76. Harley-Davidson customers are mainly the Hell’s Angels/Muscle Heads
crowd.
(Answer: alse; p. 128; Easy)

77. (he Harley-Davidson ) ompany found out that buying behavior is
simple and understanding it is the essential tas, of mar, eting
management.

(Answer: alse; p. 128; Moderate)

78. ) onsumer buying behavior refers to the buying behavior of businesses.
(Answer: alse; p. 128; Easy)

7- . (he central . uestion for mar, eters is: How do consumers respond to
various mar, eting e/ orts the company might useO ( he starting point is
called the stimulus-response of buyer behavior.

(Answer: (rue; p. 12-; Moderate)

81. A dissonance-reducing buying behavior is designed to probe
consumers’ hidden2subconscious motivations.
(Answer: alse; p. 134; ) hallenging)

81. Each culture contains groups of people with shared value systems
based on common life e5periences and situations.
(Answer: (rue; p. 12-; Moderate)

82. Asian Americans2the fastest growing and most a6 uent 7.8.
demographic segment2include ) hinese Americans2%panese Americans2
Asian :ndians2; orean Americans2and ilipino Americans.

(Answer: (rue; p. 132; Easy)

83. Younger consumers are better o/ financially than mature consumers.
(hey are the ideal mar, et for e5otic travel2restaurants2high-tech home
entertainment products2and leisure goods and services.

(Answer: alse; p. 132; Easy)

83. 8ocial classes are society’s relatively permanent and ordered divisions
whose members share similar values2interests2and behaviors.
(Answer: (rue; p. 132; Easy)

84. 8ocial classes are now ta, ing to the streets2as well as cafes2
nightclubs2and the :nternet2in record numbers. ( heir goal: to see, out the
trendsetters in each community and subtly push them into tal, ing up a
specific brand to their friends and admirers.

(Answer: alse; p. 132; Moderate)

86. ?ifestyle is a person’s pattern of living as e5pressed in his or her
psychographics.
(Answer: (rue; p. 136; Easy)

87. A belief is the specific mi5 of human traits that may be attributed to a
particular brand.
(Answer: alse; p. 131; Moderate)

88. A person’s buying choices are further influenced by four mafr
psychological factors: motivation2perception2learning2and beliefs and
attitudes.
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(Answer: (rue; p. 138; Easy)

8- . A motive ebists when consumers are highly involved with an
e5pensive2infre. uent2or ris, y purchase but see little di/ erence among
brands.

(Answer: alse; p. 138; Easy)

- 1. Maslow’s theory is that human needs are arranged in a hierarchy. ( hey
include physiological needs2safety needs2social needs2esteem needs2and
self-actualiBation needs. An unsatisfied need motivates one to ta, e action
to satisfy it.

(Answer: (rue; p. 13-; Moderate)

- 1. Alternative evaluation is the process by which people select2organiBe2
and interpret information to form a meaningful picture of the world.
(Answer: alse; p. 132; ) hallenging)

- 2. (he consumer’s purchase decision will be to buy the most preferred
brand2but two factors can come between the purchase intention and
purchase decision. ( he first factor is need recognition.

(Answer: alse; p. 133; Moderate)

- 3. After purchasing the product2the consumer will be satisfied or
dissatisfied and will engage in postpurchase behavior.
(Answer: (rue; p. 133; Easy)

- 3. Almost all mafr purchases result in cognitive dissonance2or
discomfort caused by postpurchase conflict.
(Answer: (rue; p. 133; Easy)

- 4. C hen a consumer learns about a new product for the first time and
ma, es a decision to try it2it is called the alternative evaluation process.
(Answer: alse; p. 132; Moderate)

- 6. Deople di/ er greatly in their readiness to try new products. :n each
product area2there are Econsumption pioneers.F ( hey are also called
laggards.

(Answer: alse; p. 136; ) hallenging)

- 7. Early adopters are guided by respect; they are opinion leaders in their
communities and adopt new ideas early but carefully.
(Answer: (rue; p. 136; Moderate)

- 8. (he early makrity are deliberate; although they rarely are leaders2
they adopt new ideas before the average person.
(Answer: (rue; p. 136; Moderate)

--. (he late madrities are s, eptical; they adopt an innovation only after
their friends have tried it.
(Answer: alse; p. 136; ) hallenging)

111. :n general2innovators tend to be relatively older2more mature2and
have a lower income than late adopters.
(Answer: alse; p. 136; ) hallenging)

111. ive characteristics are especially important in influencing an
innovation’s rate of adoption. ( wo of these are relative advantage and
compatibility.
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(Answer: (rue; p. 137; Moderate)

112. Although consumers in di/ erent countries have di/ erent values2
attitudes2and behaviors2the products they buy are very similar to each
other.

(Answer: alse; p. 138; ) hallenging)

113. Dissonance-reducing buying behavior occurs when consumers are
highly involved with an e5pensive2infre. uent2or ris, y purchase but see a
lot of di/ erence among brands.

(Answer: alse; p. 133; ) hallenging)

113. Alternative evaluation is how the consumer processes information to
arrive at brand choices. ) onsumers do not use a simple and single
evaluation process in all buying situations.

(Answer: (rue; p. 133; Moderate)

114. (he consumer’s purchase decision will be to buy the most preferred
brand2but two factors can come between the purchase intention and
purchase decision. ( he first factor is need recognition.

(Answer: alse; p. 133; Moderate)

Customer value is defined as the customer's
evaluation of the perceived difference between
all the benefits and all the costs of a marketing
offer relative to those of competing offers.

1. True
2. False

Marketing offers are limited to physical products.

1. True
2. False

uman needs are shaped by culture and
individual personality.

1. True
2. False

"elling is managing profitable customer
relationships.

1. True
2. False
When railroad companies thought that users

wanted trains rather than transportation and
overlooked the growing challenge of other modes



of transportation they were following the selling
concept.

1. True
2. False
7. Delivering superior customer value and customer

satisfaction are the two keys to building lasting
customer relationships.

1. True
2. False
. (he production concept and product concept are

two philosophies that can both lead to marketing
myopia.

1. True
2. False

) - When backed by buying power, needs become
demands.

1. True
2. False
10. Customer, perceived value depends on the

product's perceived performance relative to a
buyer's e- pectations.

1. True
2. False

11. Mission statements should be realistic and
general in nature.

1. True
2. False
12. "trategic control involves looking at whether

a company's basic strategies are well matched to
its opportunities.

1. True
2. False



13. . fter carefully questioning your ms®r
suppliers and resellers, you ascertain they do not
form important sources of intelligence
information for marketing decision making.

1. True
2. False

14. Marketing strategy is the marketing logic by
which a company hopes to achieve profitable
customer relationships.

1. True
2. False

15. Making more sales to current customers
without changing a firm's products is market
penetration.

1. True
2. False

16. lour manager asked you to go through three
of your competitors' garbage bins to gather
marketing intelligence from their discarded
paperwork. 2 ne of them caught you in the act
and has summoned you to court. ( he Qudge will
most likely rule this to be an illegal activity and
fine you and your company.

1. True
2. False
17. "trategic market planning is the task of

selecting an overall company strategy for long,
run survival and growth.

1. True
2. False

1'. When you collect informationfrom your
company's accounting and sales records stored in
the computer. 1ou are developing an internal
database.



1. True
2. False

1). 3. t 4ike, we sell shoes3 is a market, oriented
business definition.

1. True
2. False
20. Derived demand refers to the business

demand that ultimately comes from the demand
for consumer goods.

1. True
2. False
21. (he twofold goal of marketing is to attract
new customers by promising superior value and
to keep and grow current customers by
delivering satisfaction.

1. True
2. False
22. (he late maorities are skeptical5they adopt

an innovation only after their friends have tried
it.

1. True
2. False

23. (he buying center is a fi- ed and formally
identified unit within the buying organi6ation.

1. True
2. False
24, "trategic market planning is the task of

selecting an overall company strategy for long,
run survival and growth.

1. True
2. False

25. Dissonance, reducing buying behaviour
occurs when consumers are highly involved with



an e- pensive, infrequent, or risky purchase but
see a lot of difference among brands.

1. True
2. False
26. Demarketing is a marketing philosophy

focused upon product differentiation and
positioning.

1. True
2. False

27. . t. ir 2nline, 3we provide online services.3
is a market, oriented business definition.

1. True
2. False
2'. When your marketing manager discussed
factors and forces outside marketing that affect
marketing management's ability to build and
maintain successful relationships with target

customers, you knew that she was talking about
the e-ternal marketing concept.

1. True
2. False
2). Customer 7elationship Management 8C7M9

is nothing more than a customer data
management activity.

1. True

2. False
30. . Iternative evaluation is how the consumer
processes information to arrive at brand choices.

Consumers do not use a simple and single
evaluation process in all buying situations.

1. True
2. False

31. Product, price, place, and promotion make
up the elements of a firm's marketing mi-.



1. True
2. False
32. "mart marketers look beyond the attributes

of the products and services they sell. (hey
create brand e- periences for consumers.

1. True
2. False

33. Most firms follow the production concept
when they face overcapacity.

1. True
2. False

34. (he simplest definition of modern marketing
is managing profitable customer relationships.

1. True
2. False
35. ( he societal marketing concept calls on

marketers to balance consumer wants and
desires, company profits, and society's interest.

1. True
2. False
36. (he selling concept holds that consumers
will not buy enough of the firm's products unless
it undertakes a large, scale selling and promotion
effort.

1. True
2. False

37. Marketers of products, services, and ideas
only practice marketing, whereas buyers do not.

1. True
2. False
3'. . t times it becomes necessary to reduce

demand for some products and services. When
the government tries to reduce smoking of



tobacco products, it adds more ta- to the
products and is practicing demarketing.

1. True
2. False
3). Marketing management is interested in

serving all customers in every way to remain
competitive in today's markets.

1. True
2. False
40. . h e-change is the core concept of
marketing, whereas a transaction is marketing's
unit of measurement.

1. True
2. False

41. (he difference between human needs and
wants is that needs are states of felt deprivation.

1. True
2. False
42, When sellers focus on e-isting needs and

lose sight of underlying customer wants, they
suffer from marketing myopia.

1. True
2. False

43. Most firms follow the production concept
when they face overcapacity.

1. True
2. False
44. Who is our target market and what's our

value proposition are two important questions
underlying marketing strategy.

1. True
2. False



76. :n the last decade2) oach has ignored mar, eting research when designing
new bags.
(Answer: (rue; p. - 6; Easy)

77. Many analysts believe that ) oach’s e5haustive mar, et research has failed to
pay o/ .
(Answer: (rue; p. - 6; Easy)

78. (oday2mar, eting managers are viewing research information not only as an
input for ma, ing internal decisions but also as an input for e5ternal partners.
(Answer: (rue; p. - 7; Moderate)

7- . Most mar, eters today believe they still lac, a suGcient . uantity of research
data to ma, e high-. uality decisions.
(Answer: alse; p. - 7; Easy)

81. An e/ ective M:8 assesses information needs2develops needed information2
and distributes the information to help managers use it in decision ma, ing.
(Answer: (rue; p. - 8; Moderate)

81. (0o much information can be as harmful as too little.
(Answer: (rue; p. - 8; Easy)

82. C hen you glean information from your company’s accounting and sales
records stored in the computer2you are developing an internal database.
(Answer: (rue; p. - - ; Moderate)

83. You have Aist e5tracted sales and cost data used by the accounting
department for preparing financial statements. Most li, ely2this information should
be complete and in useable form to build an internal mar, eting database.
(Answer: alse; p. - -; ) hallenging)

83. :tis important to note that data age . uic, ly2and , eeping the database current
re. uires a mahr e/ ort.
(Answer: (rue; p. - - ; Easy)

84. After carefully . uestioning your mar suppliers and resellers2you ascertain
they do not form important sources of intelligence information for mar, eting
decision ma, ing.

(Answer: alse; p. 111; ) hallenging)

86. Your manager as, ed you to go through three of your competitors’ garbage
bins to gather mar, eting intelligence from their discarded paperwor, . Hne of
them caught you in the act and has summoned you to court. ( he Aidge will most
li, ely rule this to be an illegal activity and fine you and your company.

(Answer: alse; p. 111; ) hallenging)

87. |1 ood sources of mar, eting intelligence information include competitors’
annual reports2business publications2trade show e5hibits2press releases?2
advertisements2and C eb pages.

(Answer: (rue; p. 111; Moderate)

88. Your firm faces determined mar, eting intelligence e/ orts by competitors. You
ta, e the typical response by Eletting it ride.F
(Answer: alse; p. 111; Easy)



8- . Mar, eting research is conducted to systematically design2collect2and report
data directly relevant to a specific mar, eting situation facing the organiBation.
(Answer: alse; p. 112; Moderate)

- 1. (he research and development department Aist released a report and
commented that EDefining the problem and research obAectives is often the
hardest step in the research process.F

(Answer: (rue; p. 112; Easy)

- 1. Hnce the research problems and obAectives have been defined2researchers
must determine the e5act information needed and present it to management.
(Answer: alse; p. 112; ) hallenging)

- 2. After conducting formal mar, eting research for your department2you ma, e
an oral presentation with notes to management. You are following normal

mar, eting research steps.

(Answer: alse; p. 112; Moderate)

- 3. Mar, eting researchers can conduct their own searches of secondary data
sources today by using commercial secondary data sources.
(Answer: (rue; p. 113; Easy)

- 3. 8econdary data provide good starting points and often help to define
problems and research obfctives2though most companies must also collect
primary data.

(Answer: (rue; p. 114; Moderate)

-4. AJ ) :nterior Designs wants to collect research data through mechanical
observation. ( he three typical methods are video cameras2chec, out scanners2
and :nternet coo, ies.

(Answer: alse; p. 111; ) hallenging)

- 6. A single-source data system uses huge consumer panels and electronically
monitors survey respondents’ purchases and e5posure to various mar, eting
activities.

(Answer: (rue; p. 117; Moderate)

- 7. ocus groups use no interviewer to bias the answers2may produce more
honest answers2and can be used to collect large amounts of data at a low cost
per respondent.

(Answer: alse; p. 118; Moderate)

- 8. You have decided upon a method of collecting research data with fle5ible
interviewing2whereby trained interviewers can e5plain diG cult . uestions and
e5plore issues as the situation re. uires. Audio-visual aids can also be used. C e
refer to this as focus group interviewing.

(Answer: alse; p. 118; Moderate)

- - . Darley ( rade 8hows wants to use the latest technology in mar, eting research.
You are told this method is online (:nternet) mar, eting research.
(Answer: (rue; p. 11-; Easy)

111. :deally2a sample should be representative so that the researcher can ma, e
accurate estimates of the thoughts and behaviors of the larger population.
(Answer: (rue; p. 111; Easy)

111. You want to calculate confidence limits for sampling error. :t would be best to
use nonprobability samples.
(Answer: alse; p. 111; ) hallenging)



112. Mar, eters all agree that . uestionnaires are the most common research
instrument.
(Answer: (rue; p. 111; Easy)

113. ( he researcher interprets findings2draws conclusions2and reports those
conclusions to management. :deally2we should present important findings that
are useful to the makr decisions faced by management to prevent overwhelming
them.

(Answer: (rue; p. 113; Moderate)

113. You have Aist identified the Etouch pointsF of the 311 best customers in your
database. At this point2you want to manage detailed information about each of
them to ma5imiBe customer loyalty. You should use customer relationship
management () KM).

(Answer: (rue; p. 113; ) hallenging)

114. ] uy-:t-?ower 8tores has gained many benefits from ) KM. :f this company is
typical2it will realiBe how to provide higher levels of customer service and develop
deeper customer relationships. Management can also pinpoint low-value
customers and begin to eliminate them while tailoring o/ ers to specific
customers.

(Answer: alse; p. 113; ) hallenging)

121) Bombay Gifts divides its markets into units of nations, regions, and cities.
Bombay uses geographic segmentation.

Answer: R"E

Diff: 2 Page Ref: 191

AA' SB: Ana)ytic Ski))s

Ski)): App)ication

Objective: , -2

122) Shopping for the Rich and . amous is a buying service that he)ps wea)thy c)ients

find the best buys in exc)usive c)othing, high-end cars, trave), and financia) services.
his firm most )ike)y uses income segmentation.

Answer: R"E

Diff: 2 Page Ref: 190

AA' SB: Ref)ective hinking Ski))s

Ski)): App)ication

Objective: , -2

121) 2aGrange . )orists segments markets into groups of nonusers, ex-users, potentia)

users, first-time users, and regu)ar users of its flowers and services. his firm uses

usage rate as its segmentation approach.

Answer: . A2SE

Diff: 2 Page Ref: 19,

AA' SB: Ana)ytic Ski))s

Ski)): App)ication

Objective: , -2



120) Because ' ruise Ships nternationa) current)y has )imited financia) and personne)
resources, it shou)d avoid concentrated or niche marketing unti) its resources are again
substantia).

Answer: . A2SE

Diff: 2 Page Ref: 241

AA' SB: Ref)ective hinking Ski))s

Ski)): App)ication

Objective: , -1

125) 6 ia offers a new car mode) with the same features as a comparab)e but higher
priced oyota or . ord and provides a Jonger warranty. 6 ia is fo))owing a more-for-
)ess strategy.

Answer: . A2SE

Diff: 1 Page Ref: 211

AA' SB: Ana)ytic Ski))s

Ski)): App)ication

Objective: , -0

1) We define a as anything that can be offered to a market for
attention, acquisition, use, or consumption and that might satisfy a want or need.
A) private brand

B) service variabi)ity

') service

D) product

E) service encounter

Answer: D

Diff: 1 Page Ref: 220

Ski)): ' oncept

Objective: 7-1

141) oday, most companies have moved back toward mass marketing and are being
choosier about the customers with whom they wish to bui)d re)ationships.

Answer: . A2SE

Diff: 2 Page Ref: 194

Ski)): ' oncept

Objective: , -1

142) 8 our company wants to move away from mass marketing and engage in
customer-driven marketing. he four steps to take, in order, are market segmentation,
marketing positioning, differentiation, and targeting.

Answer: . A2SE



Diff: 2 Page Ref: 194
Ski)): ' oncept
Objective: , -1

141) Demographic segmentation can be used to divide the market by different time
periods of peop)e® )ives and different fami)y situations.

Answer: R"E

Diff: 2 Page Ref: 191

Ski)): ' oncept

Objective: , -2

140) Gender segmentation has Jong been used in c)othing, cosmetics, toi)etries, and
maga: ines.

Answer: R"E

Diff: 2 Page Ref: 191

AA' SB: ; u)ticu)tura) and Diversity " nderstanding

Ski)): ' oncept

Objective: , -2

145) 8 our assignment at work is to divide buyers into different groups based on socia)
c)ass, )ifesty)e, and persona)ity characteristics. After a p)anning session with the
marketing and sa)es staff, you issue a memo to upper management recommending
psychographic segmentation. 8 ou are right on target.

Answer: R"E

Diff: 2 Page Ref: 190

Ski)): ' oncept

Objective: , -2

146) Research about and p)anning for )oya)ty status as a segmentation approach is
genera))y not usefu) or practica) for most firms.

Answer: . A2SE

Diff: 2 Page Ref: 19,

Ski)): ' oncept

Objective: , -2

14,) . or simp)icity® sake, most marketers genera))y )imit their segmentation ana)ysis
to one or a few variab)es.

Answer: . A2SE

Diff: 2 Page Ref: 197

Ski)): ' oncept

Objective: , -2

147) ' )usters of marketab)e groups of customers with simi)ar )ikes, dis)ikes, )ifesty)es,
and purchase behaviors can be identified by mu)tivariab)e segmentation systems that
merge and ana)y: e geographic, demographic, )ifesty)e, and behaviora) data.

Answer: R"E

Diff: 2 Page Ref: 197

AA' SB: " se of 3nformation echno)ogy

Ski)): ' oncept

Objective: , -2



149) here are many exceptions to the geographic segmentation assumption that
consumers in nations c)ose to one another wi)) have many common behaviors and
traits.

Answer: R"E

Diff: 2 Page Ref: 199

AA' SB: Dynamics of the G)oba) Economy

Ski)): ' oncept

Objective: , -2

114) Because there is such variation among the economies of countries around the
wor)d, it is not practica) to segment internationa) markets on the basis of economic
factors.

Answer: . A2SE

Diff: 2 Page Ref: 199

AA' SB: Dynamics of the G)oba) Economy

Ski)): ' oncept

Objective: , -2

111) 3n eva)uating different market segments, a firm shou)d )ook at three factors:
segment si: e and growth, segment structura) attractiveness, and company objectives
and resources.

Answer: R"E

Diff: 2 Page Ref: 241

Ski)): ' oncept

Objective: , -1

112) At a recent marketing seminar, the featured speaker stated that a target market
consists of a set of buyers who share common needs or characteristics that the
company decides to serve. his is a correct definition.

Answer: R"E

Diff: 1 Page Ref: 241

Ski)): ' oncept

Objective: , -1

111) Deve)oping a stronger position within severa) segments creates more tota) sa)es
than undifferentiated marketing across a)) segments.

Answer: R"E

Diff: 2 Page Ref: 242

Ski)): ' oncept

Objective: , -1

110) Niche marketing offers sma))er companies an opportunity to compete by
focusing their )imited resources on serving niches that may be unimportant to or
over)ooked by )arger companies.

Answer: R"E

Diff: 1 Page Ref: 241

Ski)): ' oncept

Objective: , -1



115) hough the use of mass marketing has been widespread in the past 144 years, for
centuries consumers were served as individua)s as businesses practiced individua)
marketing.

Answer: R"E

Diff: 1 Page Ref: 245

Ski)): ' oncept

Objective: , -1

116) ; ass marketing is becoming a marketing princip)e for the 21st century.
Answer: . A2SE

Diff: 2 Page Ref: 245

Ski)): ' oncept

Objective: , -1

11, ) When a company chooses a target marketing strategy, its choices are inf)uenced
by factors re)ated to company resources, the degree of product variabi)ity, and the
product$ )ife-cyc)e stage.

Answer: R"E

Diff: 1 Page Ref: 246

Ski)): ' oncept

Objective: , -1

117) A product$ position is the way the product is defined by the retai)ers who se)) it
to target markets. 3t is how it is defined on important attributes | the p)ace the
product occupies in the retai)ers9minds re)ative to competing products.

Answer: . A2SE

Diff: 2 Page Ref: 24,

AA' SB: ' ommunication Abi)ities

Ski)): ' oncept

Objective: , -0

119) "' onsumers position products in their minds in order to simp)ify the buying
process.

Answer: R"E

Diff: 1 Page Ref: 24,

Ski)): ' oncept

Objective: , -0

124) A market rare)y exists for products that offer )ess and therefore cost )ess.
Answer: . A2SE

Diff: 1 Page Ref: 210

Ski)): ' oncept

Objective: , -0

141) Who)esa)ing inc)udes a)) the activities invo)ved in se))ing products or services
direct)y to fina) consumers for their persona), nonbusiness use.
Answer: . A2SE



Diff: 1 Page Ref: 1,0
Ski)): ' oncept
Objective: 11-1

142) ; arketers who use shopper marketing use the retai) store itse)f as an important
marketing medium.

