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. Read the following case studies and answer the questions given below:

1- SunPower's Go-to-Market Strutegy

wer Corporation, a Silicon Valley-based manufacturer of solar cells and solar panels,
)rgmg as a potentiai leader in the rapidly growing, trut still irnmature, soiar industry. The firm is
leader in cell conversion efficiency, which means that its solar cells generate more etrectri ciq, at a

size than its rivals. So, when space constraints and aesthetics are important considerations, this
makes Sun Power an ideal choice fbr business as weli as home instailations. To boost energy
the company has aiso rievelcped its ow'n tracking systems that allow its solai panels to follow

sun tbroughout the day. Whiie costing only 5 percent more to install. this proprietary feature
ws for 30 percent more energy generation than traditional solar systems.

Power serves ai1 sectors of the busincss market and its customer list includes Johnson & Johnson.
Toyota, the U.S. Pastal Service, and Microscft. The compan;, has signed agreements with
Target, and WatrMart to install solar systems at all of their Caiifomia iocations, and this may
into a mnch larger opporiunifi', spreading to those customers' operations across the country.

serving large corporate customers, like Macy's, Sun Power uses a direct channel rhat controls the
value chain frcm the manufachiring of the sclar panels to the installation of the system.

, the firm also sees a huge opportunity in selling its solar systems to srnall and medium-sized
;ses (Siv{Bs). For smalter commcrcial installations (less than 500 kW of peak power), Sun
is developing an iridirect channel-a network cf commercial dealers that u,ill serve those SMB

For customers in this market segment, sun power emphasizes these benefits:

o lowering the monthly electric bills for your business
r installing fewer panels that i:rovide more power, thereby reducing your costs
r taking advanrage of government incentives for soiar installations
r Supporting the environment and your conrmunity

a. Channei design begins with an assessment of customer needs. What benefits or
special services should a Sun Power commercial dealer provide in orcier to meet the
unrque requirements of an SMB customer? (07lt4arks)



b. To effectively implement channel strategy, what programs or strategies might

SgnPower take to better prepare and equip commercial dealers to serve SMB

customers? (08 Mark$

(Total 15 Mark$

Case 2- R.I.M.'s BlackBerry and Apple's iPhone: The Face-Off in the Business Market

Researoh in Motion Ltd. (R.I.M.), the maker of the BlackBerry, is the North American leader

in building smartphones, the versatile handsets that operate more like computers than phones.

Once the exciusive clomain of e-mail-obsessed professionais and managers across the

business market, smartphones are now prized by consumers who want easy access to the Web

and digital music and video even more than a mobile connection to their e-mail inbox. The

iPhone introciuction shitted the contours of the smartphone market toward consumers, An

industry once dominated by technical discussions about enterprise security is now dominated

by buzz arc,und video games, sleek handset design, and mobile social networks. "That means

that R.I.M., which has historicaily viewed big corporations and wireless carriers as its

bedrock custorners, needs to alter its DNA in a hurry" in order to retain its leadership

position. In the first quarter of 2008, R.LM. held 45 percent of the U.S. market for

smartphones, compared with a nearl,v 20 percent share fbr Appie. The breakdown in sales

indicates that Biaci<Berr,v dominates the corpora're market and Appie's iPhone is strong in the

consumer market.

To capitalize on its strong brancl and lea<lership position in the smartphone industry, R.I.M

introduced two phones aimed exclusivetry at the consumer market: the BlackBerry Pearl and

the Curvc. Well received by consumers, the products met R.I.N{.'s performance expectations

and now account for a majority of R.I.M.'s device sales. In response, Apple now includesa

softr.vare upppade to allow iPhones to connect directly to colporate e-mail systems-a daggu

aimed at the heart of R"I.M.'"q strength in the business tnarket. The upgrade also allovl

iPhone users to nin customized applications to track inventory, record expenses, and perfom

other corporate tasks. So, R.I.M. is trying to capture some of the consumer market with thr

BiackBeny ancl Apple is attacking R.I.M. on its home turf by driving demand for the iPhont

among corporate customers.

Some experts suggest that R.i.M. offers several capabilities that Apple ean't yet match

including enhanced securify and reliability for corporate users. For example, the compaq

runs its own wireless network so it can make sure e-mails are deiivered in a timely fashion

yet, Apple demonstrates deep skills in product design, innot'ation, and branding. Simpll

stated, R.I.M.'s gieatest challenge in the consumerdriven smartphone industry may cont

down to creating devices that people admire and embrace as muc;h as ihe iPhone.

Questions;

a. Suggest possible strategies that Apple might foliow to strengthen the position of thr

iPhone in the business rnarket. In furn, what strategies couid R'I.M. fbllow tr

strengthen the performance of the BlackBerry brand in the consrirner market?
(10 Malks



are the

and

Using an organization

different media used to

this media mix.

which brand will win the battle in the business market and the consumer
(05 Marks)

(Total 15 Marks)

(Total30 Marks)

cofllmon B2B marketing channels? select one marketing chamel

explain how B2B marketers use the channel to target their business

possible future directions

(07 Marks)

for business information system to support business

(08lvfarks)

(Total l5 Marks)

e and tasks,

infrastructure ba:riers influence to suc ces sfu 1 B2B se gmentation? Explain.
(06 Marks)

some of the key issues associated with the new product development process'

What are the seven tYPes

(06 Marks)

of organizational decision making risks? Explain any two of
(08 Marks)

(Total20 Marks)

with examples.

writers contend that one of the crucial factors associated with

and maintenance of interorganisational relationships is trust".
the

,.[hat are the Elements of institutional trust? Briefly explain'

{Distribution intensity ref,ers to the number of outlets from

(07 Marks)

which an end-user

(or product range) with which you are familier, examine the

reach organtzational buyers and consider the effectiveness of
(07 Marks)

mer can buy a particular producttt.

Distinguish between Intensive Distribution, Selective Diskibution, ffid Exclusive

Distribution. (06 Marks)

(Total20 Marks)



Q5.

"Channel and interorganisational relationships can be regarded as a ..O*rr"".J
the balance of power that exists befween organisations".
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a.

b.


