning. 

5. Shaping relationships with B2B partners. 

6. Entrepreneurial marketing and the early internationalization of SMEs. 

7. 
Branding and enterprise competitiveness in the domestic and international 
market. 

8. 
Competition between manufacturer brands and retailer brands-conditions and 
strategies. 

9. 
Types of strategic orientations, with a focus on brand orientation and market 
orientation. 
 

10. 
The influence of chosen strategic orientations (e.g. market orientation) on 
company performance. 
 11. Models of brand development in the international market. 

12. 
The country-of-origin (COO) paradigm and its dimensions-significance from the 
consumer and strategic perspective. Relevance in management and quality 
sciences, and underlying theoretical concepts. 

13. Determinants of industrial buyers’ behaviour. 

14. Social media in B2B marketing. 

15. Uncertainty in B2B relationships. 

16. Nowcasting consumer behavior using publicly available data. 
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