Answer: R"E

Dift: 2 Page Ref: 1, ,

Ski)): ' oncept

Objective: 11-1

141) Department stores carry narrow product )ines with deep assortments within those
)ines.

Answer: . A2SE

Diff: 1 Page Ref: 1, 6

Ski)): ' oncept

Objective: 11-1

140) 3n recent years, convenience stores have redesigned their stores to c)ose)y focus
on serving their primary target market made up of young, b)ue-co))ar men.

Answer: . A2SE

Dift: 1 Page Ref: 1, ,

Ski)): ' oncept

Objective: 11-1

145) ' ategory ki))ers carry a deep assortment of a particu)ar product )ine and have a
know)edgeab)e staff.

Answer: R"E

Diff: 2 Page Ref: 1,7

Ski)): ' oncept

Objective: 11-1

146) Oft-price retai)ers pay regu)ar who)esa)e prices for their merchandise but
maintain Jow prices by accepting Jower margins and se))ing higher vo)ume.
Answer: . A2SE

Diff: 2 Page Ref: 1,7

Ski)): ' oncept

Objective: 11-1

14,) A discount store buys at )ess-than-regu)ar who)esa)e prices and charges
consumers )ess than retai).

Answer: . A2SE

Diff: 2 Page Ref: 1,7

Ski)): ' oncept

Objective: 11-1

147) 3ndependent off-price retai)ers may in fact be divisions of )arger retai)
corporations.

Answer: R"E

Diff: 2 Page Ref: 1,7



Ski)): ' oncept
Objective: 11-1

149) Warehouse c)ubs appea) a)most exc)usive)y to Jow-income consumers seeking
bargains.

Answer: . A2SE

Diff: 2 Page Ref: 171

Ski)): ' oncept

Objective: 11-1

114) ' hain stores are )ocated near residentia) areas and are open )ong hours, seven
days a week; they carry a )imited )ine of high-turnover goods.

Answer: . A2SE

Diff: 2 Page Ref: 1, ,

Ski)): ' oncept

Objective: 11-1

111) 3n a retai)er cooperative, independent retai)ers contract with each other to set up
a centra) buying operation and conduct joint promotiona) efforts.

Answer: R"E

Diff: 2 Page Ref: 171

Ski)): ' oncept

Objective: 11-1

112) Retai)ers first must position themse)ves in a market and then decide how they
wi)) define the target customers in these markets.

Answer: . A2SE

Diff: 2 Page Ref: 171

Ski)): ' oncept

Objective: 11-2

111) o create the right atmosphere, some retai)ers contro) every aspect of the
consumer$ store experience, inc)uding what customers hear and sme)).
Answer: R"E

Diff: 1 Page Ref: 176

Ski)): ' oncept

Objective: 11-2

110) Power centers are decreasing in number.
Answer: . A2SE

Diff: 2 Page Ref: 177

Ski)): ' oncept

Objective: 11-2

115) he whee)-of-retai)ing concept dea)s main)y with who)esa)ers ro))ing out
reduced service )eve)s.

Answer: . A2SE

Diff: 2 Page Ref: 194

Ski)): ' oncept

Objective: 11-1

116) he )ife cyc)e of new retai) forms is getting )onger.



Answer: . A2SE

Diff: 2 Page Ref: 194
Ski)): ' oncept
Objective: 11-1

11, ) Retai) convergence means greater competition for retai)ers and greater difficu)ty
in differentiating offerings.

Answer: R"E

Diff: 2 Page Ref: 194

Ski)): ' oncept

Objective: 11-1

117) ; egaretai)ers have shifted the ba)ance of power between retai)ers and producers,
giving retai)ers more power.

Answer: R"E

Diff: 2 Page Ref: 194

Ski)): ' oncept

Objective: 11-1

119) 2ike retai)ers, a who)esa)er must decide on segmentation and targeting,
differentiation and positioning, and the marketing mix.

Answer: R"E

Diff: 1 Page Ref: 196

Ski)): ' oncept

Objective: 11-0

124) 3n an automated warehouse, orders are fed direct)y from the retai)er$®
information system to the who)esa)er$, and the items are picked up by mechanica)
devices and taken to a shipping p)atform where they are assemb)ed.

Answer: R"E

Diff: 2 Page Ref: 197

AA' SB: " se of Jnformation echno)ogy

Ski)): ' oncept

Objective: 11-0

121) . u))-service retai)ers such as J' Penney provide more sa)es assistance because
they carry more shopping goods about which customers need information.

Answer: . A2SE

Diff: 1 Page Ref: 1, 6

AA' SB: Ref)ective hinking Ski))s

Ski)): App)ication

Objective: 11-1

122) 2 imited-service retai)ers, such as specia)ty stores and first-c)ass department
stores, emp)oy sa)espeop)e who assist customers in every phase of the shopping
process.

Answer: . A2SE

Diff: 2 Page Ref: 1, 6

AA' SB: Ref)ective hinking Ski))s

Ski)): Synthesis

Objective: 11-1



121) . actory out)ets, independent off-price retai)ers, and warehouse c)ubs a)) buy their
merchandise in a simi)ar fashion.

Answer: R"E

Diff: 1 Page Ref: 1,7

AA' SB: Ref)ective hinking Ski))s

Ski)): ' ritica) hinking

Objective: 11-1

120) " n)ike mass marketers, niche marketers expect to see continued growth in their
on)ine sa)es.

Answer: . A2SE

Diff: 1 Page Ref: 191

AA' SB: " se of 3nformation echno)ogy

Ski)): App)ication

Objective: 11-1

125) he distinction between )arge retai)ers and )arge who)esa)ers is changing because
most )arge who)esa)ers are abandoning their retai) operations.

Answer: . A2SE

Diff: 2 Page Ref: 044

AA' SB: Ref)ective hinking Ski))s

Ski)): App)ication

Objective: 11-0

141) Prices have a direct impact on a company$ bottom )ine.
Answer: R"E

Diff: 1 Page Ref: 294

Ski)): ' oncept

Objective: 14-1

142) Demand and consumer va)ue perceptions set the f)oor for prices.
Answer: . A2SE

Diff: 2 Page Ref: 291

Ski)): ' oncept

Objective: 14-2

141) Product costs set a foor to the price; consumer perceptions of the product® va)ue
set the cei)ing.

Answer: R"E

Diff: 2 Page Ref: 291

Ski)): ' oncept

Objective: 14-2

140) Aa)ue-based pricing is being used when costs vary direct)y with the )eve) of
product.
Answer: . A2SE



Diff: 1 Page Ref: 291
Ski)): ' oncept
Objective: 14-2

145) Aa)ue-based pricing uses the company$ perception of va)ue.
Answer: . A2SE

Diff: 2 Page Ref: 291

Ski)): ' oncept

Objective: 14-2

146) Aa)ue-based pricing is the reverse of cost-based pricing.
Answer: R"E

Diff: 2 Page Ref: 291

Ski)): ' oncept

Objective: 14-2

14, ) ED2P is very simi)ar to high-)ow pricing.

Answer: . A2SE

Diff: 2 Page Ref: 291

Ski)): ' oncept

Objective: 14-2

147) Overhead cost is another term for fixed cost.
Answer: R"E

Diff: 1 Page Ref: 296

Ski)): ' oncept

Objective: 14-2

149) ' ost-based pricing re)ies on consumer perception of vajue to drive pricing.
Answer: . A2SE

Diff: 2 Page Ref: 295

Ski)): ' oncept

Objective: 14-2

114) Average unit cost increases with accumu)ated production experience.
Answer: . A2SE

Diff: 1 Page Ref: 29,

Ski)): ' oncept

Objective: 14-2

111) An upward-s)oping experience curve is beneficia) for a company.
Answer: . A2SE

Diff: 1 Page Ref: 29,

Ski)): ' oncept

Objective: 14-2

112) he simp)est pricing method is cost-p)us pricing, which invo)ves adding a
standard markup to the cost of the product.

Answer: R"E

Diff: 1 Page Ref: 29,



Ski)): ' oncept
Objective: 14-2

111) ; arkup pricing is popu)ar because prices tend to be simi)ar and price
competition is thus minimi: ed.

Answer: R"E

Diff: 2 Page Ref: 297

Ski)): ' oncept

Objective: 14-2

110) arget return pricing is used when a firm tries to determine the price at which it
wi)) break even or make the profit it is seeking.

Answer: R"E

Diff: 1 Page Ref: 297

Ski)): ' oncept

Objective: 14-2

115) A break-even chart shows the tota) cost and tota) revenue expected at various
sa)es vo)ume )eve)s.

Answer: R"E

Diff: 2 Page Ref: 297

Ski)): ' oncept

Objective: 14-2

116) Environmenta) e)ements are categori: ed as externa) factors that affect pricing
decisions.

Answer: R"E

Diff: 2 Page Ref: 144

Ski)): ' oncept

Objective: 14-1

11,) 3n a pure monopo)y, the market consists of one se))er.
Answer: R"E

Diff: 2 Page Ref: 142

Ski)): ' oncept

Objective: 14-1

117) he demand curve shows the number of units the market wi)) buy in a given time
period at different prices that might be charged. 3n norma) cases, the higher the price,
the Jower the demand.

Answer: R"E

Diff: 2 Page Ref: 142

Ski)): ' oncept

Objective: 14-1

119) 3f demand changes great)y with price, we say the demand is ine)astic.
Answer: . A2SE

Diff: 2 Page Ref: 141

Ski)): ' oncept

Objective: 14-1



124) Once a company cuts prices, it$ difficu)ty to raise prices again when the
€Conomy recovers.

Answer: R"E

Diff: 2 Page Ref: 140

Ski)): ' oncept

Objective: 14-1

121) When faced with price competition, cutting prices is often not the best answer.
Answer: R"E

Diff: 2 Page Ref: 294

AA' SB: Ref)ective hinking Ski))s

Ski)): App)ication

Objective: 14-1

122) " sing va)ue-based pricing, a marketer wou)d not design a product and marketing
program before setting the price.

Answer: R"E

Diff: 1 Page Ref: 291

AA' SB: Ref)ective hinking Ski))s

Ski)): App)ication

Objective: 14-2

121) ; onopo)ies charge the fu)) price because they do not fear attracting competition
or regu)ation.

Answer: . A2SE

Diff: 2 Page Ref: 142

AA' SB: Ref)ective hinking Ski))s

Ski)): Synthesis

Objective: 14-1

120) ; arketers may )earn a few simp)e ru)es that app)y eBua))y to a)) price-demand
re)ationships.

Answer: . A2SE

Diff: 2 Page Ref: 142

AA' SB: Ref)ective hinking Ski))s

Ski)): ' ritica) hinking

Objective: 14-1

125) he more e)astic the demand, the more it pays for the se))er to raise the price.
Answer: . A2SE

Diff: 2 Page Ref: 141

AA' SB: Ref)ective hinking Ski))s

Ski)): ' ritica) hinking

Objective: 14-1

141) A company$ marketing communications mix is a)so ca))ed its promotion mix.
Answer: R"E



Diff: 1 Page Ref: 047

AA' SB: ' ommunication Abi)ities

Ski)): ' oncept

Objective: 10-1

142) Sa)es promotion makes use of press re)eases and specia) events.
Answer: . A2SE

Diff: 2 Page Ref: 047

AA' SB: ' ommunication Abi)ities

Ski)): ' oncept

Objective: 10-1

141) ; ass markets have fragmented; thus, marketers are shifting away from mass
marketing.

Answer: R"E

Diff: 2 Page Ref: 049

AA' SB: ' ommunication Abi)ities

Ski)): ' oncept

Objective: 10-2

140) hough mass marketing was effective in past decades, )arge companies no
Jonger routine)y invest )arge chunks of their advertising budgets in mass media out)ets
such as te)evision and maga: ines.

Answer: . A2SE

Diff: 2 Page Ref: 014

AA' SB: ' ommunication Abi)ities

Ski)): ' oncept

Objective: 10-2

145) New communications techno)ogies such as ce)) phones and the 3nternet give
companies new media for interacting with targeted consumers, but these new
techno)ogies a)so give consumers more contro) over the advertising messages they
receive.

Answer: R"E

Diff: 2 Page Ref: 049

AA' SB: " se of Jnformation echno)ogy

Ski)): ' oncept

Objective: 10-2

146) ; ass marketers can expect consumers to distinguish between commercia)
message sources to maintain a c)ear image of a company and its brands.
Answer: . A2SE

Diff: 2 Page Ref: 014

AA' SB: ' ommunication Abi)ities

Ski)): ' oncept

Objective: 10-2

14,) he integrated marketing concept ties together a)) of the company® messages
and images.

Answer: R"E

Diff: 1 Page Ref: 012

AA' SB: ' ommunication Abi)ities



Ski)): ' oncept

Objective: 10-2

147) ntegrated marketing communications a))ows different brand messages to be
deve)oped by different departments within an organi: ation.

Answer: . A2SE

Diff: 2 Page Ref: 012

AA' SB: ' ommunication Abi)ities

Ski)): ' oncept

Objective: 10-2

149) A marketing communications director has overa)) responsibi)ity for the
company$ communications efforts.

Answer: R"E

Diff: 2 Page Ref: 010

AA' SB: ' ommunication Abi)ities

Ski)): ' oncept

Objective: 10-2

114) he communications process shou)d start with mass media advertising to reach
many consumers.

Answer: . A2SE

Diff: 2 Page Ref: 010

AA' SB: ' ommunication Abi)ities

Ski)): ' oncept

Objective: 10-1

111) he four major communication functions are encoding, decoding, response, and
noise.

Answer: . A2SE

Diff: 2 Page Ref: 010

AA' SB: ' ommunication Abi)ities

Ski)): ' oncept

Objective: 10-1

112) Encoding is the process by which the receiver assigns meaning to symbo)s.
Answer: . A2SE

Diff: 2 Page Ref: 015

AA' SB: ' ommunication Abi)ities

Ski)): ' oncept

Objective: 10-1

111) Decoding is the process of putting thought into symbo)ic form.
Answer: . A2SE

Diff: 2 Page Ref: 015

AA' SB: ' ommunication Abi)ities

Ski)): ' oncept

Objective: 10-1

110) Awareness, know)edge, and preference are buyer-readiness stages.



Answer: R"E

Diff: 2 Page Ref: 016

Ski)): ' oncept

Objective: 10-1

115) here are three types of appea) from which marketers may choose as they
design their message content. hese types are rationa), emotiona), and mora) appea)s.
Answer: R"E

Diff: 2 Page Ref: 01,

AA' SB: ' ommunication Abi)ities

Ski)): ' oncept

Objective: 10-1

116) Bu: : marketing invo)ves cu)tivating opinion )eaders and getting them to spread
information about a product or service to others in their communities.

Answer: R"E

Diff: 1 Page Ref: 019

AA' SB: ' ommunication Abi)ities

Ski)): ' oncept

Objective: 10-1

11,) he percentage-of-sa)es method wrong)y views sa)es as the cause of promotion
rather than the resu)t.

Answer: R"E

Diff: 2 Page Ref: 021

Ski)): ' oncept

Objective: 10-0

117) he affordab)e method sets promotion budgets to match competitors9out)ays.
Answer: . A2SE

Diff: 2 Page Ref: 021

Ski)): ' oncept

Objective: 10-0

119) 2 arge-sca)e advertising conveys a positive message about the se))er$ si: e,
popu)arity, and success.

Answer: R"E

Diff: 2 Page Ref: 020

Ski)): ' oncept

Objective: 10-0

124) 3f the pu)) strategy is effective, consumers wi)) then demand the product from
channe) members, who wi)) in turn demand it from producers.

Answer: R"E

Diff: 2 Page Ref: 025

Ski)): ' oncept

Objective: 10-0

121) Aast improvements in information techno)ogy are speeding the movement
toward segmented marketing.



Answer: R"E

Diff: 1 Page Ref: 049

AA' SB: " se of Jnformation echno)ogy
Ski)): Synthesis

Objective: 10-2

122) C easerCadvertising is most c)ose)y associated with the buyer-readiness stage of
)iking a product.

Answer: . A2SE

Diff: 1 Page Ref: 016

AA' SB: Ana)ytic Ski))s

Ski)): App)ication

Objective: 10-1

121) he CStop. hink. y)eno).Cad is an examp)e of a mora) appea).
Answer: . A2SE

Diff: 2 Page Ref: 01,

AA' SB: Ana)ytic Ski))s

Ski)): App)ication

Objective: 10-1

120) Advertisements for prescription drugs often feature potentia) benefits and

negative side effects that consumers may experience with use of the medication.
hese ads present two-sided arguments.

Answer: R"E

Diff: 2 Page Ref: 017

AA' SB: Ana)ytic Ski))s

Ski)): App)ication

Objective: 10-1

125) A recent trend toward more push than pu)) in the mixes of consumer-goods
companies may achieve short-run sa)es at the expense of brand eBuity.

Answer: R"E

Diff: 1 Page Ref: 026

AA' SB: Ref)ective hinking Ski))s

Ski)): App)ication

Objective: 10-0

141) A firm can obtain new products in two ways: acBuisition or new-product
deve)opment.

Answer: R"E

Diff: 2 Page Ref: 264

Ski)): ' oncept

Objective: 9-1

142) " p to 74 percent of a)) new consumer products fai) or serious)y underperform.
Answer: R"E

Diff: 2 Page Ref: 264

Ski)): ' oncept



Objective: 9-1

141) New-product deve)opment begins with a systematic search for new product ideas
through idea generation.

Answer: R"E

Diff: 1 Page Ref: 261

Ski)): ' oncept

Objective: 9-2

140) ' ompanies rare)y so)icit ideas from customers during the idea generation stage
of product deve)opment.

Answer: . A2SE

Diff: 1 Page Ref: 262

Ski)): ' oncept

Objective: 9-2

145) A product idea is an idea for a possib)e product a company can offer the market,
whi)e a product concept is a detai)ed version of the idea stated in meaningfu)
consumer terms.

Answer: R"E

Diff: 1 Page Ref: 260

Ski)): ' oncept

Objective: 9-2

146) ' oncept testing works best with peop)e who are fami)iar with the new idea and
the new product® purpose. his genera))y inc)udes top management, the sa)es force,
and research and deve)opment.

Answer: . A2SE

Diff: 1 Page Ref: 265

Ski)): ' oncept

Objective: 9-2

14,) he business ana)ysis stage represents the first )arge jump in financia)
investment in the new-product deve)opment process.

Answer: . A2SE

Diff: 2 Page Ref: 266

Ski)): ' oncept

Objective: 9-2

147) he stage at which new product and marketing programs are introduced into
rea)istic market settings is ca))ed concept testing.

Answer: . A2SE

Diff: 1 Page Ref: 26,

Ski)): ' oncept

Objective: 9-2

149) A company )aunching a new product into the market must first decide on when
to )aunch the product.

Answer: R"E

Diff: 2 Page Ref: 267



Ski)): ' oncept
Objective: 9-2

114) JumBo Games is )aunching a new set of game toys in the commercia)i: ation
stage. he first decision to make is introduction timing and the second is where to
)Jaunch the new product.

Answer: R"E

Diff: 2 Page Ref: 267

Ski)): ' oncept

Objective: 9-2

111) SeBuentia) product deve)opment has the advantage of not on)y being a team-
oriented approach, but a)so of being faster in bringing products to market.
Answer: . A2SE

Diff: 2 Page Ref: 2, 4

Ski)): ' oncept

Objective: 9-2

112) o avoid too few new-product ideas and the fai)ure of many good ideas,
management shou)d insta)) an innovation management system that co))ects, reviews,
eva)uates, and manages new-product ideas.

Answer: R"E

Diff: 2 Page Ref: 2, 4

Ski)): ' oncept

Objective: 9-2

111) " sing the P2' concept to deve)op marketing strategy can be prob)ematic
because strategy is both a cause and a resu)t of the product$ )ife cyc)e.
Answer: R"E

Diff: 1 Page Ref: 2, 5

Ski)): ' oncept

Objective: 9-1

110) Profits rise during the growth stage of the P2' because promotion costs are
spread over a )arge vo)ume and unit manufacturing costs fa)).

Answer: R"E

Diff: 2 Page Ref: 2, 5

Ski)): ' oncept

Objective: 9-1

115) A)though products that remain in the maturity stage of the P2' seem unchanged,
the most successfu) ones actua))y evo)ve to meet changing consumer needs.

Answer: R"E

Diff: 2 Page Ref: 2, ,

Ski)): ' oncept

Objective: 9-1

116) When sa)es of a product fa)ter during the P2' , a company can take severa)
approaches. he more common ones are to modify the marketing mix, modify the
product, or modify the market.



Answer: R"E

Diff: 2 Page Ref: 2, ,
Ski)): ' oncept
Objective: 9-1

11,)"' ompanies need to pay attention to their aging products. ; anagement shou)d
regu)ar)y review sa)es, market shares, costs, and profit trends, and then decide
whether to maintain, harvest, or drop these dec)ining products.

Answer: R"E

Diff: 2 Page Ref: 2,9

Ski)): ' oncept

Objective: 9-1

117) When a company decides to maintain a product in the dec)ine stage, it wi))
reduce costs and hope that sa)es ho)d up to increase the profits in the short run.
Answer: . A2SE

Diff: 2 Page Ref: 2,9

Ski)): ' oncept

Objective: 9-1

119) he federa) government may prevent a company from adding products through
acBuisitions if acBuisition threatens to )essen competition.

Answer: R"E

Diff: 2 Page Ref: 274

AA' SB: Ethica) " nderstanding and Reasoning Abi)ities

Ski)): ' oncept

Objective: 9-0

124) he internationa) growth of many professiona) and business services such as
accounting, consu)ting, and advertising )ed to the g)oba)i: ation of the c)ient
companies they serve.

Answer: . A2SE

Diff: 1 Page Ref: 272

AA' SB: ; u)ticu)tura) and Diversity " nderstanding

Ski)): ' oncept

Objective: 9-0

121) ; a)ibu Beach Parties finds that the tastes and preferences of its customers
change more rapid)y than in the past. he manager shou)d constant)y )ook for externa)
ideas from customers, supp)iers, and the competition.

Answer: R"E

Diff: 2 Page Ref: 262

AA' SB: Ref)ective hinking Ski))s

Ski)): ' ritica) hinking

Objective: 9-2

122) B)air Dousewares wants to add new )ines of products to its 06-store chain.

; anagers are correct in be)ieving that the purpose of idea generation is to create a few
ideas and the purpose of succeeding stages is to increase that number.

Answer: . A2SE



Diff: 2 Page Ref: 260

AA' SB: Ref)ective hinking Ski))s
Ski)): App)ication

Objective: 9-2

121) Green ree 2awn and Garden Products is engaged in marketing strategy
deve)opment. ; anagement shou)d first create a statement out)ining the product®
p)anned price, distribution, and marketing budget for the first year.

Answer: . A2SE

Diff: 1 Page Ref: 265

AA' SB: Ref)ective hinking Ski))s

Ski)): App)ication

Objective: 9-2

120) Green ree 2awn and Garden Products is engaged in a review of the sa)es, costs,
and profit projections for some new products to find out whether they satisty the
company$ objectives. his activity is ca))ed business product deve)opment.
Answer: . A2SE

Diff: 2 Page Ref: 266

AA' SB: Ana)ytic Ski))s

Ski)): App)ication

Objective: 9-2

125) Sa)es for the time-tried househo)d c)eansers made by Brite and New, 3nc. have
been dec)ining for some time. 3f these products are typica), sa)es are dec)ining because
of techno)ogica) advances, shifts in consumer tastes, and )ack of raw materia)s from
foreign supp)iers.

