HSLU toxtie

Leicht zu korrigieren, aber (in-)valid?
Problemdiagnose und neue Strategien
rund um digitale Prufungen.

Douglas MacKevett
Head of Digital Learning Services
Hochschule Luzern Wirtschaft

Wirtschaft
28. Oktober 2022

M AACSB

FH Zentralschweiz | ] ACCREDITED



Aktuelle Prifungspraxis an der Hochschule Luzern Wirtschaft
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Erkenntnisse aus Interviews (n=8)

1. Digital exams impact procedural subjects such as mathematics
2. "Group Exams” are not the answer to preventing student collusion on online exams;

3. Interrater reliability and low answer variance are a central factor for exam quality assurance;

4. Second-order effects such as stable wi-fi and device compatibility will continue to hinder widescale adoption

of digital exams
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Modultypen nach Kompetenz (Kaiser, 2019)

Richtige Losungen

Wissens- Anwendungs- Situative Kompetenz
kompetenz kompetenz
Beispieltacher Management, Ecology, | Statistik, Accounting, | Kommunikation,
HRM, Leadership Financial Reporting Projektarbeiten
Lehrformat Vortragen Vorzeigen Vorbereiten
Erfolgskriterien Rubriken

Best Practices
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Luxury Marketing — Digital Challenges: CBS International Business School 2021

Cultural differences and
social trends
(e.g. veganism leading to
|eather alternatives)

Redford <

CUSTOM-MADE

Luxury Marketing Strategy Use Case: Gucci |

VAULT

FIGURE 5.3 Some anti laws of marketing: how to build a luxury
brand and avoid destroying its value

Luxury is ‘needlessly expensive: Enter Vault
+ What determines the price of luxury goods/experiences?
+ Why do 'snob consumers' (Amaldoss & Jain, 2005) pay

such high prices?

Do not start with the client; instead start from the House and pay extreme care
to the product. {7

Do not try to be modern; creativity and style will make you timeless and
contemporary. |

The experimental spoce evaives, transcending
bo

Don't try to be fashionable, the flipside of being fashionable is going out of
fashion.

If & product or design takes off too fast, discontinue it. i — Exclusivity — Intrinsic value
Spend a lot of time on adding value, spend very little time on saving costs. . - Uniqueness —s Maintain own ]‘dentity
Do not relocate your production (o countries thal pey low wages. (&
i i — Scarcit — Social esteem/ status
Do not look iry to build Group synergies. i 3% s - = Gucei launches first sustainable L

VOGLE
For true luxury brands, it is never too late to enter a market or country, 1" = o collection
Forget about 'positioning’, luxury is not comparative so think identity instead.

Always go back to your roats, to your cultural heritage yet but do not hesitate

— Incomparability ~ — Artistic desirability

o reinterpret it in a surprising, disruptive way .. H ]
Dominate the customer, do not pander to all his wishes. [ = i
Make it difficult for clients to buy by restricting supply and distribution. =& k Gueci CEO Bi: Ti

talks metaver:

strategy and why it’s

“already a very real
place for us”

Sell small volumes on the Internet. (&
Luxury determines the price; price does not determine luxury. - &

Raise your prices as times goes on in order to increase demand. <& E Inclusion Accessibility Exclusion

Never sell luxury products on discounts, for you are selling timeless value, (7
long-term treasure trove.

The role of your advertising is not to sell but to fuel the dream. /&

Keep celebrities out of your advertising. {7

Cultivate closeness to the avant garde artists. =

Luxury branding is about being fantastic, testing and building consensus only
dilutes this process.

Beware of consultants: through benchmarking they promote one dangeraus
idea ‘do like other brands do’,

The Luxury Brands Selling
Luxury NFTs

R & e = LuXury ls;us 'Zf'fl“i?\"ﬁ;‘”'“ selected lusury/eollectable
Outline of our individual assignment Marketing e T
oy 3100000
Pia a berry 38 374976
o x et | 189311
Vertical | Fashion & Design Fashion & Design . cudacs| 25000
Luuls ¥ultun| colleccable but nat for sale
Brand | STELLA/McCARTNEY DOLCE: GABBANA statista %

Challenge | Saocial Trends Blockchain

(Sustainability) (NFT & Metaverse)
A
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HSLU

Rechnungswesen, Hochschule Luzern Wirtschaft — Frihjahrssemester

Die folgenden zwe1 Teilaufgaben ergeben bei korrekter Antwort jeweils 1.5 Punkte.

a) Die Nachfrage x [1n ME] emes Gutes in Abhingigkeit des Preises p 1st wie folgt:

X(p)= i+1(] firp>0
2p

Berechnen Sie die Elastizitiit der Nachfrage beziiglich des Preises in Abhingigkeit des Preises.

Kreuzen Sie im Abgabedokument die richtige Antwort an.

~2.5p J
Losung: €, , =
& X.p &
I 2.5p  +10
Frage 10 [ID: 633124)
Firrna A hat Mio. Aktien ousstehend und der aktuelie Aktienkurs biegt bei CHF . Sie zakit pahriich CHF Dividenden aus. Die Payout-Ratio betragt &0 %.

Die Dividendenrendite betragt] 0 Punktel %. (Runden Sie ouf rwei Mochkommastelien)

Frage 11 [ID: 633125]

Aufgabe 2: NPV und IRR 4.5 Punkte
a) []4506.32 Fr []4556.55 Fr [14605.99 Fr []4657.47 Fr
[14699.33 Fr X14700.42 Fr [04755.94 Fr [14787.67 Fr
[]4857.87 Fr [J4962.12 Fr [15100.42 Fr [5188.43 Fr L5P

das verpnsliche Fremdiapital 21800 und das Gesamtkapital 35600, Stewern wenden nicht besbcksichtigr. Der Fremdiapitalkastensats betragt 7.1%. Die Eigenkapitatendite betiagt

28. Oktober 2022

Sozialform

Single- and Multiple-Choice

Feedback
5

4.5
4
Outcome a5 Raum
3
2.5
2
1.5
1
0.5

0 Zeit

Hilfsmittel Material

Aufgaben

Seite 7



MScBA Online Business & Marketing, Modul ,Web Literacy"
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