Answer: . A2SE

Diff: 1 Page Ref: 2,7

AA' SB: Ref)ective hinking Ski))s

Ski)): App)ication

Objective: 9-1

141) A service is anything that can be offered to a market for attention, acBuisition,
use, or consumption and that might satisfy a want or need.

Answer: . A2SE

Diff: 1 Page Ref: 220

Ski)): ' oncept

Objective: 7-1

142) " nsought products are products that the customer usua))y buys freBuent)y,
immediate)y, and with a minimum of comparison and buying effort.

Answer: . A2SE

Diff: 1 Page Ref: 22,

Ski)): ' oncept

Objective: 7-1

141) Shopping products are )ess freBuent)y purchased consumer products and services
that customers compare carefu))y on suitabi)ity, Bua)ity, price, and sty)e.



Answer: R"E

Diff: 1 Page Ref: 226
Ski)): ' oncept
Objective: 7-1

140) Sty)e is a )arger concept than design. Design describes the appearance of a
product.

Answer: . A2SE

Diff: 1 Page Ref: 214

Ski)): ' oncept

Objective: 7-2

145) Branding can add consumer va)ue to a product.
Answer: R"E

Diff: 2 Page Ref: 211

AA' SB: ' ommunication Abi)ities

Ski)): ' oncept

Objective: 7-2

146) Because so many purchase decisions are made in stores, a product® packaging
may be a se))er® )ast and best chance to inf)uence consumers.

Answer: R"E

Diff: 2 Page Ref: 212

AA' SB: ' ommunication Abi)ities

Ski)): ' oncept

Objective: 7-2

14, ) Product support services identify the product or brand, describe severa) things
about the product, and promote the product through attractive graphics.

Answer: . A2SE

Diff: 2 Page Ref: 211

AA' SB: ' ommunication Abi)ities

Ski)): ' oncept

Objective: 7-2

147) ' anniba)i: ation and customer confusion about product differentiation are two
potentia) resu)ts if )ine fi))ing is overdone.

Answer: R"E

Diff: 1 Page Ref: 215

Ski)): ' oncept

Objective: 7-2

149) A company can stretch its product either upward or downward, but not both
directions.

Answer: . A2SE

Diff: 2 Page Ref: 215

Ski)): ' oncept

Objective: 7-2



114) A company might stretch its product )ine upward to add prestige to its current
products.

Answer: R"E

Diff: 2 Page Ref: 215

Ski)): ' oncept

Objective: 7-2

111) A company$ product mix has four important dimensions: width, )ength, depth,
and consistency.

Answer: R"E

Diff: 2 Page Ref: 215

Ski)): ' oncept

Objective: 7-2

112) Service inseparabi)ity means that the Bua)ity of services depends on who
provides them, as we)) as when, where, and how they are provided.

Answer: . A2SE

Diff: 2 Page Ref: 21,

Ski)): ' oncept

Objective: 7-1

111) 3n a service business, the customer and front-)ine service emp)oyee interact to
create the service.

Answer: R"E

Diff: 2 Page Ref: 217

Ski)): ' oncept

Objective: 7-1

110) he service-profit chain is the set of a)) product )ines and items that a particu)ar
se)er offers for sa)e.

Answer: . A2SE

Diff: 2 Page Ref: 217

Ski)): ' oncept

Objective: 7-1

115) One aspect of managing service differentiation is the company$ service de)ivery.
Answer: R"E

Diff: 2 Page Ref: 201

Ski)): ' oncept

Objective: 7-1

116) ' ustomer retention is perhaps the best measure of Bua)ity’ [ a service firm$
abi)ity to hang on to its customers depends on how consistent)y it de)ivers va)ue to
them.

Answer: R"E

Diff: 2 Page Ref: 202

Ski)): ' oncept

Objective: 7-1



11, ) Good service recovery can turn angry customers into )oya) customers and can
even win more customer purchasing and )oya)ty than if no prob)em had occurred in
the first p)ace.

Answer: . A2SE

Diff: 2 Page Ref: 202

Ski)): ' oncept

Objective: 7-1

117) Attributes are the )east desirab)e )eve) for brand positioning because competitors
can easi)y copy attributes and customers are more interested in what attributes wi)) do
for them than in the attributes themse)ves.

Answer: R"E

Diff: 2 Page Ref: 200

Ski)): ' oncept

Objective: 7-0

119) When a company introduces a new brand name in the same product category, it
is ca))ed )ine extension.

Answer: . A2SE

Diff: 2 Page Ref: 254

Ski)): ' oncept

Objective: 7-0

124) ' ustomers come to know a brand through a wide range of contacts and touch
points, inc)uding word of mouth, persona) interactions with company peop)e,
te)ephone interactions, and company Web pages.

Answer: R"E

Diff: 1 Page Ref: 251

AA' SB: ' ommunication Abi)ities

Ski)): ' oncept

Objective: 7-0

121) Sony offers consumers more than just camcorders; it provides consumers with a
comp)ete so)ution to their picture-taking prob)ems. his offering is ca))ed an
augmented product.

Answer: R"E

Diff: 1 Page Ref: 226

AA' SB: Ana)ytic Ski))s

Ski)): App)ication

Objective: 7-1

122) Euaker produces a variety of cerea)s. his variety is ca))ed its product )ine.
Answer: R"E

Diff: 2 Page Ref: 210

AA' SB: Ana)ytic Ski))s

Ski)): App)ication

Objective: 7-2



121) An examp)e of service variabi)ity is that within a given ; arriott hote), one
registration-desk emp)oyee may be cheerfu) and efficient, whereas another may be
unp)easant and s)ow.

Answer: R"E

Diff: 2 Page Ref: 217

AA' SB: Ana)ytic Ski))s

Ski)): App)ication

Objective: 7-1

120) Dove marketers can go beyond the brand$ c)eansing cream properties and ta)k
about the resu)ting benefit of softer skin. his is known as product attributes in brand
positioning.

Answer: . A2SE

Diff: 1 Page Ref: 200

AA' SB: Ana)ytic Ski))s

Ski)): App)ication

Objective: 7-0

125) Retai)ers and who)esa)ers who have created their own brands [ such as
Wa)mart® Sam@ ' hoice beverages and food products’@are participating in co-
branding.

Answer: . A2SE

Diff: 1 Page Ref: 206

AA' SB: Ref)ective hinking Ski))s

Ski)): App)ication

Objective: 7-0

141) oday, most companies have moved back toward mass marketing and are being
choosier about the customers with whom they wish to bui)d re)ationships.

Answer: . A2SE

Diff: 2 Page Ref: 194

Ski)): ' oncept

Objective: , -1

142) 8 our company wants to move away from mass marketing and engage in
customer-driven marketing. he four steps to take, in order, are market segmentation,
marketing positioning, differentiation, and targeting.

Answer: . A2SE

Diff: 2 Page Ref: 194

Ski)): ' oncept

Objective: , -1

141) Demographic segmentation can be used to divide the market by different time
periods of peop)e® )ives and different fami)y situations.

Answer: R"E

Diff: 2 Page Ref: 191



Ski)): ' oncept

Objective: , -2

140) Gender segmentation has )ong been used in c)othing, cosmetics, toi)etries, and
maga: ines.

Answer: R"E

Diff: 2 Page Ref: 191

AA' SB: ; u)ticu)tura) and Diversity " nderstanding

Ski)): ' oncept

Objective: , -2

145) 8 our assignment at work is to divide buyers into different groups based on socia)
c)ass, )ifesty)e, and persona)ity characteristics. After a p)anning session with the
marketing and sa)es staff, you issue a memo to upper management recommending
psychographic segmentation. 8 ou are right on target.

Answer: R"E

Diff: 2 Page Ref: 190

Ski)): ' oncept

Objective: , -2

146) Research about and p)anning for Joya)ty status as a segmentation approach is
genera))y not usefu) or practica) for most firms.

Answer: . A2SE

Diff: 2 Page Ref: 19,

Ski)): ' oncept

Objective: , -2

14,) . or simp)icity® sake, most marketers genera))y )imit their segmentation ana)ysis
to one or a few variab)es.

Answer: . A2SE

Diff: 2 Page Ref: 197

Ski)): ' oncept

Objective: , -2

147) ' Husters of marketab)e groups of customers with simi)ar )ikes, dis)ikes, )ifesty)es,
and purchase behaviors can be identified by mu)tivariab)e segmentation systems that
merge and ana)y: e geographic, demographic, )ifesty)e, and behaviora) data.

Answer: R"E

Diff: 2 Page Ref: 197

AA' SB: " se of Jnformation echno)ogy

Ski)): ' oncept

Objective: , -2

149) here are many exceptions to the geographic segmentation assumption that
consumers in nations c)ose to one another wi)) have many common behaviors and
traits.

Answer: R"E

Diff: 2 Page Ref: 199

AA' SB: Dynamics of the G)oba) Economy

Ski)): ' oncept



Objective: , -2

114) Because there is such variation among the economies of countries around the
wor)d, it is not practica) to segment internationa) markets on the basis of economic
factors.

Answer: . A2SE

Diff: 2 Page Ref: 199

AA' SB: Dynamics of the G)oba) Economy

Ski)): ' oncept

Objective: , -2

111) 3n eva)uating different market segments, a firm shou)d )ook at three factors:
segment si: e and growth, segment structura) attractiveness, and company objectives
and resources.

Answer: R"E

Diff: 2 Page Ref: 241

Ski)): ' oncept

Objective: , -1

112) At a recent marketing seminar, the featured speaker stated that a target market
consists of a set of buyers who share common needs or characteristics that the
company decides to serve. his is a correct definition.

Answer: R"E

Diff: 1 Page Ref: 241

Ski)): ' oncept

Objective: , -1

111) Deve)oping a stronger position within severa) segments creates more tota) sa)es
than undifferentiated marketing across a)) segments.

Answer: R"E

Diff: 2 Page Ref: 242

Ski)): ' oncept

Objective: , -1

110) Niche marketing offers sma))er companies an opportunity to compete by
focusing their )imited resources on serving niches that may be unimportant to or
over)ooked by )arger companies.

Answer: R"E

Diff: 1 Page Ref: 241

Ski)): ' oncept

Objective: , -1

115) hough the use of mass marketing has been widespread in the past 144 years, for
centuries consumers were served as individua)s as businesses practiced individua)
marketing.

Answer: R"E

Diff: 1 Page Ref: 245

Ski)): ' oncept

Objective: , -1

116) ; ass marketing is becoming a marketing princip)e for the 21st century.
Answer: . A2SE



Diff: 2 Page Ref: 245

Ski)): ' oncept

Objective: , -1

11,) When a company chooses a target marketing strategy, its choices are inf)uenced
by factors re)ated to company resources, the degree of product variabi)ity, and the
product$ )ife-cyc)e stage.

Answer: R"E

Diff: 1 Page Ref: 246

Ski)): ' oncept

Objective: , -1

117) A product$ position is the way the product is defined by the retai)ers who se)) it
to target markets. 3t is how it is defined on important attributes " the p)ace the
product occupies in the retai)ers9minds re)ative to competing products.

Answer: . A2SE

Diff: 2 Page Ref: 24,

AA' SB: ' ommunication Abi)ities

Ski)): ' oncept

Objective: , -0

119) ' onsumers position products in their minds in order to simp)ify the buying
process.

Answer: R"E

Diff: 1 Page Ref: 24,

Ski)): ' oncept

Objective: , -0

124) A market rare)y exists for products that offer )ess and therefore cost )ess.
Answer: . A2SE

Diff: 1 Page Ref: 210

Ski)): ' oncept

Objective: , -0

141) Who)esa)ing inc)udes a)) the activities invo)ved in se))ing products or services
direct)y to fina) consumers for their persona), nonbusiness use.

Answer: . A2SE

Diff: 1 Page Ref: 1, 0

Ski)): ' oncept

Objective: 11-1

142) ; arketers who use shopper marketing use the retai) store itse)f as an important
marketing medium.

Answer: R"E

Diff: 2 Page Ref: 1, ,

Ski)): ' oncept

Objective: 11-1

141) Department stores carry narrow product )ines with deep assortments within those
)ines.



Answer: . A2SE

Diff: 1 Page Ref: 1, 6
Ski)): ' oncept
Objective: 11-1

140) 3n recent years, convenience stores have redesigned their stores to c)ose)y focus
on serving their primary target market made up of young, b)ue-co))ar men.

Answer: . A2SE

Diff: 1 Page Ref: 1, ,

Ski)): ' oncept

Objective: 11-1

145) " ategory ki))ers carry a deep assortment of a particu)ar product )ine and have a
know)edgeab)e staff.

Answer: R"E

Diff: 2 Page Ref: 1, 7

Ski)): ' oncept

Objective: 11-1

146) Off-price retai)ers pay regu)ar who)esa)e prices for their merchandise but
maintain Jow prices by accepting Jower margins and se))ing higher vo)ume.
Answer: . A2SE

Diff: 2 Page Ref: 1, 7

Ski)): ' oncept

Objective: 11-1

14, ) A discount store buys at )ess-than-regu)ar who)esa)e prices and charges
consumers )ess than retai).

Answer: . A2SE

Diff: 2 Page Ref: 1, 7

Ski)): ' oncept

Objective: 11-1

147) 3ndependent off-price retai)ers may in fact be divisions of )arger retai)
corporations.

Answer: R"E

Diff: 2 Page Ref: 1, 7

Ski)): ' oncept

Objective: 11-1

149) Warehouse c)ubs appea) a)most exc)usive)y to Jow-income consumers seeking
bargains.

Answer: . A2SE

Diff: 2 Page Ref: 171

Ski)): ' oncept

Objective: 11-1

114) ' hain stores are )ocated near residentia) areas and are open )ong hours, seven
days a week; they carry a )imited )ine of high-turnover goods.
Answer: . A2SE



Dift: 2 Page Ref: 1, ,

Ski)): ' oncept

Objective: 11-1

111) 3n a retai)er cooperative, independent retai)ers contract with each other to set up
a centra) buying operation and conduct joint promotiona) efforts.

Answer: R"E

Diff: 2 Page Ref: 171

Ski)): ' oncept

Objective: 11-1

112) Retai)ers first must position themse)ves in a market and then decide how they
wi)) define the target customers in these markets.

Answer: . A2SE

Diff: 2 Page Ref: 171

Ski)): ' oncept

Objective: 11-2

111) o create the right atmosphere, some retai)ers contro) every aspect of the
consumer$ store experience, inc)uding what customers hear and sme)).
Answer: R"E

Diff: 1 Page Ref: 176

Ski)): ' oncept

Objective: 11-2

110) Power centers are decreasing in number.
Answer: . A2SE

Diff: 2 Page Ref: 177

Ski)): ' oncept

Objective: 11-2

115) he whee)-of-retai)ing concept dea)s main)y with who)esa)ers ro))ing out
reduced service )eve)s.

Answer: . A2SE

Diff: 2 Page Ref: 194

Ski)): ' oncept

Objective: 11-1

116) he )ife cyc)e of new retai) forms is getting )onger.
Answer: . A2SE

Diff: 2 Page Ref: 194

Ski)): ' oncept

Objective: 11-1

11, ) Retai) convergence means greater competition for retai)ers and greater difficu)ty
in differentiating offerings.

Answer: R"E

Diff: 2 Page Ref: 194

Ski)): ' oncept

Objective: 11-1

117) ; egaretai)ers have shifted the ba)ance of power between retai)ers and producers,
giving retai)ers more power.



Answer: R"E

Diff: 2 Page Ref: 194
Ski)): ' oncept
Objective: 11-1

119) 2ike retai)ers, a who)esa)er must decide on segmentation and targeting,
differentiation and positioning, and the marketing mix.

Answer: R"E

Diff: 1 Page Ref: 196

Ski)): ' oncept

Objective: 11-0

124) 3n an automated warehouse, orders are fed direct)y from the retai)er$
information system to the who)esa)er$, and the items are picked up by mechanica)
devices and taken to a shipping p)atform where they are assemb)ed.

Answer: R"E

Diff: 2 Page Ref: 197

AA' SB: " se of 3nformation echno)ogy

Ski)): ' oncept

Objective: 11-0

121) . u))-service retai)ers such as J' Penney provide more sa)es assistance because
they carry more shopping goods about which customers need information.

Answer: . A2SE

Diff: 1 Page Ref: 1,6

AA' SB: Ref)ective hinking Ski))s

Ski)): App)ication

Objective: 11-1

122) 2 imited-service retai)ers, such as specia)ty stores and first-c)ass department
stores, emp)oy sa)espeop)e who assist customers in every phase of the shopping
process.

Answer: . A2SE

Diff: 2 Page Ref: 1, 6

AA' SB: Ref)ective hinking Ski))s

Ski)): Synthesis

Objective: 11-1

121) . actory out)ets, independent off-price retai)ers, and warehouse c)ubs a)) buy their
merchandise in a simi)ar fashion.

Answer: R"E

Diff: 1 Page Ref: 1, 7

AA' SB: Ref)ective hinking Ski))s

Ski)): ' ritica) hinking

Objective: 11-1

120) " n)ike mass marketers, niche marketers expect to see continued growth in their
on)ine sa)es.

Answer: . A2SE

Diff: 1 Page Ref: 191

AA' SB: " se of 3nformation echno)ogy

Ski)): App)ication



Objective: 11-1

125) he distinction between )arge retai)ers and )arge who)esa)ers is changing because
most )arge who)esa)ers are abandoning their retai) operations.

Answer: . A2SE

Diff: 2 Page Ref: 044

AA' SB: Ref)ective hinking Ski))s

Ski)): App)ication

Objective: 11-0

141) A service is anything that can be offered to a market for attention, acBuisition,
use, or consumption and that might satisfy a want or need.

Answer: . A2SE

Diff: 1 Page Ref: 220

Ski)): ' oncept

Objective: 7-1

142) " nsought products are products that the customer usua))y buys freBuent)y,
immediate)y, and with a minimum of comparison and buying effort.

Answer: . A2SE

Diff: 1 Page Ref: 22,

Ski)): ' oncept

Objective: 7-1

141) Shopping products are )ess freBuent)y purchased consumer products and services
that customers compare carefu))y on suitabi)ity, Bua)ity, price, and sty)e.

Answer: R"E

Diff: 1 Page Ref: 226

Ski)): ' oncept

Objective: 7-1

140) Sty)e is a )arger concept than design. Design describes the appearance of a
product.

Answer: . A2SE

Diff: 1 Page Ref: 214

Ski)): ' oncept

Objective: 7-2

145) Branding can add consumer va)ue to a product.
Answer: R"E

Diff: 2 Page Ref: 211

AA' SB: ' ommunication Abi)ities

Ski)): ' oncept

Objective: 7-2

146) Because so many purchase decisions are made in stores, a product® packaging
may be a se))er® )ast and best chance to inf)uence consumers.

Answer: R"E

Diff: 2 Page Ref: 212

AA' SB: ' ommunication Abi)ities



Ski)): ' oncept
Objective: 7-2

14, ) Product support services identify the product or brand, describe severa) things
about the product, and promote the product through attractive graphics.

Answer: . A2SE

Diff: 2 Page Ref: 211

AA' SB: ' ommunication Abi)ities

Ski)): ' oncept

Objective: 7-2

147) ' anniba)i: ation and customer confusion about product differentiation are two
potentia) resu)ts if )ine fi))ing is overdone.

Answer: R"E

Diff: 1 Page Ref: 215

Ski)): ' oncept

Objective: 7-2

149) A company can stretch its product either upward or downward, but not both
directions.

Answer: . A2SE

Diff: 2 Page Ref: 215

Ski)): ' oncept

Objective: 7-2

114) A company might stretch its product )ine upward to add prestige to its current
products.

Answer: R"E

Diff: 2 Page Ref: 215

Ski)): ' oncept

Objective: 7-2

111) A company$® product mix has four important dimensions: width, )ength, depth,
and consistency.

Answer: R"E

Diff: 2 Page Ref: 215

Ski)): ' oncept

Objective: 7-2

112) Service inseparabi)ity means that the Bua)ity of services depends on who
provides them, as we)) as when, where, and how they are provided.

Answer: . A2SE

Diff: 2 Page Ref: 21,

Ski)): ' oncept

Objective: 7-1

111) 3n a service business, the customer and front-)ine service emp)oyee interact to
create the service.

Answer: R"E

Diff: 2 Page Ref: 217



Ski)): ' oncept
Objective: 7-1

110) he service-profit chain is the set of a)) product )ines and items that a particu)ar
se)er offers for sa)e.

Answer: . A2SE

Diff: 2 Page Ref: 217

Ski)): ' oncept

Objective: 7-1

115) One aspect of managing service differentiation is the company$ service de)ivery.
Answer: R"E

Diff: 2 Page Ref: 201

Ski)): ' oncept

Objective: 7-1

116) ' ustomer retention is perhaps the best measure of Bua)ity [ a service firm$
abi)ity to hang on to its customers depends on how consistent)y it de)ivers va)ue to
them.

Answer: R"E

Diff: 2 Page Ref: 202

Ski)): ' oncept

Objective: 7-1

11, ) Good service recovery can turn angry customers into )oya) customers and can
even win more customer purchasing and )oya)ty than if no prob)em had occurred in
the first p)ace.

Answer: . A2SE

Diff: 2 Page Ref: 202

Ski)): ' oncept

Objective: 7-1

117) Attributes are the )east desirab)e )eve) for brand positioning because competitors
can easi)y copy attributes and customers are more interested in what attributes wi)) do
for them than in the attributes themse)ves.

Answer: R"E

Diff: 2 Page Ref: 200

Ski)): ' oncept

Objective: 7-0

119) When a company introduces a new brand name in the same product category, it
is ca)ed )ine extension.

Answer: . A2SE

Diff: 2 Page Ref: 254

Ski)): ' oncept

Objective: 7-0

124) ' ustomers come to know a brand through a wide range of contacts and touch
points, inc)uding word of mouth, persona) interactions with company peop)e,
te)ephone interactions, and company Web pages.



Answer: R"E

Diff: 1 Page Ref: 251

AA' SB: ' ommunication Abi)ities
Ski)): ' oncept

Objective: 7-0

121) Sony offers consumers more than just camcorders; it provides consumers with a
comp)ete so)ution to their picture-taking prob)ems. his offering is ca))ed an
augmented product.

Answer: R"E

Diff: 1 Page Ref: 226

AA' SB: Ana)ytic Ski))s

Ski)): App)ication

Objective: 7-1

122) Euaker produces a variety of cerea)s. his variety is ca))ed its product )ine.
Answer: R"E

Diff: 2 Page Ref: 210

AA' SB: Ana)ytic Ski))s

Ski)): App)ication

Objective: 7-2

121) An examp)e of service variabi)ity is that within a given ; arriott hote), one
registration-desk emp)oyee may be cheerfu) and efficient, whereas another may be
unp)easant and s)ow.

Answer: R"E

Diff: 2 Page Ref: 217

AA' SB: Ana)ytic Ski))s

Ski)): App)ication

Objective: 7-1

120) Dove marketers can go beyond the brand$ c)eansing cream properties and ta)k
about the resu)ting benefit of softer skin. his is known as product attributes in brand
positioning.

Answer: . A2SE

Diff: 1 Page Ref: 200

AA' SB: Ana)ytic Ski))s

Ski)): App)ication

Objective: 7-0

125) Retai)ers and who)esa)ers who have created their own brands 7 such as
Wa)mart® Sam$ ' hoice beverages and food products’é)are participating in co-
branding.

Answer: . A2SE

Diff: 1 Page Ref: 206

AA' SB: Ref)ective hinking Ski))s

Ski)): App)ication

Objective: 7-0

True/False



1. Companies tend to set a pricing structure, rather than a single price, that
covers different items in its line.
(True; p. 274; Moderate)

2. Companies that set a lo initial price in order to get their “foot in the door”
quic$ly and deeply, attract a large number of buyers quic$ly, and in a large
mar$et share practice mar$et-s$imming pricing.

((alse; p. 27) ; Easy)

3. , ricing often plays an important role in helping to accomplish a company-s
multi-level ob.ectives.
(True; p. 263; Easy)

4. Melt-(h-1our-Mouth Candy Z2tores prices its candy displays at ten different
price levels, ranging from 32.44 per pound to 34.5) per pound. This is an
illustration of price points.

(True; p. 276; Moderate)

). Target costing reverses the usual mar$eting process.
(True; p. 265; Easy)

6. Overhead cost is another term for variable cost.
((alse; p. 266; Easy)

7. 6 hen a ma.or moving van company sells accessory products that must be
used in moving a household-s furniture, it is practicing captive-product
pricing.

(True; p. 277; Easy)

7. 2ome industries commonly use t o-part pricing, here the price is bro$en
do ninto a 89ed fee and a 89ed usage rate.
((alse; p. 277; Moderate)

74. (h industrial mar$ets, salespeople outran$ top management in determining
the sales price of products.
((alse; p. 265; Easy)

7). h industrial mar$ets, product managers have an in8uence on the company-s
price-setting decisions.
(True; p. 265; Easy)

76. Environmental elements are categorized as eSternal factors that affect
pricing decisions.
(True; p. 267; Easy)



77.6 hen a manufacturer see$s a mar$et for by-products and accepts a price that
covers more than the cost of storing and delivering them, it is able to reduce
the main product-s price to ma$e it more competitive.

(True; p. 277; Moderate)

77.( a regulated monopoly, the government permits the company to set rates
that ill yield a “fair” return.
(True; p. 272; Easy)

75.; onregulated monopolies do notal ays charge the full price because they do
not desire to attract competition.
(True; p. 272; Moderate)

54. The demand curve sho s the number of units the mar$et ill buy in a given
time period at different prices that might be charged. (h normal cases, the
higher the price, the higher the demand.

((alse; p. 272; Easy)

51. (f demand changes greatly, e say the demand is inelastic.
((alse; p. 273; Easy)

52. The more elastic the demand, the more it pays for the seller to raise the price.
((alse; p- 273; Challenging)

53. f Canon Camera Company follo s a high-price, high-margin strategy, it may
attract competition from ; i$on, Minolta, and, enta9.
(True; p. 273; Moderate)

54., roduct costs set a 8oor to the price; consumer perceptions of the product-s
value set the ceiling.
(True; p. 263; Easy)

5). All companies today no realize ho valuable their by-products are for
resale.
((alse; p. 277; Easy)

56. The si9 ma.or price-ad.ustment strategies include discount and allo ance
pricing, segmented pricing, psychographic pricing, promotional pricing,
geographical pricing, and international pricing.

((alse; p- 277; Moderate)

57.Value-based pricing is hen costs vary directly ith the level of product.
((alse; p. 264; Moderate)

57.Value-based pricing is the reverse of cost-based pricing.
(True; p. 264; Challenging)



55. EDL, isvery similar to competition-based pricing.
((alse; p. 26) ; Easy)

144. Competitors- prices and offers are e9ternal factors that companies have to
deal ith.
(True; p. 267; Easy)

141. Demand and consumer value perceptions set the 8oor for prices.
((alse; p. 263; Moderate)

142. The difference bet een a discount and an allo ance is that a discount is in its
simplest terms a reduction in price.
((alse; p. 277; Easy)

143. Cost-based pricing relies on consumer perception of value to drive pricing.
((alse; p. 267; Easy)

14). A brea$-even chart sho s the total cost and total revenue e9pected at various
sales volume levels.
(True; p. 267; Easy)



1LMI3

1786. Mail questionnaires

1LM.3  $elephone interviewing

1LMVB Personal interviewing

1LMN3 - omputer interviewing

1LNO3

1LN13

1LN23  Which one of the following steps is N5$ a part of mar( eting
process? Select correct option:

1LN) 3

1LND3 Analyzing mar( eting opportunities

1LNH3 Selecting target mar( et

1796. Designing the business portfolio
1LNL3 Oevelop mar( eting mi

1LNMB

1LNN3

1M03

1M)13  Which of the following S94 s are not the types of S94
Select correct option:

1M)23

1M))3  Stars
1MD3 - ash - ows
180C. Cats

1M 3 0ogs
1ML3

1MM

1MIN3  Product/price/place and promotion ma( e up the elements of a
firm& mar( eting mi 3

A. True (Chapter no 1 %rigina() ook Pageno 3 )
93 alse

1M103 Selling is managing profitable customer relationships3

A3$rue
) .Fa(se (Lessonno Pageno 220 %, - an, outs)

1M113 Human needs are shaped by culture and individual personality3

A3 $rue
). Fa(se (Chapter no 1 %rigina() ook Pageno. )

D3, he t8 ofold goal of marketing is to attract ne§ customers by promising
superior value and to keep and gro8 current customers by delivering
satisfaction.



A. True (Lessonno Pageno 220 %{, - an, outs)
93. alse

5. When backed by buying po8 erlneeds become demands.

A. , rue
0. False (? esson no 2, age no AABId 3 andouts and ? esson no ; ; , age
no 222 Bld 3 andoutsC

6. At times it becomes necessary to reduce demand for some products
and services. When the government tries to reduce the smoking of
tobacco products, it adds more tax to the products and is practicing
demarketing.

A. True
. Balse

9. At times it becomes necessary to reduce demand for some products and services. When the government tries to
reduce the smoking of tobacco products, it adds more tax to the products and is practicing demarketing.

v Truev/
+ False

. Demarketing is a marketing philosophy focused upon product differentiation and
positioning.

A. |, rue
0. False

25. Demarketing is a marketin

eting g philosophy focused upon product differentiation
and positioning. '

1. True
2. False

Demarketing is a marketing philosophy focused
upon product differentiation and positioning. False
TIF



Demarkesting is a marketing philosophy focused upon product differentiation and positioning.

N

e
Select the correct option %

True

o

False

-

0. Marketers of productslservicesland ideas only practice marketing18 hereas

buyers do not.
A., rue

0. False

76. Marketers of products, services, and ideas only practice marketing, whereas
buyers do not.

1. True
2. False




Marketers of products. services, and ideas only practice marketing. whereas buyers do net

Select the correct option

lrue

False

N3 7 ar( eting offers are limited to physical products3

A3$rue
) . Fa(se

Market offerings are limited to physical products.

True/False false



2. Marketing offers are limited to physical products.

1. True

2. False_

17. Delivering superior customer value and customer satisfaction are the t8 o keys to
building
lasting customer relationships.

A. True
. Balse

About 765 results (0.65 seconds)

Delivering superior customer value and customer satisfaction are the two keys to
building lasting customer relationships. The production concept and product concept are

two philosophies that can both lead to marketing myopia. When backed by buying power,
needs become demands.
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11. An exchange is the core concept of marketing18 hereas a transaction is
marketing3s unit of measurement.

A. True (? esson no 2, age no AABI1d 3 andoutsC
. Balse

12. Customer-perceived value depends on the product3s perceived performance
relative to a buyer3 expectations.



A. , rue
0. False (? esson no 2, age no AABId 3 andoutsC

13. Marketing management is interested in serving all customers in every 8 ay to
remain competitive in today3s markets.

A. |, rue

12. The difference between human needs and wants is that needs are
states of felt deprivation.

A. True
. Balse
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The difference between human needs and wants is that needs are states of felt
deprivation. When sellers focus on existing needs and lose sight of underlying customer
wants, they suffer from marketing myopia. Most firms follow the production concept when
thoy face overcapacity.
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15. , he selling concept holds that consumers 8§ ill not buy enough of the firm3

products unless it undertakes a large-scale selling and promotion effort.

A. True (? esson no ; , age no 2DBId 3 andoutsC
. Balse

16. Customer value is defined as the customer3s evaluation of the perceived difference
bet8 een all the benefits and all the costs of a marketing offer relative to those of

competing offers.

A. True (? esson no 2, age no A2 Bld 3 andoutsC
. Balse



1.. , he societal marketing concept calls on marketers to balance consumer 8 ants

and desires1company profitsland society3s interest.

A. True (? esson no ; , age no 2ABld 3 andoutsC
. Balse

10.  When sellers focus on existing needs and lose sight of underlying customer

8 ants1they suffer from marketing myopia.

A., rue 0. False (? esson no 2, age no AABId
3 andoutsC

14. - mart marketers look beyond the attributes of the products and services they

sell. , hey create brand experiences for consumers.

A. True (? esson no ; ; , age no 222 Bld 3 andoutsC
. Balse

27. When backed by buying po8 erl8 ants become demands.

A. True (? esson no 2, age no AABI1d 3 andouts and ? esson no ; ; , age no 222

Bld 3 andoutsC
. Balse

13 1aheela wor( s for the Aftab 9everage - ompany3She helps define product

specifications and also provides information for evaluating alternatives3
1aheela plays the role of gate( eeper3

a3$rue /.Fa(se

RaOhe(Stein 1 orks 2r the Le) ra3 ) e4erage Compan3. She he(ps
, edne pro, ult spelii0ations an, a(so pro4i, es inbrmation Ddr
ed4a(uating a(ternati4es. RaOhe(p(a3s the ro(e o2gatekeeper.
Ans1 er6FALSE

AACS) 6Ana(3tiOa( thinking

SKki((6App(iOation

%/ %0ti4e6L%8.26l, entiZ3 the mar Za0tors that inJuenOe /usiness
/u3er /ehadior.
DiAOu(t36Eas3

Note 6Name Ohange, .

23 ,n the proposal solicitation stage of the business buying process/the
buyer invites ' ualified suppliers to submit proposals3

a. True (Lesson no 18 Page no 9: %{, - an, outs) b3. alse



) 3 7 ission statements must fit the mar( et environment/as indicated here
by the 6irl Scouts8mission: Jwhere girls grow strongX

a. True b3. alse

Mission statements must 5it the market en4ironment;
as in, i0ate, here /3 the Gir( SOounts o2AmeriOan’s
mission6“1 here gir(s grol strong.”

(Answer: True7 p. EF7 ModerateC

Note6DiZrrenOe in these statements are that there is no AmeriQan’s
mission 1 ritten in a/ o4e statement.

D3 $he central ' uestion for mar( eters is how do consumers respond to
various mar( eting efforts the company might use? $ he starting point is
called the stimulus-response of buyer behavior3

a. True (Ans1 er6True; p. 12: ; Mo, erate) b3. alse

H3 . ive characteristics are especially important in influencing an
innovation8 rate of adoption3$ wo of these are relative advantage and
compatibility3

a. True (Ans1 er6True; p. 1 9; Mo, erate) b3. alse

I 3 $he macroenvironment consists of the factors close tn the company that
affect its ability to service its customers/such as su liers/customer
mar( ets/competitors/and publics3

a3$rue /.Fa(se (False7Easy7p. ADIC

L3 Sarwar ,ncorporation wants to use the latest technology in mar( eting
research3You are told this method is online 5 nternet) mar( eting
research3

a. True (Answer: True; p. 109; Easy)
b3. alse

MB When firms ta( e aggressive action to affect the publics and forces in their
mar( eting environment/they are ta(ing an environmental management

perspective3

a. True (True7Moderate7 p. AER2C b3. alse



N3 7 ar( eting researchers can conduct their own searches of secondary data
sources today by using commercial secondary data sources3

a. True (Ans1 er6True; p. 103; Eas3) b3. alse
103 n the supplier selection stage/the buyer reviews supplier performance3

a3$rue /. Fa(se

,n the supplier selection stage the buyer reviews supplier performance3

=)

113$he production concept and product concept are two philosophies that
can both lead to mar( eting myopia3

a3$rue b3. alse

123Holiday ,nn has divided the total customer mar( et into smaller segments
and selected the most promising segments30 eciding what position it
wants to occupy in these segments i -alled targeting3
a3$rue /.Fa(se (Ansl er6Fa(se; p. 50; Mo, erate)
1) 3A9- . ortunes has just developed a formal statement of its purpose3$ his
firm has put together a mission statement3

a. True (Ans1 er6True; p. 3. ; Eas3) b3. alse

1D37 ar( eting management is interested in servit  ill customers in every
way to remain competitive in today8 mar(ets Jou/tFu()

a3$rue /.Fa(se (Fa(se; Mo, erate; p. 11)
1H3$ oday8 mar( eters must be good at building relationships in order to

connect effectively with customers/other in the company/and e ternal
partners3

B True (Theme 1 page 1) (100A Sure)) b3. alse

11 3When sellers focus on e isting needs and lose sight of underlying
customer wants/they suffer from mar( eting myopia3

a. True (Chapter no 1 Page no: %rigina() ook) b3. alse



1L3$he demand for many business goods tends to change more slowly than
the demand for consumer goods3

a3$rue /.Fa(se (LeOture no 18 Pageno 9 %, - an, outs)

1MBA company buying a product or service for the first time faces a new tas(
situation3

a. True (Lesson no 18 Page no 98 %{, - an, outs) b3. alse

1N3As an employee of 9an( ers Enterprises/you mar(e rild and crazy games
for teens to play at parties3You wor( in the busine: nar(et3

a3$rue /.Fa(se (False7Easy7p. ADHC
2037 ore and more companies are shifting their brand management focus
toward customer relationship management3

a. True (Ans1 er6True; p. 81; Eas3) b3. alse

213An e change is the core concept of mar( eting/whereas a transaction is
mar( eting8 unit of measurement3

BRI True (Theme 1 page 2) (100A Sure) b3. alse

2237 ar( eting strategy is the mar( eting logic by which a company hopes to
achieve profitable customer relationships3

a. True (Ans1 er6True; p. :; Cha((enging) b3. alse

2) 37 ost household income is used up in purchasing food /housing/and
transportation3

a. True b3. alse

2D30 emar( eting is a mar( eting philosophy focused upon product
differentiation and positioning3

a3$rue JBEICE ) alse (Confirm) (100% Sure)

2H3After purchasing the product/the consumer will be satisfied or
dissatisfied and will engage in post purchase behavior3



a. True (Answer: True; p. 144; Easy)
b3. alse

21 31evlon has clearly defined its JmissionKof selling lifestyle and self-
e pression3As the firm prepares to launch its strategic plan/the mission
needs to be turned into a detailed set of objectives that guide the whole
company3

a. True (Ans1 er6True; p. 3: ; Mo, erate) b3. alse

2L37 a(ing more sales to current customers without changing a firm8&
products in mar( et penetration3

a. True (Ans1 er6True; p. ; Mo, erate) b3. alse

2MB$ he owner of 21-store chain of bicycles/e plained to the store
managers at a recent sales meeting that mar( eters/more than any other
group in the company/must be the trend trac( ers and opportunity
see(ers3

a. True (True7Moderate7p. AD/C b3. alse

2N37 ar( eting research firms/advertising agencies/media firms/and
mar( eting consulting firms are referred to as mar( eting services agencies3

a. True (True7 Easy7p. ADHC b3 alse
) 03After carefully ' uestioning your major suppliers and resellers/you
ascertain they do not form important sources of intelligence information

for mar( eting decision ma(ing3

a3$rue /- Fa(se (Ans1 er6Fa(se; p. 101; Cha((enging)
) 139usiness demand ultimately derives from the demand for consumer

goods3

a. True (Lesson no 18 Pageno 9 ¢%({, - an, outs) b3. alse

) 23%he buying center is a fi ed and formally identified unit within the buying
organization3

a3$rue /. Fa(se (Lesson no 18 Page no 98 %{, - an, outs)

)) 3You have just e tracted sales and cost data used by the accounting
department for preparing financial statements37 ost li( ely/this
information should be complete and in useable form to build an internal
mar( eting database3



a3$rue /- Fa(se (Ans1 er6Fa(se; p. : : ; Cha((enging)

) D3$he microenvironment consists of larger societal forces that affect the
microenvironment/such as demographic/economi )olitical/and cultural
forces3

a3$rue /.Fa(se (False7Easy7p. AD7C
35.The difference between human needs and wants is that needs are

states of felt deprivation.

a. True (True; Eas3; p. 8) b3. alse

) I 3$he collection of businesses and products that ma( e up a company is
called its mar( eting strategy3

a3$rue .Fa(se (Ansler6Fa(se;p. :;
Eas3)

) L3$ 00 much information can be as harmful as too little3
a. True (Ans1 er6True; p.: . ; Eas3) b3. alse

) MBWithin the organization/buying activity consists of two major parts: the
buying center and the buying decision process3

a. True (Lesson no 18 Page no 98 %{, - an, outs) b3. alse

) N3Alternative evaluation is the process by which people select/organize/
and interpret information to form a meaningful picture of the world3

a3$rue /- Fa(se (Ans1 er6Fa(se; p. 1 2; Cha((enging)

DO03According to Engel8 laws/consumers tend to spend a smaller percentage
of income on food as income rises3

a3$rue /. Fa(se

D139usiness buyers are subject primarily to economic influences when they
ma( e their buying decisions3Emotional or personal factors rarely are
involved3(Rea, Chapter no. Page no 311 %rigina() ook)



a3$rue b3. alse

D23$anveer Rifer wor( s for a firm that is a distribution channel member that
helps the company find customers or ma( e sales to them3$anveer wor( s
for areseller3

a. True (True7Moderate7 p. ADHC b3. alse

D) 3Selling is managing profitable customer relationships3

a3$rue JBEICE Fase (Theme 1 Page 8) (100A Sure)

DD3 n the 9oston - onsulting 6roup approach/relative mar( et share serves as
a measure of company strength in the mar( et3

a3$rue /.Fa(se (Ans1 er6Fa(se; p. 0; Eas3)
DH30 erived demand refers to the business demand that ultimately comes
from the demand for consumer goods3
a. True (LeOture no 18 Page no 9 - an, outs) b3. alse
DI 3Strategic control involves loo(ing at whether a company8& basic strategies
are well matched to its opportunities3
a. True (Ans1 er6True; p. 59; Mo, erate) b3. alse

DL3 nfluencers often help define specifications and also provide information
for evaluating alternatives3

a. True (Lesson no 18 Page no 98 %{, - an, outs) b3. alse

DMB n the business buying process/the buyer and seller are relatively less
dependent on each other3

a3$rue /.Fa(se (Lesson no 18 Page no 95 %{, - an, outs)
DN3A person8 buying choices are further influenced by four major
psychological factors: motivation/perception/learning/and beliefs and

attitudes3

a. True (Answer: True; p. 138; Easy)
b3. alse

HO3All business buying decisions follow all steps of the business buying
process3(Dou/tai()



a3$rue /.Fa(se

H13At Air 5nline/Jwe provide online services Kis a mar( et-oriented business
definition3

a3$rue /. Fa(se

At America Online,
“we provide online
services,” IS a market-
oriented business
definition.

(Answer: False p. 38
Moderate)

At America Online,
“we provide online
services,” IS a market-
oriented business
definition.



(Answer: False p. 38
Moderate)

At America Online,
“we provide online
services,” IS a market-
oriented business
definition.

(Answer: False p. 38
Moderate)

At AmeriOa ¥n(ine; “1 e pro4i, e on(ine ser4iles;” is a marketB
oriente, /usiness, einition. (Ans1 er6Fa(se; p. 3. ; Mo, erate)

At America Online,
“we provide online
services,” Is a market-
oriented business
definition.



(Answer: False p. 38
Moderate)

H23, he t8 ofold goal of marketing is to attract ne8 customers by promising
superior value and to keep and gro8 current customers by delivering
satisfaction.

BT rue (Theme 1 Page 8) (100A_Sure) b3, alse

53.) nvironmental concerns have been on the decline in the past decadeC
government legislation and the green movement may be the cause of this

trend.
a3$rue /.Fa(se Ans1 er6FALSE
Di2Zb2 Page Red. 0
Ski((6ConQept
% %0ti4e63 B

HD3When a consumer learns about a new product for the first time and time
ma( es a decision to try it/it is called the alternative evaluation process3

a3$rue /.Fa(se (Answer: False; p. 142;
Moderate)

HH3$ he consumer8 purchase decision will be to buy the most preferred
brand/but two factors can come between the purchase intention and
purchase decision3$ he first factor is need recognition3

a3$rue /.Fa(se (Answer: False; p. 143;
Moderate)
HI 37 ost businesses that manufacture products for the consumer mar( et

also sell directly to consumers3

a3$rue b3. alse

HL3Early adopters are guided by respect: they are opinion leaders in their



communities and adopt new ideas early but carefully3

a. True (Answer: True; p. 14 ; Moderate)
b3. alse

HMB0 issonance-reducing buying behavior occurs when consumers are highly
involved with an e pensive/infre' uent/or ris(y purchase but see a lot of
difference among brands3

a3$rue /.Fa(se (Ans1 er6Fa(se; p.1 ; Cha((enging)

HN3Social classes are society8 relatively permanent and ordered divisions
whose members share similar values/interests/and behaviors3

a. True (Answer: True; p. 132; Easy)
b3. alse

[ 03Your manager as( ed you to go through three of your competitors8
garbage bins to gather mar( eting intelligence from their discarded
paperwor( 35 ne of them caught you in the act and has summoned you to
court3$ he judge will most li( ely rule this to be an illegal activity and fine
you and your company3

a3$rue /.Fa(se (Answer: False; p. 101;
Challenging)

[ 13Product/price/place and promotion ma( e up the elements of a firm&
mar( eting mi 3

CBRITrue (Confirm) (100A Sure) b3, alse

[ 23Strategic mar( et planning is the tas( of selecting an overall company
strategy for long-run survival and growth3

a. True (Ans1 er6True; p. 5 ; Mo, erate) b3. alse

[ ) ‘At times it becomes necessary to reduce demand for some products
and services3When the government tries to reduce the smo( ing of
tobacco products/it adds more ta to the products and is practicing
demar( eting3

a. True (True; Eas3; p. 11) b3. alse



[ D3Smart mar( eters loo( beyond the attributes of the products and services
they sell3$hey create brand e periences for consumers3

a. True (True; Mo, erate; p. 8) b3. alse

[ H3 t is important to note that data becomes oldFage ' uic(ly/and ( eeping
the database current re' uires a major effort3

a. True (Ans1 er6True; p.: : ; Eas3) b3. alse

[ I 3When your mar( eting manager discussed factors and forces outside
mar( eting that affect mar( eting management£ ability to build and
maintain successful relationships with targ  :ustomers/you (new that
she was tal(ing about the e ternal mar(etii :oncept3

a3$rue /.Fa(se (Fa(se; Mo, erate; p. 109)

I L3$he early majority are deliberate: although they rarely are leaders/they
adopt new ideas before the average person3

a. True (Answer: True; p. 14 ; Moderate)
b3. alse

[ MB n general/innovators tend to be relatively older/more mature/and have
a lower income than late adopters3

a3$rue /.Fa(se (Answer: False; p. 14 ;
Challenging)

[ N3- ustomer-perceived value depends on the product8 perceived
performance relative to a buyer8 e pectations3

B True (Theme 1 page 1) (100A Sure) b3. alse

L037 ar( eting research is conducted to systematically design/collect/and
report data directly relevant to a specific mar( eting situation facing the
organization3

a3$rue /- Fa(se (Ans1 er6Fa(se; p. 102; Mo, erate)

L13$he first step in strategic planning is to define the company mission3



(Ans1 er6True; p. 39; Mo, erate) a. True b3. alse

L23Almost all major purchases result in cognitive dissonance/or discomfort
caused by post purchase conflict3

a. True (Answer: True; p. 144; Easy)
b3. alse

L) 3Significant reasons for business laws to be enacted include protecting the
interests of society/protecting consumers/and protecting companies
from each other3

a. True (True7 Easy7p. A25C b3. alse

LD3$he order-routine specification includes the final order with the chosen
supplier or suppliers and lists items such as technical specifications/
" uantity needed/e pected delivery time/return policies/and warranties3

a. True (Lesson no 18 Page no 9: %{, - an, outs) b3. alse
LH3People differ greatly in their readiness to try new products3,n each
product area/there are Jconsumption pioneersX$hey are also called

laggards3

a3$rue /.Fa(se (Answer: False; p. 14 ;
Challenging)

LI 3A mar( et segment consists of consumers who respond in different ways
to a given set of mar( eting efforts3

a3$rue /. Fa(se (Ans1 er6Fa(se; p. 50; Mo, erate)
LL3$he selling concept holds that consumers will not buy enough of the

firm8& products unless it underta( es a large-scale selling and promotion

effort3

a. True (True; Eas3; p. 12) b3. alse

LMB7 ar( eting offers are limited to physical products3

a3$rue /.Fa(se (100A sure)



LN3$ oday8 mar( eters recognize the importance of wor(ing with their
intermediaries as channels through which they sell their products rather
than as mere products3

a3$rue REIEY Fase (Consirm) (100A Sure)

M)3Your firm faces determined mar( eting intelligence efforts by competitors3
You ta( e the typical response by Jletting it rideX

a3$rue /- Fa(se (Ans1 er6Fa(se; p. 101; Eas3)

ML 3, n the general needs description of the buying process/the buyer
describes the characteristics and ' uantity of the needed item3

a. True (Page Re%195 TRUE 19) b3. alse

M23$ he significant trends in the natural envirorment includes shortages of
raw materials and increased pollution3

a3$rue

/.Fa(se (False74 hallenging7p. A2EC

M) 37 ission statements should both fit the mar( et environment and be
motivating3

a. True (Ans1 er6True; p. 3: ; Eas3) b3. alse
MD3$he main differences between business and consumer mar( ets are in

mar( et structure and demand/the nature of the buying unit/and the

types of decisions and the decision process involved3

a. True (Lesson no 18 Pageno 9 %{, - an, outs) b3. alse
MH3$ he research and development department just released a report and

commented that J 0 efining the problem and research objectives is often

the hardest step in the research processX

a. True (Ans1 er6True; p. 102; Eas3) b3. alse

M 3Delivering superior customer value and customer satisfaction are the t8 o keys
to building lasting customer relationships.

a. True b3. alse



0. . Your accounting department must measure revenues and costs to help the
marketing department kno8 ho8 8 ell it is achieving its ob%ctives.

a. True (True; Eas3; p. 10. ) b3. alse

MVBAfter conducting formal mar( eting research for your department/you
ma( e an oral presentation with notes to management3You are following
normal mar( eting research steps3

a3$rue /. Fa(se (Ans1 er6Fa(se; p. 102; Mo, erate)

MN3Although consumers in different countries have different values/attitudes/
and behaviors/the products they buy are very similar to each other3

a3$rue /- Fa(se (Ans1 er6Fa(se; p. 1 . ; Cha((enging)

NO3- ustomer value is defined as the customer8 evaluation of the perceived
difference between all the benefits and all the costs of a mar( eting offer
relative to those of competing offers3

BB True (Theme 1 page.) (100A Sure) b3, alse

N13$he simplest definition of modern mar( eting is managing profitable
customer relationships3

a. True (True; Eas3; p. 5) b3. alse

N237 ar(eting mi is the set of uncontrollable/mar( eting tools that the firm
can use to influence the demand for its “roducts3

a3$rue /.Fa(se (Ans1 er6Fa(se; p.52;
Mo, erate)

N) 3An effective 7 ,S =7 ar( eting ,nformation System) assesses information
needs/develops needed information/and distributes the information to



help managers use in decision ma(ing3
a. True (Ans1 er6True; p.: . ; Mo, erate) b3. alse

ND37 ar( eters of products/services/and ideas only practice mar( eting/
whereas buyers do not3

a3$rue /.Fa(se
NH3, n a straight rebuy/the buyer wants to alter product specifications/prices/
terms/or suppliers3

a3$rue /.Fa(se (Lesson no 18 Page no 98 %, - an, outs)

NI 3Human needs are shaped by culture and individual personality3
a3$rue /- Fa(se (Lesson no 2 Page no 10 %{, - an, outs)
NL3Secondary data provide good staring points and often help to define
problems and research objectives/though most companies must also

collect primary data3

a. True (Ans1 er6True; p. 105; Mo, erate) b3. alse

NMB6ate( eepers have formal or informal power to select or approve the final
suppliers3

a3$rue /- Fa(se
Gatekeepers ha4e Drma(or indbrma(pol er to se(e0t or appro4e the
Sna(supp(iers.
Ans1 er6FALSE
Ski((6Con0Oept

%/ 7%0ti4e6L%8.26l, entiZ3 the ma7r 210tors that inJuenOe /usiness
/u3er /ehadior.
DiZAOu(t36Eas3

NN3- onsumer organizations such as environmental and minority groups may
" uestion a company8& mar( eting decisions3$ his type of public is called the
local public3



a3$rue /.Fa(se (False7Moderate7p. AADC

1003When railroad companies thought that users wanted trains rather than
transportation and overloo( ed the growing challenge of other modes of
transportation they were following the selling concept3
a3$rue

PBREICE Fa(se (ConSrm) (CorreOt Pro, udt ConOept) (100A Sure)

1013$he reason the demographic environment is of major interest to
mar( eters is because it involves people/and people ma( e up mar( ets3

RWITrue (ConSrm) (100A Sure) b3 alse
10237 ission statements should be realisti- nd general in nature3

a3$rue /.Fa(se (Ans1 eré6Fa(se;p.3:;
Mo, erate)

10D3$ he newer the buying tas( /and the more comple and costly the item/the
lesser the amount of time the buyer will spend searching for suppliers3

a3$rue /. Fa(se (Lesson no 18 Page no 9: %, - an, outs)

10H36uided by mar( eting strategy/the company designs a mar( eting mi
made up of factors under its control-product/price/place/and promotion3

a. True (Ans1 er6True; p. 52; Mo, erate) b3. alse
101 3An S94 can be a company division/a product line within a division or

sometimes a single product or brand3

a. True (Answer: True; p. 40; Easy)

b3. alse

10L3 A belief is the specific mi of human traits that may be attributed to a



particular brand3

a3$rue /.Fa(se (Answer: False; p. 141;

Moderate)

10MBJ At Ni( e/we sell shoesKis a mar( et-or” “nted business definition3

a3$rue /.Fa(se (Ans1 er6Fa(se;p.3. ;
Mo, erate)

10N3When backed by buying po8 erlneeds become demands.
a3$rue

/- Fa(se (? esson no 2 , age no AABId 3 andouts and ? esson no ;; , age
no 222 Bld 3 andoutsC

1103When backed by buying po8 er18 ants become demands.

a. True (? esson no 2, age no AABId 3 andouts and ? esson no ;; , age
no 222 Bld 3 andoutsC
b3 . alse

1113A dissonance reducing buying behavior is designed to probe consumers;
hidden/subconscious motivations3

a3$rue /- Fa(se (Ans1 er6Fa(se; p. 1 5; Cha((enging)

1123- onsumer buying behavior refers to the buying behavior of businesses3

a3$rue /. Fa(se (Ans1 er6Fa(se; p. 12. ; Eas3)

11) 3$he researcher interprets findings/draws conclusions/and reports those
conclusions to management3, deally/we should present important
findings that are useful to the major decisions faced by management to
prevent overwhelming them3

a. True (Ans1 er6True; p. 113; Mo, erate) b3 alse

11D3600d sources of mar( eting intelligence information includes competitors/



nnual reports/business publications/trade show e hibits/press release

advertisements/and Web pages3

s/

a. True (Ans1 er6True; p. 101; Mo, erate) b3. alse

wA market segment
consists of consumers
who respond In

di( erent wa)s to a
given set of
marketing e( orts.

A Market segment
consists of consumers
who respond In

di( erent wa)s to a
given set of
marketing e( orts

111 3Who is our target mar( et and what;s our value proposition are two
important ' uestions underlying mar( eting strategy3

CRBTrue (Theme 1 page 9) (100A Sure) b3, alse



11L3$he societal mar( eting concept calls on mar( eters to balance consumer
wants and desires, company profits, and society's interests.

SRR True (Theme 1 page 8) (100A Sure) b3. alse

11MB7 ost firms follow the production concept when they face overcapacity3

a3$rue IBEIEIFa(se (Theme 1 page 5) (100A Sure)

11N3A company with limited resources might decide to serve all segments of a
mar( et3

a3$rue /. Fa(se (Ans1 er6Fa(se; p.50; Mo, erate)

1203At Air 5nline/Jwe create customer connectivity/anytime /anywhereXis a
product-oriented business definition3

a3$rue /.Fa(se
At AmeriOa %n(ine; “1 e Oreate OQustomer Oonne(ti4it3; an3time;

an31 here.” is a pro, uOtBriente, /usiness, e3nition. (Ans1 er6Fa(se;
p-3. ; Mo, erate)

1213$he image a product reflects in the minds of consumers is called mar( et
segmentation3
a3$rue (Ans1 er6Fa(se; p. 50; Eas3) /. Fa(se

1223- ustomer 1elationship 7 anagement = 17 ) is nothing more than a
customer data management activity3

cBITrue (Confirm) (100% Sure) b3, alse

12) 37 ajor factors are changing the face of today& mar( eting communications3
7 ass mar( ets have fragmented: thus/mar( eters are shifting away from
mass mar( eting3

a. True (Lesson no 32 Page no 180 %{, - an, outs) b3. alse

12D3A brea( -even chart shows the total cost and total revenue e pected at
various sales volume levels3

a. True (Lesson no 25 Page no 120 %{, - an, outs) b3. alse

12H30 emand and consumer value perceptions set the floor for prices3



a3$rue /.Fa(se (Fa(se; p. 283; Mo, erate)

121 3,n industrial mar( ets/product managers have an influence on the
company8 price-setting decisions3

a. True (True; p. 28: ; Eas3) b3. alse

12L3- ost-based pricing relies on consumer perception of value to drive pricing3

a3$rue /.Fa(se (Fa(se; p. 289; Eas3)

12MB, nformative ads are used primarily in the growth stage of the product life

cycle3

a3$rue /.Fa(se Ans1 er6FALSE
Di2b2.
Page Re®» 31.
SKi((6Con0Oept
%/ 7%e0ti4e6 5B

12N35verhead cost is another term for variable cost3

a3$rue /. Fa(se (Fa(se; p. 288; Eas3)

1) 03Slice of life/lifestyle /and personality symbol are all parts of public relations3

a3$rue /. Fa(se (Lesson no 33 Page no 192 %{, - an, outs)

1) 13Percentage-of-sales method wrongly views sales as the cause of promotion
rather than the result3

a. True (Lesson no 32 Page no 185 %{, - an, outs) b3. alse

1) 23When a manufacturer see( s a mar( et for by-products and accepts a price
that covers more than the cost of storing and delivering them/it is able to
reduce the main product& price to ma( e it more competitive3

a. True (True; p. 299; Mo, erate) b3. alse

1)) 3An e ample of service variability is that within a given 7 arriott hotel /one
registration-des( employee may be cheerful and efficient/whereas another



may be unpleasant and slow3

a. True (100A Sure) b3. alse

1) D30 eveloping a stronger position within several segments creates more total
sales than undifferentiated mar( eting across all segments3

a. True (100A Sure) b3. alse

1) H3When a company introduces a new brand name in the same product
category/it is called line e tension3

a3$rue /.Fa(se (100A Sure)

Answer: FA?SE
Diff: 2, age 6 ef: 25D
Skill: 4 oncept
Bbjective: H;

1) I 3Cahore . lorists segments mar( ets into groups of nonusers/e -users/
potential users /first-time users/and regular users of its flowers and
services3$ his firm uses usage rate as the segmentation approach3

a3$rue /.Fa(se



123) LaGrange Florists segments markets into groups of nonusers, ex-users, potential

users, first-time users, and regular users of its flowers and services. This firm uses usage
rate as its segmentation approach.

Answer: FALSE

Diff: 2 Page Ref: 197
AACSB: Analytic Skills
. Skill: Application
Objective: 7-2

Note6Name, iZerenOe, ou/tu(

1) L3$oday/most companies have moved away from mass mar( eting and are
being choosier about the customers with whom they wish to build
relationships3

a. True (100A Sure) b3. alse

1) MBShopping products are less fre' uently purchased consumer products and

services that customers compare carefully on suitability/' uality/price and
style3

a. True (100A Sure) b3. alse

1) N3Service inseparability means that the ' uality of services depends on who
provides them/as well as when/where/and how they are provided3

a3$rue /.Fa(se (100A Sure)

1DOAt a recent mar( eting seminar/the featured spea( er stated that a target
mar( et consists of a set of buyers who share common needs or

characteristics that the company decides to serve3You believe this is a
correct definition3

a3$rue /.Fa(se (100A Sure)
1D13At this point your company wants to move away from mass mar( eting and
engage in target mar( eting3$he three steps to ta( e/in order/are mar(et

segmentation/mar( eting positioning and target mar( eting3

a. True (100A Sure) b3. alse



1D23- ommercial accounting is done through a system (nown as:

a3$rue JBEIEY Fa(se (ConSrm) (100A Sure)

1D) 3A9- ,nterior 0 esigns wants to collect research data through mechanical
observation3$he three typical methods are video cameras/chec( out
scanners/and internet coo(ies3

a3$rue /.Fa(se (Ans1 er6Fa(se; p. 111; Cha((enging)

1DD37 ar( eters all agree that ' uestionnaires are the most common research
instrument3

a. True (Ans1 er6True; p. 111; Eas3) b3. alse

1DH3An increasing number of retailers and wholesalers have created their own
brands-such as Hyper Star offering variety of food products3$his is called
co-branding3

a3$rue /.Fa(se (Fa(se; p. 233; Cha((enging; L%3)

An increasing number of retailers and wholesalers have created their own
brandsS such as Wal-7 art offers Sam8 - hoice beverages and food products3
$his is called co-branding3= alse: p32) ) : - hallenging: C5))

1DI 3- ustomer retention is perhaps the best measure of ' uality-a service firm&
ability to hang on to its customers depends on how consistently it delivers
value to them3

a. True Answer: T6 UE b. Balse
Diff: 2 ,age6ef:2;2
Skill: 4 oncept
Bbjective: HE

1DL3 n international product and service mar( eting/it is important to ( now
what different colors mean to different countries3

a. True (True; p. 232; Eas3; L%3) CAACS) 6G(o/a(D b3. alse
,n international product and service branding/it is important to (now what

different words mean in different countries3
=$rue: p32) 2: Easy: C5)) TAA- S9: 6lobalU



Note6Marketing an, /ran, ing, iZeren0Oe
1DMBPrograms that include public health campaigns to reduce smo(ing/
alcoholism/drug abuse/and overeating are e amples of the social idea
(nown as social mar( eting3

a. True (Lesson no 13 Pageno 5 ;5 5 %rigina() ook) b3. alse

1DN3, n industrial mar( ets/salespeople outran( top management in determining
the sales price of products3

a3$rue /. Fa(se (Fa(se; p. 28: ; Eas3)
1HO3P5 P promotions include displays and demonstrations that ta( e place at the
point of purchase or sale3
a. True (Lesson no 3 Page no 199 %{, - an, outs) b3. alse

1H13f - anon - amera - ompany follows a high-price /high-margin strategy/it may
attract competition from Ni( on/7 inolta and Penta 3

a. True (True; p. 293; Mo, erate) b3. alse

1H23$he three characteristics for advertising appeals are: meaningful /believable
and distinctive3

a. True (Lesson no 33 Page no 191 %{, - an, outs) b3. alse

1H) 39ecause there is such variation among the economies of countries around the
world/it is not practical to segment international mar( ets on the basis of
economic factors3

a3$rue /.Fa(se

1HD37 any mar( eters believe that behavior variables are the best starting point for
building mar( et segments3

a. True (Lesson no 19 Page no. 5 %, - an, outs) b3. alse

1HH3Product costs set a floor to the price: consumer perceptions of the product8
value set the ceiling3

a. True (True; p. 283; Eas3) b3. alse



1HI 30 ove mar( eters can go beyond the brand8 cleaning cream attributes and tal(
about the resulting benefit of softer s(in3$ his is (nown as product attributes in
brand positioning3
a3$rue /- Fa(se (Fa(se; Cha((enging; p. 2: 2)
1HL3, nternal mar( eters face special challenges3$ hey must figure out what products

to introduce to other countries3

a3$rue /. Fa(se (Fa(se; Mo, erate)

1HMBValue-based pricing is the reverse of cost-based pricing3
a. True (True; p. 28 ; Cha((enging) b3. alse

1HN3An e-mail from a company that offers free shipping on your ne t purchase of
more than 1s3) 000FV is an e ample of sales promotion3(Dou/ t2u()

a. True b3. alse

11 03- o-branding is a form of product that consists of activities /benefits or
satisfactions offered for sale that are essentially intangible and do not result in
the ownership of anything3E amples are ban(ing/hotel/airline/retail /ta
preparation and home repair3(Dou/ t2u()

a3$rue /.Fa(se



Service A form of product that consists of
activities, benefits, or
satisfactions offered for sale that
are essentially intangible and do
not result in the ownership of
anything (banking, hotel, airline,
retail, tax preparation, home

repairs).
i

11 13A company8 total mar( eting communications mi is also called its promotion
mi 3

a. True (Lesson no 32 Page no 15: %, - an, outs) b3. alse

11 23Your assignment at wor( is to divide buyers into different groups based on
social class/lifestyle and personality characteristics3After a planning session
with the mar( eting and sales staff/you issue a memo to upper management
recommending psychographic segmentation3You are right on target3

a. True b3. alse

11) 35ne important ' uality for a brand name is that it should translate easily into
foreign languages3

a. True (Lesson no 20 Page no: 9 %, - an, outs) b3. alse

11 D3$ he simplest pricing method is brea( -even pricing-adding a standard mar(up
to the cost of the product3

a3$rue /.Fa(se (Fa(se; p. 289; Eas3)

11 H3 f the pull strategy is effective /consumers will then demand the product from
channel members/who will in turn demand it from producers3

a. True (Lesson no 32 Page no 189 %{, - an, outs) b3. alse

111 39ehavioral segmentation re' uires finding the major advantages or features
people loo( for in the product class/the (inds of people who loo( for each



advantage or feature and the major brands that deliver each advantage or
feature3

a3$rue /.Fa(se

11 L3$ he service-profit chain means the set of all product lines and items that a
particular seller offers for sale3

a3$rue /. Fa(se
Answer: FA?SE
Diff: 2 , age 6 ef:2EH

Skill: 4 oncept

Bbjective: HE

11 MB- ompetitors prices and offers are e ternal factors that companies have to deal
with3

a. True (True; p. 28. ; Eas3) b3. alse

11 N3When a major moving van company sells accessory products that must be used
in moving a household8 furniture/it is practicing captive-product pricing3

a. True (True; p. 299; Eas3) b3. alse

1L03Shopping . or $he 1lich and . amous is a buying service that helps wealthy
clients find the best buys in e clusive clothing/high-end cars/travel and
financial services3$ his firm would use income segmentation3

Answer: T6 UE

Diff: 2 , age 6 ef: AF;

AA4 S0: 6 eflective Thinking Skills

Skill: Application

Bbjective: 7-2 b3. alse



1L137 anufacturers may offer an allowance in return for the retailer8 agreement to
feature the manufacturer8® products in some way3

a. True (From Goog(e) b3. alse

Manufacturers also may offer an allowance (usually so much off per
case) in return for the retailer's agreement to feature the
manufacturer's products in some way.

1L23Niche mar( eting offers smaller companies an opportunity to compete by
focusing their limited resources on serving niches that may be unimportant to

or overloo( ed by larger companies3

a. True b3. alse

1L) 3$he demand curve shows the number of units the mar( et will buy in a given
time period at different prices that might be charged3,n normal cases/the

higher the price/the higher the demand3

a3$rue /. Fa(se (Fa(se; p. 292; Eas3)

1LD3Sales promotion consists of short-term incentives to encourage purchases or
sales of a product or service3

a. True (Lesson no 3 Page no 195 %{, - an, outs) b3. alse

1LH3- onsumers position products with or without the help of mar( eters3

a. True b3. alse

1LI 3$he widespread use of mass mar( eting has mas( ed the fact that for centuries
consumers were served as individuals where businesses practiced individual

mar( eting3

a. True (Answer. True; p0100; 2asy; L4 4) b3. alse

1LL3? arachi 6ifts divides its mar( ets into units of nations/regions/and cities3

9ombay uses geographic segmentation3
a. True Answer: T6 UE b. Balse
Diff: 2 , age 6 ef: AFA
AA4 S0: Analytic Skills
Skill: Application
Bbjective: 7-2



1LMB4 nsought products are products and services that the customer usually buys
fre' uently/immediately /and with a minimum of comparison and buying effort3

a3$rue /.Fa(se (Lessonno 1: Pageno: 3 % - an, outs)
1LN3We define service as anything that can be offered to a mar( et for attention/
ac' uisition/use or consumption and that might satisfy a want or need3

a3$rue /.Fa(se (100 A Sure)

1M)3Each firm should be able to find a single way to segment each mar( et3
a3$rue /- Fa(se (Ans1 er6Fa(se; p. 185; Eas3)
1ML3n a product business/products are fairly standardized and can sit on shelves
waiting for customers3, n a service business/the customer and front-line
service employee interact to create the service3
a. True (Chapter no 15 Page no 83 %rigina() ook) b3. alse

1M23Pac( aging does not include the material necessary to ship a product3

a3$rue /.Fa(se

Packaging

Activity of designing and
producing the container or
wrapper for a product.

Packaging used to just
contain and protect the
product.




Goals of Packaging

Protection against damage, spoilage,
tampering etc.

1M 3$his type of segmentation uses different mar( eting approaches for different
time periods of peoples lives and different family situations3$ his segmentation
method is called demographic3
a3$rue /. Fa(se (Ans1 er6Fa(se; p. 189; Mo, erate)
1MD36ender segmentation has long been used in clothing/cosmetics/toiletries and
magazines3

a. True (Chapter no 10 Page no 01 %rigina() ook) b3. alse

1MH3Products support services identify the product or brand/describe several
things about the product/and promote the product through attractive graphics3

a3$rue /.Fa(se (Lesson no 20 Pageno: : %, - an, outs)

1M 3A company8 product mi has four important dimensions: width/length /depth
and consistency3

a. True (Lesson no 13 Page no 590 %rigina() ook) b3. alse

1M.30eveloping a stronger position within several segments creates more total
sales than undifferentiated mar( eting across all segments3

a. True (Lesson no 1. Pageno. 9%, - an, outs) b3. alse
1MVB$ he brand of a product can determine its customer value3
a. True (True; p. 228; Mo, erate; L%2) b3. alse

1MN3Style is a larger concept than design30 esign describes the appearance of a
product3



a3$rue /. Fa(se (Lesson no 20 Page no: 8 %{, - an, outs)

1NO3- ustomers come to (now a brand through a wide range of contacts and touch
points3$hese include word of mouth /personal interactions with company Web

pages37 any brands are not maintained by advertising but by brand
e perience3

a. True (Chapter no 13 Page no 589 %rigina() ook) b3. alse

To, a3; Oustomers Oome to knol a /ran, througha1li, e range o2
OontaOts an, touOh points. These inO(u, e a, 4ertising; /ut a(so
persona( eEperienOe 1 ith the /ran, ; 1 or, o2Zmouth; persona(
interaOtions 1 ith Jompan3 peop(e; te(ephone interaOtions; Jompan3

F e/ pages an, man3 others. (Chapter no 13 Page no 589 %rigina(
) 00k)

1N13A product8 position is the way the product is defined by the retailers who sell
it to target mar( ets3t is how it is defined on important attributes the place the
product occupies in the retailers minds relative to competing products3
(Rea, Lessonno 1. Pageno.. %, - an, outs)

a. True b3. alse

1N23An aspect of managing service differentiation is in the company8 service
delivery3

a. True (100A Sure) b3 alse

1N) 31 esearch about and planning for loyalty status as a segmentation approach is
generally not useful or practical for most firms3

a3$rue /. Fa(se (Ans1 er6Fa(se; p. 193)



1: . Kia offers a ne8 car model 8 ith the same features as a comparable but higher
priced , oyota or Bord and provides a longer 8 arranty. Kia is follo8 ing a more-
for-less strategy.

a., rue Answer: FA? SE
Diff: E , age 6 ef: 2AE
AA4 S0: Analytic Skills
Skill: Application
Bbjective: 7-;

1NH: 7 aslow8 theory is that human needs are arranged in a hierarchy3$ hey
include physiological needs/safety needs/social needs/esteem needs/and
self-actualization needs3An unsatisfied need motivates one to ta( e action to
satisfy it3

a. True (Ans1 er6True; p. 13: ; Mo, erate) b3. alse

1NI 3A business mar( eter normally deals with far fewer buyers than the
consumer mar( eter does3

a. True (Lesson no 18 Pageno 9 %({, - an, outs) b3. alse

14.), he demand curve sho8 s the number of units the market 8 ill buy in a given
time period at different prices that might be charged. 'n normal cases1the higher
the pricelthe 108 er the demand.

a. True Answer: T6 UE b. Balse
Diff: 2 , age 6 ef: EIR
Skill: 4 oncept
Bbjective: AD-E

1. $he most effective consumer promotion tool is sampling3
A. True (Page no 9. . origina(/ook not han, outs) 93. alse

2. Mabor factors are changing the face of today3s marketing communications.
Mass markets have fragmented1thuslmarketers are shifting a8 ay from mass
marketing.

A. True (Page no 920 origina( / ook not han, outs) 93 alse

) 3 - ompanies that set a low initial price in order to get their Jfoot in the
doorK' uic(ly and deeply/attract a large number of buyers ' uic(ly/and
win a large mar( et share practice mar( et-s(imming pricing3
(Fa(se; p. 295; Eas3)



D3 When a manufacturer see( s a mar( et for by-products and accepts a price
that covers more than the cost of storing and delivering them/it is able to
reduce the main product8 price to ma( e it more competitive3
(True; p. 299; Mo, erate)

H3 $he simplest pricing method is brea(-even pricingS adding a standard
mar( up to the cost of the product3
(Fa(se; p. 289; Eas3)

6. ) nvironmental elements are categoriled as external factors that affect pricing
decisions.
Answer: T6 UE
Diff: 2 , age 6 ef: FDD
Skill: 4 oncept
Bbjective: AD-E

. P9 P promotions include displays and demonstrations that take place at
the point of purchase or sale.
A. True (Briginal book page no 7HHnot handoutsC . Balse

0. 'fdemand changes greatly 8 ith pricel8 e say the demand is inelastic.
Answer: FA?SE
Diff: 2 , age 6 ef: EDE
Skill: 4 oncept
Bbjective: AD-E

4. Pricing often plays an important role in helping to accomplish company8
multi-level objectives3
(True; p. 283; Eas3)

10. ,nformative ads are used primarily in the growth stage of the product life
cycle3
A3$rue ) . Fa(se

113%$he more elastic the demand/the more it pays for the seller to raise the
price3
(Fa(se; p- 293; Cha((enging)

123Slice of life/lifestyle and personality symbol are all parts of public
relations3
A3$rue ) .Fa(se () ook page no 98: origina(/ook not han, outs)

1) 3 f- anon - amera - ompany follows a high-price/high-margin strategy /it
may attract competition from Ni( on/7 inolta/and Penta 3
(True; p. 293; Mo, erate)

12. 'f the pull strategy is effectivel consumers 8 ill then demand the product from
channel members18 ho 8 ill in turn demand it from producers.
Answer: T6 UE
Diff: 2 , age 6 ef: ;25



Skill: 4 oncept
Bbjective: A;-;

1H3 - ompanies that set a low initial price in order to get their Jfoot in the
doorK"' uic(ly and deeply/attract a large number of buyers ' uic(ly/and
win a large mar( et share practice mar( et-s(imming pricing3
(Fa(se; p- 295; Eas3)

11 3Pricing often plays an important role in helping to accomplish a
company8 multi-level objectives3
(True; p. 283; Eas3)

1L3A specific communication tas( to be accomplished with a specific target
audience during a specific period of time is called an advertising
objective3

A. True (%rigina( / ook page no: 05) 93 alse

1MB0 emand and consumer value perceptions set the floor for prices3
(Fa(se; p- 283; Mo, erate)

1N3 Manufacturers may offer an allo8 ance in return for the retailers agreement
to feature the manufacturerE products in some 8 ay.
A. True (, age no ATHBId 3 andoutsC . Balse

27. - ales promotion consists of short-term incentives to encourage the purchase
or sale of a product or service.
A. True (, age no 2DDBId 3 andoutsC . Balse

21. When a major moving van company sells accessory products that must be
used in moving a household8 furniture/it is practicing captive-product
pricing3
(True; p. 299; Eas3)

22.Value-based pricing is the reverse of cost-based pricing3
(True; p. 28 ; Cha((enging)

2) 3Product costs set a floor to the priceCconsumer perceptions of the productk
value set the ceiling.
Answer: T6 UE
Diff: 2 , age 6 ef: 2FA
Skill: 4 oncept
Bbjective: AD-2

22. - ompetitors8prices and offers are e ternal factors that companies have to
deal with3

(True; p. 28. ; Eas3)

2H3$he demand curve shows the number of units the mar( et will buy in a
given time period at different prices that might be charged3, n normal



cases/the higher the price/the higher the demand3
(Fa(se; p. 292; Eas3)

21. Value-based pricing is when costs vary directly with the level of product3
(Fa(se; p. 28 ; Mo, erate)

2L3%he most e pensive consumer promotion tool is sampling3
A.True (Pageno1 % - an, outs) 93 alse

2MB - ost-based pricing relies on consumer perception of value to drive pricing3
(Fa(se; p- 289; Eas3)

2N3 Overhead cost is another term for variable cost.
(Fa(se; p. 288; Eas3)

) 03,n industrial mar( ets/product managers have an influence on the
company8 price-setting decisions3
(True; p. 28: ; Eas3)

) 13, he percentage-of-sales method 8 rongly vie8 s sales as the cause of promotion
rather than the result.
Answer: T6 UE
Diff: 2 , age 6 ef: ; 2E
Skill: 4 oncept
Bbjective: A;-;

32. A company3s total marketing communications mix is also called its promotion
mix.

A. True (, age no AbDold handoutsC . Balse

) ) 3An e-mail from a company that offers free shipping on your ne t purchase
of more than 1s) 000FV is an e ample of sales promotion3
A. True 93 alse

) D3Advertisers loo( for media that showcase the product effectively3
. ashions are best advertised on television/and automobile performance
is best in color magazines3
A3$rue ) . Fa(se (Page no 19 o(, han, outs)

) H3,n industrial mar( ets/salespeople outran( top management in
determining the sales price of products3
(Fa(se; p. 28: ; Eas3)

) I 3Value-based pricing is when costs vary directly with the level of product3
(Fa(se; p- 28 ; Mo, erate)

) L3%$he three characteristics for advertising appeals are: meaningful/
believable and distinctive3
A. True (%rigina() ook pageno. 03;. 0 ) 93 alse



) MBA brea( -even chart shows the total cost and total revenue e pected at
various sales volume levels3
(True; p. 289; Eas3)

) N3$he media planner has to (now the reach/fre' uency/and impact of each
ad3
A. True (%rigina() ook Page no . 09) 93. alse

76., arle) -- avidson customers are mainl) the, ell.s Angels/Muscle , eads
crowd.
(Answer: False p. 018 2as))

77. 3he, arle) -- avidson 4ompan) found out that bu) ing behavior is
simple and understanding it is the essential task of marketing
management.

(Answer: False p. 018 Moderate)

78. 4onsumer bu) ing behavior refers to the bu) ing behavior of businesses.
(Answer: False p. 018 2as))

75. 3he central 6uestion for marketers is: , ow do consumers respond to
various marketing e( orts the compan) might use7 3he starting point is
called the stimulus-response of bu) er behavior.

(Answer: 3rue p. 015 Moderate)

88. A dissonance-reducing bu) ing behavior is designed to probe
consumers. hidden, subconscious motivations.
(Answer: False p. 09: 4hallenging)

80. 2ach culture contains groups of people with shared value s) stems
based on common life e; periences and situations.
(Answer: 3rue p. 015 Moderate)

81. Asian Americans, the fastest growing and most affluent U.S.
demographic segment, include 4hinese Americans, 7apanese Americans,
Asian Indians, Aorean Americans, and Filipino Americans.

(Answer: 3rue p. 031 2as))

83. Bounger consumers are better o( financiall) than mature consumers.
3he) are the ideal market for e; otic travel, restaurants, high-tech home
entertainment products, and leisure goods and services.

(Answer: False p. 031 2as))

89. Social classes are societ) .s relativel) permanent and ordered divisions
whose members share similar values, interests, and behaviors.
(Answer: 3rue p. 031 2as))

8: . Social classes are now taking to the streets, as well as cafes,
nightclubs, and the Internet, in record numbers. 3heir goal: to seek out the
trendsetters in each communit) and subtl) push them into talking up a
specific brand to their friends and admirers.

(Answer: False p. 031 Moderate)

86. Gifest) le is a person.s pattern of living as e; pressed in his or her


http://www.vuzs.info/

ps) chographics.
(Answer: 3rue p. 036 2as))

87. A belief is the specific mi; of human traits that ma) be attributed to a
particular brand.
(Answer: False p. 090 Moderate)

88. A person.s bu) ing choices are further inDuenced b) four makor

ps) chological factors: motivation, perception, learning, and beliefs and
attitudes.

(Answer: 3rue p. 038 2as))

85. A motive e; ists when consumers are highl) involved with an

e; pensive, infrebuent, or risk) purchase but see little di( erence among
brands.

(Answer: False p. 038 2as))

58. Maslow.s theor) is that human needs are arranged in a hierarch). 3he)
include ph) siological needs, safet) needs, social needs, esteem needs, and
self-actualiFation needs. An unsatisfied need motivates one to take action
to satisf) it.

(Answer: 3rue p. 035 Moderate)

50. Alternative evaluation is the process b) which people select, organiFe,
and interpret information to form a meaningful picture of the world.
(Answer: False p. 091 4hallenging)

51. 3he consumer.s purchase decision will be to bu) the most preferred
brand, but two factors can come between the purchase intention and
purchase decision. 3he first factor is need recognition.

(Answer: False p. 093 Moderate)

53. After purchasing the product, the consumer will be satisfied or
dissatisfied and will engage in postpurchase behavior.
(Answer: 3rue p. 099 2as))

59. Almost all mabr purchases result in cognitive dissonance, or
discomfort caused b) postpurchase conDict.
(Answer: 3rue p. 099 2as))

5:. G hen a consumer learns about a new product for the first time and
makes a decision to tr) it, it is called the alternative evaluation process.
(Answer: False p. 091 Moderate)

56. Heople di( er greatl) in their readiness to tr) new products. In each
product area, there are “consumption pioneers.” 3he) are also called
laggards.

(Answer: False p. 096 4hallenging)

57. 2arl) adopters are guided b) respect the) are opinion leaders in their
communities and adopt new ideas earl) but carefull).
(Answer: 3rue p. 096 Moderate)

58. 3he earl) mambrit) are deliberate although the) rarel) are leaders,
the) adopt new ideas before the average person.
(Answer: 3rue p. 096 Moderate)

55. 3he late mabrities are skeptical the) adopt an innovation onl) after
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their friends have tried it.
(Answer: False p. 096 4hallenging)

088. In general, innovators tend to be relativel) older, more mature, and
have a lower income than late adopters.
(Answer: False p. 096 4hallenging)

080. Five characteristics are especiall) important in inDuencing an
innovation.s rate of adoption. 3wo of these are relative advantage and
compatibilit) .

(Answer: 3rue p. 097 Moderate)

081. Although consumers in di( erent countries have di( erent values,
attitudes, and behaviors, the products the) bu) are ver) similar to each
other.

(Answer: False p. 098 4hallenging)

083. - issonance-reducing bu) ing behavior occurs when consumers are
highl) involved with an e; pensive, infrebuent, or risk) purchase but see a
lot of di( erence among brands.

(Answer: False p. 099 4hallenging)

089. Alternative evaluation is how the consumer processes information to
arrive at brand choices. 4onsumers do not use a simple and single
evaluation process in all bu) ing situations.

(Answer: 3rue p. 093 Moderate)

08: . 3he consumer.s purchase decision will be to bu) the most preferred
brand, but two factors can come between the purchase intention and
purchase decision. 3he first factor is need recognition.

(Answer: False p. 093 Moderate)

Customer value is defined as the customer's
evaluation of the perceived difference between
all the benefits and all the costs of a marketing
offer relative to those of competing offers.

1. True
2. False

Marketing offers are limited to physical products.

1. True
2. False

uman needs are shaped by culture and
individual personality.

1. True
2. False



. "elling is managing profitable customer
relationships.

1. True

2. False

. When railroad companies thought that users
wanted trains rather than transportation and
overlooked the growing challenge of other modes
of transportation they were following the selling
concept.

1. True
2. False
. Delivering superior customer value and customer

satisfaction are the two keys to building lasting
customer relationships.

1. True
2. False
. (he production concept and product concept are

two philosophies that can both lead to marketing
myopia.

1. True
2. False

. When backed by buying power, needs become
demands.

1. True
2. False

10. Customer, perceived value depends on the

product's perceived performance relative to a
buyer's e- pectations.

1. True
2. False

Mission statements should be realistic and
general in nature.

1. True



2. False

12. "trategic control involves looking at whether
a company's basic strategies are well matched to
its opportunities.

1. True
2. False

13. . fter carefully questioning your msr
suppliers and resellers, you ascertain they do not
form important sources of intelligence
information for marketing decision making.

1. True
2. False

14. Marketing strategy is the marketing logic by
which a company hopes to achieve profitable
customer relationships.

1. True
2. False

15. Making more sales to current customers
without changing a firm's products is market
penetration.

1. True
2. False

16. l1our manager asked you to go through three
of your competitors' garbage bins to gather
marketing intelligence from their discarded
paperwork. 2 ne of them caught you in the act
and has summoned you to court. ( he Qudge will
most likely rule this to be an illegal activity and
fine you and your company.

1. True
2. False
17. "trategic market planning is the task of

selecting an overall company strategy for long,
run survival and growth.



1. True
2. False
1'. When you collect informationfrom your
company's accounting and sales records stored in
the computer. 1ou are developing an internal
database.

1. True
2. False

1). 3. t4ike, we sell shoes3 is a market, oriented
business definition.

1. True
2. False
20. Derived demand refers to the business
demand that ultimately comes from the demand
for consumer goods.

1. True
2. False
21. (he twofold goal of marketing is to attract
new customers by promising superior value and
to keep and grow current customers by
delivering satisfaction.

1. True
2. False

22. (he late marities are skepticalS5they adopt
an innovation only after their friends have tried
it.

1. True
2. False

23. (he buying center is a fi- ed and formally
identified unit within the buying organi6ation.

1. True
2. False



24, "trategic market planning is the task of
selecting an overall company strategy for long,
run survival and growth.

1. True
2. False
25. Dissonance, reducing buying behaviour
occurs when consumers are highly involved with
an e- pensive, infrequent, or risky purchase but
see a lot of difference among brands.

1. True
2. False
26. Demarketing is a marketing philosophy

focused upon product differentiation and
positioning.

1. True
2. False

27. . t. ir 2nline, 3we provide online services.3
is a market, oriented business definition.

1. True
2. False
2'. When your marketing manager discussed

factors and forces outside marketing that affect
marketing management's ability to build and
maintain successful relationships with target
customers, you knew that she was talking about
the e-ternal marketing concept.

1. True
2. False
2). Customer 7elationship Management 8C7M9

is nothing more than a customer data
management activity.

1. True
2. False



30. . Iternative evaluation is how the consumer
processes information to arrive at brand choices.
Consumers do not use a simple and single
evaluation process in all buying situations.

1. True
2. False

31. Product, price, place, and promotion make
up the elements of a firm's marketing mi-.

1. True
2. False

32. "mart marketers look beyond the attributes
of the products and services they sell. (hey
create brand e- periences for consumers.

1. True
2. False

33. Most firms follow the production concept
when they face overcapacity.

1. True
2. False

34. (he simplest definition of modern marketing
is managing profitable customer relationships.

1. True
2. False
35. ( he societal marketing concept calls on

marketers to balance consumer wants and
desires, company profits, and society's interest.

1. True
2. False
36. (he selling concept holds that consumers
will not buy enough of the firm's products unless
it undertakes a large, scale selling and promotion
effort.

1. True



2. False

37. Marketers of products, services, and ideas
only practice marketing, whereas buyers do not.

1. True
2. False
3'. . t times it becomes necessary to reduce
demand for some products and services. When
the government tries to reduce smoking of
tobacco products, it adds more ta- to the
products and is practicing demarketing.

1. True
2. False

3). Marketing management is interested in
serving all customers in every way to remain
competitive in today's markets.

1. True
2. False

40. . h e-change is the core concept of
marketing, whereas a transaction is marketing's
unit of measurement.

1. True
2. False

41. (he difference between human needs and
wants is that needs are states of felt deprivation.

1. True
2. False

42. When sellers focus on e-isting needs and
lose sight of underlying customer wants, they
suffer from marketing myopia.

1. True
2. False

43. Most firms follow the production concept
when they face overcapacity.



1. True
2. False

44. Who is our target market and what's our
value proposition are two important questions
underlying marketing strategy.

1. True
2. False

76. In the last decade, 4oach has ignored marketing research when designing
new bags.
(Answer: 3rue p. 56 2as))

77. Man) anal) sts believe that 4oach.s e; haustive market research has failed to

pa) of .
(Answer: 3rue p. 56 2as))

78. 3o0da), marketing managers are viewing research information not onl) as an
input for making internal decisions but also as an input for e; ternal partners.
(Answer: 3rue p.57 Moderate)

75. Most marketers toda) believe the) still lack a sul cient 6uantit) of research
data to make high-6ualit) decisions.
(Answer: False p. 57 2as))

88. An e( ective MIS assesses information needs, develops needed information,
and distributes the information to help managers use it in decision making.
(Answer: 3rue p. 58 Moderate)

80. 300 much information can be as harmful as too little.
(Answer: 3rue p. 58 2as))

81. G hen )ou glean information from ) our compan) .s accounting and sales
records stored in the computer, ) ou are developing an internal database.
(Answer: 3rue p. 55 Moderate)

83. Bou have kst e; tracted sales and cost data used b) the accounting
department for preparing financial statements. Most likel), this information should
be complete and in useable form to build an internal marketing database.
(Answer: False p. 55 4hallenging)

89. It is important to note that data age 6uickl), and keeping the database current
reéuires a mamor e( ort.
(Answer: 3rue p.55 2as))

8: . After carefull) 6uestioning ) our mabor suppliers and resellers, ) ou ascertain
the) do not form important sources of intelligence information for marketing
decision making.

(Answer: False p. 080 4hallenging)



86. Bour manager asked ) ou to go through three of ) our competitors. garbage
bins to gather marketing intelligence from their discarded paperwork. One of
them caught ) ou in the act and has summoned ) ou to court. 3he Eidge will most
likel) rule this to be an illegal activit) and fine ) ou and ) our compan).

(Answer: False p. 080 4hallenging)

87. ] ood sources of marketing intelligence information include competitors.
annual reports, business publications, trade show e; hibits, press releases,
advertisements, and G eb pages.

(Answer: 3rue p. 080 Moderate)

88. Bour firm faces determined marketing intelligence e( orts b) competitors. Bou
take the t) pical response b) “letting it ride.”
(Answer: False p. 080 2as))

85. Marketing research is conducted to s) stematicall) design, collect, and report
data directl) relevant to a specific marketing situation facing the organiFation.
(Answer: False p. 081 Moderate)

58. 3he research and development department HRist released a report and
commented that “- efining the problem and research obEctives is often the
hardest step in the research process.”

(Answer: 3rue p. 081 2as))

50. Once the research problems and obEctives have been defined, researchers
must determine the e; act information needed and present it to management.
(Answer: False p. 081 4hallenging)

51. After conducting formal marketing research for ) our department, ) ou make
an oral presentation with notes to management. Bou are following normal
marketing research steps.

(Answer: False p. 081 Moderate)

53. Marketing researchers can conduct their own searches of secondar) data
sources toda) b) using commercial secondar) data sources.
(Answer: 3rue p. 083 2as))

59. Secondar) data provide good starting points and often help to define
problems and research obEctives, though most companies must also collect
primar) data.

(Answer: 3rue p. 08: Moderate)

5:. AK4 Interior - esigns wants to collect research data through mechanical
observation. 3he three t) pical methods are video cameras, checkout scanners,
and Internet cookies.

(Answer: False p. 000 4hallenging)

56. A single-source data s) stem uses huge consumer panels and electronicall)
monitors surve) respondents. purchases and e; posure to various marketing
activities.

(Answer: 3rue p. 087 Moderate)

57. Focus groups use no interviewer to bias the answers, ma) produce more
honest answers, and can be used to collect large amounts of data at a low cost
per respondent.

(Answer: False p. 088 Moderate)

58. Bou have decided upon a method of collecting research data with De; ible
interviewing, whereb) trained interviewers can e; plain dil cult 6uestions and
e; plore issues as the situation re6uires. Audio-visual aids can also be used. Ge



refer to this as focus group interviewing.
(Answer: False p. 088 Moderate)

55. Harle) 3rade Shows wants to use the latest technolog) in marketing research.
Bou are told this method is online (Internet) marketing research.
(Answer: 3rue p. 085 2as))

088. Ideall), a sample should be representative so that the researcher can make
accurate estimates of the thoughts and behaviors of the larger population.
(Answer: 3rue p. 008 2as))

080. Bou want to calculate confidence limits for sampling error. It would be best to
use nonprobabilit) samples.
(Answer: False p. 008 4hallenging)

081. Marketers all agree that 6uestionnaires are the most common research
instrument.
(Answer: 3rue p. 000 2as))

083. 3he researcher interprets findings, draws conclusions, and reports those
conclusions to management. Ideall), we should present important findings that
are useful to the mabr decisions faced b) management to prevent overwhelming
them.

(Answer: 3rue p. 003 Moderate)

089. Bou have Hist identified the “touch points” of the 988 best customers in ) our
database. At this point, ) ou want to manage detailed information about each of
them to ma; imiFe customer lo) alt) . Bou should use customer relationship
management (4LM).

(Answer: 3rue p. 003 4hallenging)

08: . Ku) -It-Cower Stores has gained man) benefits from 4L M. If this compan) is
t) pical, it will realiFe how to provide higher levels of customer service and develop
deeper customer relationships. Management can also pinpoint low-value
customers and begin to eliminate them while tailoring o( ers to specific
customers.

(Answer: False p. 009 4hallenging)

121) ombay F ifts divides its markets into units of nations1regionsland cities.
ombay uses geographic segmentation.

Ans8er: , : G)

Diff: 2 Page : ef: 141

AAC- : Analytic - kills

- kill: Application

9 b%ctive: . -2

122) - hopping for the : ich and Bamous is a buying service that helps 8 ealthy clients
find the best buys in exclusive clothinglhigh-end carsltravelland financial services.
, his firm most likely uses income segmentation.

Ans8er: , : G)

Diff: 2 Page : ef: 142



AAC- : : eflective , hinking - kills

- kill: Application

9 b&kctive: . -2

123) HaF range Blorists segments markets into groups of nonusers1ex-users1potential
users 1 first-time usersland regular users of its flo8 ers and services. , his firm uses
usage rate as its segmentation approach.

Ans8 er: BAH-)

Diff: 2 Page : ef: 14.

AAC- : Analytic - kills

- kill: Application

9 b&kctive: . -2

122) ecause Cruise - hips 'nternational currently has limited financial and personnel
resourceslit should avoid concentrated or niche marketing until its resources are again
substantial.

Ans8 er: BAH-)

Diff: 2 Page : ef: 273

AAC- : : eflective , hinking - kills

- kill: Application

9 b%ctive: . -3

125) Kia offers a ne8 car model 8 ith the same features as a comparable but higher
priced , oyota or Bord and provides a longer 8 arranty. Kia is follo8 ing a more-for-
less strategy.

Ans8 er: BAH-)

Diff: 3 Page : ef: 213

AAC- : Analytic - kills

- kill: Application

9 b%ctive: . -2

1) We define a as anything that can be offered to a market for
attention, ac8uisition, use, or consumption and that might satisfy a want or need.
A) private brand
) service variability
C) service
D) product
) ) service encounter
Ans8er: D
Diff: 1 Page : ef: 222
- kill: Concept
9 b%ctive: 0-1



171) , odaylmost companies have moved back to8 ard mass marketing and are being
choosier about the customers 8 ith 8 hom they 8 ish to build relationships.

Ans8 er: BAH-)

Diff: 2 Page : ef: 147

- kill: Concept

9 b%ctive: . -1

172) Your company 8 ants to move a8 ay from mass marketing and engage in
customer-driven marketing. , he four steps to takelin orderlare market segmentationl
marketing positioningl differentiationland targeting.

Ans8 er: BAH-)

Diff: 2 Page : ef: 147

- kill: Concept

9 b%ctive: . -1

173) Demographic segmentation can be used to divide the market by different time
periods of peopleK lives and different family situations.

Ans8er: , : G)

Diff: 2 Page : ef: 141

- kill: Concept

9 b&kctive: . -2

172) F ender segmentation has long been used in clothinglcosmetics1toiletries1and
magalines.

Ans8er: , : G)

Diff: 2 Page : ef: 143

AAC- : Multicultural and Diversity Gnderstanding
- kill: Concept

9 b%ctive: . -2

175) Your assignment at 8 ork is to divide buyers into different groups based on social
classllifestyleland personality characteristics. After a planning session 8§ ith the
marketing and sales stafflyou issue a memo to upper management recommending
psychographic segmentation. You are right on target.

Ans8er: , : G)

Diff: 2 Page : ef: 142

- kill: Concept

9 b&ctive: . -2

176) : esearch about and planning for loyalty status as a segmentation approach is
generally not useful or practical for most firms.

Ans8 er: BAH-)

Diff: 2 Page : ef: 14.

- kill: Concept

9 b%ctive: . -2

17.) Bor simplicityE sake1most marketers generally limit their segmentation analysis
to one or a fe8 variables.

Ans8 er: BAH-)

Diff: 2 Page : ef: 140



- kill: Concept
9 b%ctive: . -2

170) Clusters of marketable groups of customers 8 ith similar likes1dislikes1lifestyles1
and purchase behaviors can be identified by multivariable segmentation systems that
merge and analyl® geographicldemographicllifestyleland behavioral data.

Ans8er: , : G)

Diff: 2 Page : ef: 140

AAC- : Gse of 'nformation , echnology

- kill: Concept

9 b%ctive: . -2

174) , here are many exceptions to the geographic segmentation assumption that
consumers in nations close to one another 8 ill have many common behaviors and
traits.

Ans8er: , : G)

Diff: 2 Page : ef: 144

AAC- : Dynamics of the F lobal ) conomy

- kill: Concept

9 b%ctive: . -2

117) ecause there is such variation among the economies of countries around the
8 orldlit is not practical to segment international markets on the basis of economic
factors.

Ans8 er: BAH-)

Diff: 2 Page : ef: 144

AAC- : Dynamics of the F lobal ) conomy

- kill: Concept

9 b%ctive: . -2

111) 'n evaluating different market segmentsla firm should look at three factors:
segment sil® and gro8 th1segment structural attractivenessland company obZectives
and resources.

Ans8er: , : G)

Diff: 2 Page : ef: 271

- kill: Concept

9 b&kctive: . -3

112) At a recent marketing seminar1the featured speaker stated that a target market
consists of a set of buyers 8 ho share common needs or characteristics that the
company decides to serve. , his is a correct definition.

Ans8er: , : G)

Diff: 1 Page : ef: 271

- kill: Concept

9 b%ctive: . -3

113) Developing a stronger position 8 ithin several segments creates more total sales
than undifferentiated marketing across all segments.

Ans8er: , : G)

Diff: 2 Page : ef: 272



- kill: Concept
9 b%ctive: . -3

112) Niche marketing offers smaller companies an opportunity to compete by
focusing their limited resources on serving niches that may be unimportant to or
overlooked by larger companies.

Ans8er: , : G)

Diff: 1 Page : ef: 273

- kill: Concept

9 b&ctive: . -3

115) , hough the use of mass marketing has been 8 idespread in the past 177 years1for
centuries consumers § ere served as individuals as businesses practiced individual
marketing.

Ans8er: , : G)

Diff: 3 Page : ef: 275

- kill: Concept

9 b%kctive: . -3

116) Mass marketing is becoming a marketing principle for the 21st century.
Ans8 er: BAH-)

Diff: 2 Page : ef: 275

- kill: Concept

9 b%ctive: . -3

11.) When a company chooses a target marketing strategylits choices are influenced
by factors related to company resources1the degree of product variabilityland the
productK life-cycle stage.

Ans8er: , : G)

Diff: 3 Page : ef: 276

- kill: Concept

9 b%kctive: . -3

110) A productE position is the 8 ay the product is defined by the retailers 8 ho sell it
to target markets. 't is ho8 it is defined on important attributes 7 the place the
product occupies in the retailersbminds relative to competing products.

Ans8 er: BAH-)

Diff: 2 Page : ef: 27.

AAC- : Communication Abilities

- kill: Concept

9 b%ctive: . -2

114) Consumers position products in their minds in order to simplify the buying
process.

Ans8er: , : G)

Diff: 3 Page : ef: 27.

- kill: Concept

9 b%ctive: . -2

127) A market rarely exists for products that offer less and therefore cost less.



Ans8 er: BAH-)
Diff: 3 Page : ef: 212
- kill: Concept

9 b%ctive: . -2

171) Wholesaling includes all the activities involved in selling products or services
directly to final consumers for their personal1nonbusiness use.

Ans8 er: BAH-)

Diff: 1 Page : ef: 3.2

- kill: Concept

9 b%ctive: 13-1

172) Marketers 8 ho use shopper marketing use the retail store itself as an important
marketing medium.

Ans8er: , : G)

Diff: 2 Page : ef: 3..

- kill: Concept

9 b%kctive: 13-1

173) Department stores carry narro8 product lines 8 ith deep assortments 8 ithin those
lines.

Ans8 er: BAH-)

Diff: 1 Page: ef: 3.6

- kill: Concept

9 b%kctive: 13-1

172) 'n recent years1convenience stores have redesigned their stores to closely focus
on serving their primary target market made up of younglblue-collar men.

Ans8 er: BAH-)

Diff: 3 Page : ef: 3..

- kill: Concept

9 b%ctive: 13-1

175) Category killers carry a deep assortment of a particular product line and have a
kno8 ledgeable staff.

Ans8er: , : G)

Diff: 2 Page: ef: 3.0

- kill: Concept

9 b%ctive: 13-1

176) 9 ff-price retailers pay regular 8 holesale prices for their merchandise but
maintain lo8 prices by accepting lo8 er margins and selling higher volume.
Ans8 er: BAH-)

Diff: 2 Page: ef: 3.0

- kill: Concept

9 b%ctive: 13-1



17.) A discount store buys at less-than-regular 8 holesale prices and charges
consumers less than retail.

Ans8 er: BAH-)

Diff: 2 Page : ef: 3.0

- kill: Concept

9 b%ctive: 13-1

170) 'ndependent off-price retailers may in fact be divisions of larger retail
corporations.

Ans8er: , : G)

Diff: 2 Page : ef: 3.0

- kill: Concept

9 b%ctive: 13-1

174) Warehouse clubs appeal almost exclusively to 108 -income consumers seeking
bargains.

Ans8 er: BAH-)

Diff: 2 Page : ef: 301

- kill: Concept

9 b%ctive: 13-1

117) Chain stores are located near residential areas and are open long hourslseven
days a 8 eekCthey carry a limited line of high-turnover goods.

Ans8 er: BAH-)

Diff: 2 Page : ef: 3..

- kill: Concept

9 b%ctive: 13-1

111) 'n a retailer cooperativelindependent retailers contract 8 ith each other to set up
a central buying operation and conduct Sint promotional efforts.

Ans8er: , : G)

Diff: 2 Page : ef: 301

- kill: Concept

9 b%kctive: 13-1

112) : etailers first must position themselves in a market and then decide ho8 they
8 ill define the target customers in these markets.

Ans8 er: BAH-)

Diff: 2 Page : ef: 303

- kill: Concept

9 b%ctive: 13-2

113), o create the right atmospherelsome retailers control every aspect of the
consumerkK store experiencelincluding 8 hat customers hear and smell.
Ans8er: , : G)

Diff: 1 Page : ef: 306

- kill: Concept

9 b%ctive: 13-2

112) Po8 er centers are decreasing in number.
Ans8 er: BAH-)
Diff: 2 Page : ef: 300



- kill: Concept
9 b%ctive: 13-2

115), he 8 heel-of-retailing concept deals mainly 8 ith 8 holesalers rolling out
reduced service levels.

Ans8 er: BAH-)

Diff: 2 Page : ef: 347

- kill: Concept

9 b%ctive: 13-3

116), he life cycle of ne§ retail forms is getting longer.
Ans8 er: BAH-)

Diff: 2 Page : ef: 347

- kill: Concept

9 b&ctive: 13-3

11.) : etail convergence means greater competition for retailers and greater difficulty
in differentiating offerings.

Ans8er: , : G)

Diff: 2 Page : ef: 347

- kill: Concept

9 b%ctive: 13-3

110) Megaretailers have shifted the balance of po8 er bet8 een retailers and producers1
giving retailers more poS er.

Ans8er: , : G)

Diff: 2 Page : ef: 347

- kill: Concept

9 b%ctive: 13-3

114) Hike retailersla 8 holesaler must decide on segmentation and targeting1
differentiation and positioningland the marketing mix.

Ans8er: , : G)

Diff: 1 Page : ef: 346

- kill: Concept

9 b%ctive: 13-2

127) 'n an automated 8 arehouselorders are fed directly from the retailerk
information system to the 8 holesalerk1and the items are picked up by mechanical
devices and taken to a shipping platform 8 here they are assembled.

Ans8er: , : G)

Diff: 2 Page : ef: 340

AAC- : Gse of 'nformation , echnology

- kill: Concept

9 b%ctive: 13-2

121) Bull-service retailers such as IC Penney provide more sales assistance because
they carry more shopping goods about 8 hich customers need information.

Ans8 er: BAH-)

Diff: 3 Page : ef: 3.6

AAC- : : eflective , hinking - kills

- kill: Application



9 b%ctive: 13-1

122) Himited-service retailers1such as specialty stores and first-class department
storeslemploy salespeople 8 ho assist customers in every phase of the shopping
process.

Ans8 er: BAH-)

Diff: 2 Page : ef: 3.6

AAC- : : eflective , hinking - kills

- kill: - ynthesis

9 b%ctive: 13-1

123) Bactory outletslindependent off-price retailersland 8 arehouse clubs all buy their
merchandise in a similar fashion.

Ans8er: , : G)
Diff: 3 Page: ef: 3.0
AAC- : : eflective , hinking - kills

- kill: Critical , hinking

9 b%ctive: 13-1

122) Gnlike mass marketers1niche marketers expect to see continued gro8 th in their
online sales.

Ans8 er: BAH-)

Diff: 3 Page : ef: 341

AAC- : Gse of 'nformation , echnology

- kill: Application

9 b&ctive: 13-3

125) , he distinction bet8 een large retailers and large 8 holesalers is changing because
most large 8 holesalers are abandoning their retail operations.

Ans8 er: BAH-)

Diff: 2 Page : ef: 277

AAC- : : eflective , hinking - kills

- kill: Application

9 b%kctive: 13-2

171) Prices have a direct impact on a companyE bottom line.
Ans8er: , : G)

Diff: 1 Page : ef: 247

- kill: Concept

9 b%ctive: 17-1

172) Demand and consumer value perceptions set the floor for prices.
Ans8 er: BAH-)

Diff: 2 Page : ef: 241

- kill: Concept

9 b%ctive: 17-2



173) Product costs set a floor to the priceCconsumer perceptions of the productK value
set the ceiling.

Ans8er: , : G)

Diff: 2 Page : ef: 241

- kill: Concept

9 b%ctive: 17-2

172) " alue-based pricing is being used 8 hen costs vary directly 8 ith the level of
product.

Ans8 er: BAH-)

Diff: 3 Page : ef: 241

- kill: Concept

9 bkctive: 17-2

175) " alue-based pricing uses the companyK perception of value.
Ans8 er: BAH-)

Diff: 2 Page : ef: 241

- kill: Concept

9 b%ctive: 17-2

176) " alue-based pricing is the reverse of cost-based pricing.
Ans8er: , : G)

Diff: 2 Page : ef: 241

- kill: Concept

9 b%ctive: 17-2

17.) ) DHP is very similar to high-lo8 pricing.

Ans8 er: BAH-)

Diff: 2 Page : ef: 243

- kill: Concept

9 b&ctive: 17-2

170) 9 verhead cost is another term for fixed cost.
Ans8er: , : G)

Diff: 1 Page : ef: 246

- kill: Concept

9 b%ctive: 17-2

174) Cost-based pricing relies on consumer perception of value to drive pricing.
Ans8 er: BAH-)

Diff: 2 Page : ef: 245

- kill: Concept

9 b&ctive: 17-2

117) Average unit cost increases 8 ith accumulated production experience.
Ans8 er: BAH-)

Diff: 1 Page : ef: 24.

- kill: Concept

9 b%ctive: 17-2



111) An up8 ard-sloping experience curve is beneficial for a company.
Ans8 er: BAH-)

Diff: 3 Page : ef: 24.

- kill: Concept

9 b%kctive: 17-2

112) , he simplest pricing method is cost-plus pricing18 hich involves adding a
standard markup to the cost of the product.

Ans8er: , : G)

Diff: 1 Page : ef: 24.

- kill: Concept

9 b%ctive: 17-2

113) Markup pricing is popular because prices tend to be similar and price
competition is thus minimiled.

Ans8er: , : G)

Diff: 2 Page : ef: 240

- kill: Concept

9 b%ctive: 17-2

112), arget return pricing is used 8 hen a firm tries to determine the price at 8 hich it
8 ill break even or make the profit it is seeking.

Ans8er: , : G)

Diff: 3 Page : ef: 240

- kill: Concept

9 b&ctive: 17-2

115) A break-even chart sho8 s the total cost and total revenue expected at various
sales volume levels.

Ans8er: , : G)

Diff: 2 Page : ef: 240

- kill: Concept

9 b&ctive: 17-2

116) ) nvironmental elements are categoril®d as external factors that affect pricing
decisions.

Ans8er: , : G)

Diff: 2 Page : ef: 377

- kill: Concept

9 b%ctive: 17-3

11.) "'n a pure monopoly1the market consists of one seller.
Ans8er: , : G)

Diff: 2 Page : ef: 372

- kill: Concept

9 b%kctive: 17-3



110) , he demand curve sho8 s the number of units the market 8 ill buy in a given time
period at different prices that might be charged. 'n normal cases1the higher the pricel
the 108 er the demand.

Ans8er: , : G)

Diff: 2 Page : ef: 372

- kill: Concept

9 b&ctive: 17-3

114) 'f demand changes greatly 8 ith pricel8 e say the demand is inelastic.
Ans8 er: BAH-)

Diff: 2 Page : ef: 373

- kill: Concept

9 b%ctive: 17-3

127) 9 nce a company cuts priceslitE difficulty to raise prices again 8 hen the
€conomy recovers.

Ans8er: , : G)

Diff: 2 Page : ef: 372

- kill: Concept

9 b%ctive: 17-3

121) When faced 8 ith price competition]cutting prices is often not the best ans8 er.
Ans8er: , : G)

Diff: 2 Page : ef: 247

AAC- : : eflective , hinking - kills

- kill: Application

9 b%ctive: 17-1

122) Gsing value-based pricingla marketer 8 ould not design a product and marketing
program before setting the price.

Ans8er: , : G)
Diff: 3 Page : ef: 241
AAC- : : eflective , hinking - kills

- kill: Application
9 b%ctive: 17-2

123) Monopolies charge the full price because they do not fear attracting competition
or regulation.

Ans8 er: BAH-)

Diff: 2 Page : ef: 372

AAC- : : eflective , hinking - kills

- kill: - ynthesis

9 b%ctive: 17-3

122) Marketers may learn a fe8 simple rules that apply equally to all price-demand
relationships.

Ans8 er: BAH-)

Diff: 2 Page : ef: 372

AAC- : : eflective , hinking - kills

- kill: Critical , hinking



9 b%ctive: 17-3

125) , he more elastic the demand1the more it pays for the seller to raise the price.
Ans8 er: BAH-)

Diff: 2 Page : ef: 373

AAC- : : eflective , hinking - kills

- kill: Critical , hinking

9 b%ctive: 17-3

171) A companyK marketing communications mix is also called its promotion mix.
Ans8er: , : G)

Diff: 1 Page : ef: 270

AAC- : Communication Abilities

- kill: Concept

9 b%kctive: 12-1

172) - ales promotion makes use of press releases and special events.
Ans8 er: BAH-)

Diff: 2 Page : ef: 270

AAC- : Communication Abilities

- kill: Concept

9 b%kctive: 12-1

173) Mass markets have fragmentedCthus 1 marketers are shifting a8 ay from mass
marketing.

Ans8er: , : G)

Diff: 2 Page : ef: 274

AAC- : Communication Abilities

- kill: Concept

9 b%ctive: 12-2

172) , hough mass marketing 8 as effective in past decades1large companies no
longer routinely invest large chunks of their advertising budgets in mass media outlets
such as television and magalines.

Ans8 er: BAH-)

Diff: 2 Page : ef: 217

AAC- : Communication Abilities

- kill: Concept

9 b%ctive: 12-2

175) Ne8 communications technologies such as cell phones and the 'nternet give
companies ne8 media for interacting 8 ith targeted consumers1but these ne8
technologies also give consumers more control over the advertising messages they
receive.

Ans8er: , : G)

Diff: 2 Page : ef: 274

AAC- : Gse of 'nformation , echnology

- kill: Concept

9 b%kctive: 12-2



176) Mass marketers can expect consumers to distinguish bet8 een commercial
message sources to maintain a clear image of a company and its brands.

Ans8 er: BAH-)

Diff: 2 Page : ef: 217

AAC- : Communication Abilities

- kill: Concept

9 b&ctive: 12-2

17.), he integrated marketing concept ties together all of the companyEk messages
and images.

Ans8er: , : G)

Diff: 1 Page : ef: 212

AAC- : Communication Abilities

- kill: Concept

9 b%ctive: 12-2

170) 'ntegrated marketing communications allo8 s different brand messages to be
developed by different departments 8 ithin an organilation.

Ans8 er: BAH-)

Diff: 2 Page : ef: 212

AAC- : Communication Abilities

- kill: Concept

9 b%ctive: 12-2

174) A marketing communications director has overall responsibility for the
companyk communications efforts.

Ans8er: , : G)

Diff: 2 Page : ef: 212

AAC- : Communication Abilities

- kill: Concept

9 b%ctive: 12-2

117) , he communications process should start 8 ith mass media advertising to reach
many consumers.

Ans8 er: BAH-)

Diff: 2 Page : ef: 212

AAC- : Communication Abilities

- kill: Concept

9 b%ctive: 12-3

111), he four ma%r communication functions are encodingldecodinglresponseland
noise.

Ans8 er: BAH-)

Diff: 2 Page : ef: 212

AAC- : Communication Abilities

- kill: Concept

9 b%ctive: 12-3

112) ) ncoding is the process by 8 hich the receiver assigns meaning to symbols.
Ans8 er: BAH-)

Diff: 2 Page : ef: 215

AAC- : Communication Abilities



- kill: Concept
9 b%ctive: 12-3

113) Decoding is the process of putting thought into symbolic form.
Ans8 er: BAH-)

Diff: 2 Page : ef: 215

AAC- : Communication Abilities

- kill: Concept

9 b%ctive: 12-3

112) A8 areness1kno8 ledgeland preference are buyer-readiness stages.
Ans8er: , : G)

Diff: 2 Page : ef: 216

- kill: Concept

9 b%ctive: 12-3

115) , here are three types of appeal from 8 hich marketers may choose as they
design their message content. , hese types are rationall emotionall and moral appeals.
Ans8er: , : G)

Diff: 2 Page : ef: 21.

AAC- : Communication Abilities

- kill: Concept

9 b%ctive: 12-3

116) ulDmarketing involves cultivating opinion leaders and getting them to spread
information about a product or service to others in their communities.

Ans8er: , : G)

Diff: 1 Page : ef: 214

AAC- : Communication Abilities

- kill: Concept

9 b&ctive: 12-3

11.), he percentage-of-sales method 8 rongly vie8 s sales as the cause of promotion
rather than the result.

Ans8er: , : G)

Diff: 2 Page : ef: 223

- kill: Concept

9 b&ctive: 12-2

110) , he affordable method sets promotion budgets to match competitorsEoutlays.
Ans8 er: BAH-)

Diff: 2 Page : ef: 223

- kill: Concept

9 b%ctive: 12-2

114) Harge-scale advertising conveys a positive message about the sellerk sil®1
popularity land success.
Ans8er: , : G)



Diff: 2 Page : ef: 222
- kill: Concept
9 b&ctive: 12-2

127) 'f the pull strategy is effectivelconsumers 8 ill then demand the product from
channel members18 ho 8 ill in turn demand it from producers.

Ans8er: , : G)

Diff: 2 Page : ef: 225

- kill: Concept

9 b%ctive: 12-2

121) " ast improvements in information technology are speeding the movement
to8 ard segmented marketing.

Ans8er: , : G)

Diff: 3 Page : ef: 274

AAC- : Gse of 'nformation , echnology

- kill: - ynthesis

9 b%kctive: 12-2

122) J, easerJ advertising is most closely associated 8 ith the buyer-readiness stage of
liking a product.

Ans8 er: BAH-)

Diff: 3 Page : ef: 216

AAC- : Analytic - kills

- kill: Application

9 b%ctive: 12-3

123), he J- top. , hink. , ylenol.J ad is an example of a moral appeal.
Ans8 er: BAH-)

Diff: 2 Page : ef: 21.

AAC- : Analytic - kills

- kill: Application

9 b%ctive: 12-3

122) Advertisements for prescription drugs often feature potential benefits and
negative side effects that consumers may experience 8 ith use of the medication.
, hese ads present t8 o-sided arguments.

Ans8er: , : G)

Diff: 2 Page : ef: 210

AAC- : Analytic - kills

- kill: Application

9 b%ctive: 12-3

125) A recent trend to8 ard more push than pull in the mixes of consumer-goods
companies may achieve short-run sales at the expense of brand equity.

Ans8er: , : G)

Diff: 3 Page : ef: 226

AAC- : : eflective , hinking - kills

- kill: Application

9 b%ctive: 12-2



171) A firm can obtain ne8 products in t8 o 8 ays: acquisition or ne8 -product
development.

Ans8er: , : G)

Diff: 2 Page : ef: 267

- kill: Concept

9 b%ctive: 4-1

172) Gp to 07 percent of all ne8 consumer products fail or seriously underperform.
Ans8er: , : G)

Diff: 2 Page : ef: 267

- kill: Concept

9 b%ctive: 4-1

173) Ne8 -product development begins 8 ith a systematic search for ne8 product ideas
through idea generation.

Ans8er: , : G)

Diff: 1 Page : ef: 261

- kill: Concept

9 b%ctive: 4-2

172) Companies rarely solicit ideas from customers during the idea generation stage
of product development.

Ans8 er: BAH-)

Diff: 1 Page : ef: 262

- kill: Concept

9 b%ctive: 4-2

175) A product idea is an idea for a possible product a company can offer the market1
8 hile a product concept is a detailed version of the idea stated in meaningful
consumer terms.

Ans8er: , : G)

Diff: 3 Page : ef: 262

- kill: Concept

9 b%kctive: 4-2

176) Concept testing 8 orks best 8 ith people 8 ho are familiar 8 ith the ne§ idea and
the ne8 productEK purpose. , his generally includes top managementlthe sales forcel
and research and development.

Ans8 er: BAH-)

Diff: 3 Page : ef: 265

- kill: Concept

9 b%ctive: 4-2

17.), he business analysis stage represents the first large Jimp in financial
investment in the ne8 -product development process.

Ans8 er: BAH-)

Diff: 2 Page : ef: 266

- kill: Concept



9 b%ctive: 4-2

170) , he stage at 8 hich ne8 product and marketing programs are introduced into
realistic market settings is called concept testing.

Ans8 er: BAH-)

Diff: 1 Page : ef: 26.

- kill: Concept

9 b&ctive: 4-2

174) A company launching a ne8 product into the market must first decide on 8 hen
to launch the product.

Ans8er: , : G)

Diff: 2 Page : ef: 260

- kill: Concept

9 b%ctive: 4-2

117) lum o Fames is launching a ne8 set of game toys in the commercialilation
stage. , he first decision to make is introduction timing and the second is 8 here to
launch the ne8 product.

Ans8er: , : G)

Diff: 2 Page : ef: 260

- kill: Concept

9 b%kctive: 4-2

111) - equential product development has the advantage of not only being a team-
oriented approachlbut also of being faster in bringing products to market.

Ans8 er: BAH-)

Diff: 2 Page: ef: 2.7

- kill: Concept

9 b%kctive: 4-2

112), o avoid too fe8 ne8 -product ideas and the failure of many good ideas1
management should install an innovation management system that collects1revie8 s1
evaluatesland manages ne8 -product ideas.

Ans8er: , : G)

Diff: 2 Page: ef: 2.7

- kill: Concept

9 b%ctive: 4-2

113) Gsing the PHC concept to develop marketing strategy can be problematic
because strategy is both a cause and a result of the productE life cycle.
Ans8er: , : G)

Diff: 3 Page: ef: 2.5

- kill: Concept

9 b%ctive: 4-3

112) Profits rise during the gro8 th stage of the PHC because promotion costs are
spread over a large volume and unit manufacturing costs fall.

Ans8er: , : G)

Diff: 2 Page: ef: 2.5



- kill: Concept
9 b%ctive: 4-3

115) Although products that remain in the maturity stage of the PHC seem unchanged1
the most successful ones actually evolve to meet changing consumer needs.

Ans8er: , : G)

Diff: 2 Page : ef: 2..

- kill: Concept

9 b%ctive: 4-3

116) When sales of a product falter during the PHC1a company can take several
approaches. , he more common ones are to modify the marketing mix1modify the
productlor modify the market.

Ans8er: , : G)

Diff: 2 Page : ef: 2..

- kill: Concept

9 b&ctive: 4-3

11.) Companies need to pay attention to their aging products. Management should
regularly revie§ saleslmarket shares1costsland profit trendsland then decide

8 hether to maintainlharvestlor drop these declining products.

Ans8er: , : G)

Diff: 2 Page: ef: 2.4

- kill: Concept

9 b%kctive: 4-3

110) When a company decides to maintain a product in the decline stagelit 8 ill
reduce costs and hope that sales hold up to increase the profits in the short run.
Ans8 er: BAH-)

Diff: 2 Page : ef: 2.4

- kill: Concept

9 b%ctive: 4-3

114), he federal government may prevent a company from adding products through
acquisitions if acquisition threatens to lessen competition.

Ans8er: , : G)

Diff: 2 Page : ef: 207

AAC- : ) thical Gnderstanding and : easoning Abilities

- kill: Concept

9 b%ctive: 4-2

127) , he international gro8 th of many professional and business services such as
accountinglconsultingland advertising led to the globalilation of the client
companies they serve.

Ans8 er: BAH-)

Diff: 3 Page : ef: 202

AAC- : Multicultural and Diversity Gnderstanding

- kill: Concept

9 b&ctive: 4-2



121) Malibu each Parties finds that the tastes and preferences of its customers
change more rapidly than in the past. , he manager should constantly look for external
ideas from customerslsuppliersland the competition.

Ans8er: , : G)
Diff: 2 Page : ef: 262
AAC- : : eflective , hinking - kills

- kill: Critical , hinking
9 b&ctive: 4-2

122) lair Aouse8 ares 8 ants to add ne8 lines of products to its 26-store chain.
Managers are correct in believing that the purpose of idea generation is to create a fe8
ideas and the purpose of succeeding stages is to increase that number.

Ans8 er: BAH-)

Diff: 2 Page : ef: 262

AAC- : : eflective , hinking - kills

- kill: Application

9 b%ctive: 4-2

123) F reen, ree Ha8 n and F arden Products is engaged in marketing strategy
development. Management should first create a statement outlining the productK
planned priceldistributionland marketing budget for the first year.

Ans8 er: BAH-)

Diff: 3 Page : ef: 265

AAC- : : eflective , hinking - kills

- kill: Application

9 b%ctive: 4-2

122) F reen, ree Ha8 n and F arden Products is engaged in a revie8 of the sales1costsl
and profit pro%ections for some ne8 products to find out 8 hether they satisty the
companyE obZctives. , his activity is called business product development.
Ans8 er: BAH-)

Diff: 2 Page : ef: 266

AAC- : Analytic - kills

- kill: Application

9 b%ctive: 4-2

125) - ales for the time-tried household cleansers made by rite and Ne8 1'nc. have
been declining for some time. ' f these products are typicallsales are declining because
of technological advances1shifts in consumer tastesland lack of ra8 materials from
foreign suppliers.

Ans8 er: BAH-)

Diff: 3 Page: ef: 2.0

AAC- : : eflective , hinking - kills

- kill: Application

9 b%ctive: 4-3
171) A service is anything that can be offered to a market for attentionlacquisitionl

uselor consumption and that might satisfy a 8 ant or need.
Ans8 er: BAH-)



Diff: 1 Page : ef: 222
- kill: Concept
9 b%ctive: 0-1

172) Gnsought products are products that the customer usually buys frequently1
immediatelyland 8 ith a minimum of comparison and buying effort.

Ans8 er: BAH-)

Diff: 1 Page : ef: 22.

- kill: Concept

9 b&ctive: 0-1

173) - hopping products are less frequently purchased consumer products and services
that customers compare carefully on suitability I quality1priceland style.

Ans8er: , : G)

Diff: 1 Page : ef: 226

- kill: Concept

9 b&ctive: 0-1

172) - tyle is a larger concept than design. Design describes the appearance of a
product.

Ans8 er: BAH-)

Diff: 3 Page : ef: 237

- kill: Concept

9 b%ctive: 0-2

175) randing can add consumer value to a product.
Ans8er: , : G)

Diff: 2 Page : ef: 231

AAC- : Communication Abilities

- kill: Concept

9 b%ctive: 0-2

176) ecause so many purchase decisions are made in storesla productE packaging
may be a sellerE last and best chance to influence consumers.

Ans8er: , : G)

Diff: 2 Page : ef: 232

AAC- : Communication Abilities

- kill: Concept

9 b%ctive: 0-2

17.) Product support services identify the product or brand1describe several things
about the productland promote the product through attractive graphics.

Ans8 er: BAH-)

Diff: 2 Page : ef: 233

AAC- : Communication Abilities

- kill: Concept

9 b%ctive: 0-2

170) Cannibalilxtion and customer confusion about product differentiation are t8 o
potential results if line filling is overdone.



Ans8er: , : G)
Diff: 3 Page : ef: 235
- kill: Concept
9 b%ctive: 0-2

174) A company can stretch its product either up8 ard or do8 n8 ard1but not both
directions.

Ans8 er: BAH-)

Diff: 2 Page : ef: 235

- kill: Concept

9 b&ctive: 0-2

117) A company might stretch its product line up8 ard to add prestige to its current
products.

Ans8er: , : G)

Diff: 2 Page : ef: 235

- kill: Concept

9 b%ctive: 0-2

111) A companyK product mix has four important dimensions: 8 idthllengthldepthl
and consistency.

Ans8er: , : G)

Diff: 2 Page : ef: 235

- kill: Concept

9 b%kctive: 0-2

112) - ervice inseparability means that the quality of services depends on 8 ho
provides themlas 8 ell as 8 hen18 hereland ho8 they are provided.

Ans8 er: BAH-)

Diff: 2 Page : ef: 23.

- kill: Concept

9 b%ctive: 0-3

113) 'n a service business1the customer and front-line service employee interact to
create the service.

Ans8er: , : G)

Diff: 2 Page : ef: 230

- kill: Concept

9 b%ctive: 0-3

112), he service-profit chain is the set of all product lines and items that a particular
seller offers for sale.

Ans8 er: BAH-)

Diff: 2 Page : ef: 230

- kill: Concept

9 b%ctive: 0-3

115) 9 ne aspect of managing service differentiation is the companyK service delivery.
Ans8er: , : G)
Diff: 2 Page : ef: 221



- kill: Concept
9 b%ctive: 0-3

116) Customer retention is perhaps the best measure of quality’ [~ a service firmE
ability to hang on to its customers depends on ho8 consistently it delivers value to
them.

Ans8er: , : G)

Diff: 2 Page : ef: 222

- kill: Concept

9 b&kctive: 0-3

11.) Food service recovery can turn angry customers into loyal customers and can
even § in more customer purchasing and loyalty than if no problem had occurred in
the first place.

Ans8 er: BAH-)

Diff: 2 Page : ef: 222

- kill: Concept

9 b%ctive: 0-3

110) Attributes are the least desirable level for brand positioning because competitors
can easily copy attributes and customers are more interested in 8 hat attributes 8 ill do
for them than in the attributes themselves.

Ans8er: , : G)

Diff: 2 Page : ef: 222

- kill: Concept

9 b&ctive: 0-2

114) When a company introduces a ne8 brand name in the same product categorylit
is called line extension.

Ans8 er: BAH-)

Diff: 2 Page : ef: 257

- kill: Concept

9 b%ctive: 0-2

127) Customers come to kno8 a brand through a 8 ide range of contacts and touch
pointslincluding 8 ord of mouthlpersonal interactions 8 ith company peoplel
telephone interactionsland company Web pages.

Ans8er: , : G)

Diff: 1 Page : ef: 251

AAC- : Communication Abilities

- kill: Concept

9 b%ctive: 0-2

121) - ony offers consumers more than Sust camcordersCit provides consumers 8 ith a
complete solution to their picture-taking problems. , his offering is called an
augmented product.

Ans8er: , : G)

Diff: 3 Page : ef: 226

AAC- : Analytic - kills

- kill: Application



9 b%ctive: 0-1

122) Quaker produces a variety of cereals. , his variety is called its product line.
Ans8er: , : G)

Diff: 2 Page : ef: 232

AAC- : Analytic - kills

- kill: Application

9 b%ctive: 0-2

123) An example of service variability is that 8 ithin a given Marriott hotel1one
registration-desk employee may be cheerful and efficient]8 hereas another may be
unpleasant and slo8 .

Ans8er: , : G)

Diff: 2 Page : ef: 230

AAC- : Analytic - kills

- kill: Application

9 b&ctive: 0-3

122) Dove marketers can go beyond the brandE cleansing cream properties and talk
about the resulting benefit of softer skin. , his is kno8 n as product attributes in brand
positioning.

Ans8 er: BAH-)

Diff: 3 Page : ef: 222

AAC- : Analytic - kills

- kill: Application

9 b%ctive: 0-2

125) : etailers and 8 holesalers 8 ho have created their 08 n brands 7 such as
WalmartK - amE Choice beverages and food products”é)are participating in co-
branding.

Ans8 er: BAH-)

Diff: 3 Page : ef: 226

AAC- : : eflective , hinking - kills

- kill: Application

9 b%ctive: 0-2

171) , odaylmost companies have moved back to8 ard mass marketing and are being
choosier about the customers 8 ith 8 hom they 8 ish to build relationships.

Ans8 er: BAH-)

Diff: 2 Page : ef: 147

- kill: Concept

9 b%ctive: . -1

172) Your company 8 ants to move a8 ay from mass marketing and engage in
customer-driven marketing. , he four steps to takelin orderlare market segmentationl
marketing positioningl differentiationland targeting.



Ans8 er: BAH-)

Diff: 2 Page : ef: 147
- kill: Concept

9 b%ctive: . -1

173) Demographic segmentation can be used to divide the market by different time
periods of peoplek lives and different family situations.

Ans8er: , : G)

Diff: 2 Page : ef: 141

- kill: Concept

9 b%ctive: . -2

172) F ender segmentation has long been used in clothinglcosmetics1toiletries1and
magalines.

Ans8er: , : G)

Diff: 2 Page : ef: 143

AAC- : Multicultural and Diversity Gnderstanding
- kill: Concept

9 b&kctive: . -2

175) Your assignment at 8 ork is to divide buyers into different groups based on social
classllifestyleland personality characteristics. After a planning session 8§ ith the
marketing and sales stafflyou issue a memo to upper management recommending
psychographic segmentation. You are right on target.

Ans8er: , : G)

Diff: 2 Page : ef: 142

- kill: Concept

9 b%ctive: . -2

176) : esearch about and planning for loyalty status as a segmentation approach is
generally not useful or practical for most firms.

Ans8 er: BAH-)

Diff: 2 Page : ef: 14.

- kill: Concept

9 b%ctive: . -2

17.) Bor simplicityE sakelmost marketers generally limit their segmentation analysis
to one or a fe8 variables.

Ans8 er: BAH-)

Diff: 2 Page : ef: 140

- kill: Concept

9 b%ctive: . -2

170) Clusters of marketable groups of customers 8 ith similar likes1dislikes1lifestyles1
and purchase behaviors can be identified by multivariable segmentation systems that
merge and analyl® geographicldemographicllifestyleland behavioral data.

Ans8er: , : G)

Diff: 2 Page : ef: 140

AAC- : Gse of 'nformation , echnology

- kill: Concept



9 b%ctive: . -2

174) , here are many exceptions to the geographic segmentation assumption that
consumers in nations close to one another 8 ill have many common behaviors and
traits.

Ans8er: , : G)

Diff: 2 Page : ef: 144

AAC- : Dynamics of the F lobal ) conomy

- kill: Concept

9 b&ctive: . -2

117) ecause there is such variation among the economies of countries around the
8 orldlit is not practical to segment international markets on the basis of economic
factors.

Ans8 er: BAH-)

Diff: 2 Page : ef: 144

AAC- : Dynamics of the F lobal ) conomy

- kill: Concept

9 b&kctive: . -2

111) 'n evaluating different market segmentsla firm should look at three factors:
segment sil® and gro8 th1segment structural attractivenessland company obZctives
and resources.

Ans8er: , : G)

Diff: 2 Page : ef: 271

- kill: Concept

9 b%ctive: . -3

112) At a recent marketing seminar1the featured speaker stated that a target market
consists of a set of buyers 8 ho share common needs or characteristics that the
company decides to serve. , his is a correct definition.

Ans8er: , : G)

Diff: 1 Page : ef: 271

- kill: Concept

9 b%ctive: . -3

113) Developing a stronger position 8 ithin several segments creates more total sales
than undifferentiated marketing across all segments.

Ans8er: , : G)

Diff: 2 Page : ef: 272

- kill: Concept

9 b%ctive: . -3

112) Niche marketing offers smaller companies an opportunity to compete by
focusing their limited resources on serving niches that may be unimportant to or
overlooked by larger companies.

Ans8er: , : G)

Diff: 1 Page : ef: 273

- kill: Concept

9 b&kctive: . -3



115) , hough the use of mass marketing has been 8 idespread in the past 177 years]for
centuries consumers 8 ere served as individuals as businesses practiced individual
marketing.

Ans8er: , : G)

Diff: 3 Page : ef: 275

- kill: Concept

9 b&kctive: . -3

116) Mass marketing is becoming a marketing principle for the 21st century.
Ans8 er: BAH-)

Diff: 2 Page : ef: 275

- kill: Concept

9 b%ctive: . -3

11. ) When a company chooses a target marketing strategy lits choices are influenced
by factors related to company resources1the degree of product variabilityland the
productK life-cycle stage.

Ans8er: , : G)

Diff: 3 Page : ef: 276

- kill: Concept

9 b&ctive: . -3

110) A productE position is the 8 ay the product is defined by the retailers 8 ho sell it
to target markets. 't is ho8 it is defined on important attributes | the place the
product occupies in the retailersbEminds relative to competing products.

Ans8 er: BAH-)

Diff: 2 Page : ef: 27.

AAC- : Communication Abilities

- kill: Concept

9 b&kctive: . -2

114) Consumers position products in their minds in order to simplify the buying
process.

Ans8er: , : G)

Diff: 3 Page : ef: 27.

- kill: Concept

9 b%kctive: . -2

127) A market rarely exists for products that offer less and therefore cost less.
Ans8 er: BAH-)

Diff: 3 Page : ef: 212

- kill: Concept

9 b%ctive: . -2

171) Wholesaling includes all the activities involved in selling products or services
directly to final consumers for their personallnonbusiness use.

Ans8 er: BAH-)

Diff: 1 Page : ef: 3.2

- kill: Concept

9 b%ctive: 13-1



172) Marketers 8 ho use shopper marketing use the retail store itself as an important
marketing medium.

Ans8er: , : G)

Diff: 2 Page : ef: 3..

- kill: Concept

9 b%ctive: 13-1

173) Department stores carry narro8 product lines 8 ith deep assortments 8 ithin those
lines.

Ans8 er: BAH-)

Diff: 1 Page : ef: 3.6

- kill: Concept

9 b%ctive: 13-1

172) 'n recent years1convenience stores have redesigned their stores to closely focus
on serving their primary target market made up of young1blue-collar men.

Ans8 er: BAH-)

Diff: 3 Page : ef: 3..

- kill: Concept

9 b%ctive: 13-1

175) Category killers carry a deep assortment of a particular product line and have a
kno8 ledgeable staff.

Ans8er: , : G)

Diff: 2 Page : ef: 3.0

- kill: Concept

9 b%ctive: 13-1

176) 9 ff-price retailers pay regular 8 holesale prices for their merchandise but
maintain lo8 prices by accepting lo8 er margins and selling higher volume.
Ans8 er: BAH-)

Diff: 2 Page : ef: 3.0

- kill: Concept

9 b%ctive: 13-1

17.) A discount store buys at less-than-regular 8 holesale prices and charges
consumers less than retail.

Ans8 er: BAH-)

Diff: 2 Page : ef: 3.0

- kill: Concept

9 b%ctive: 13-1

170) 'ndependent off-price retailers may in fact be divisions of larger retail
corporations.

Ans8er: , : G)

Diff: 2 Page: ef: 3.0

- kill: Concept

9 b%ctive: 13-1



174) Warehouse clubs appeal almost exclusively to 108 -income consumers seeking
bargains.

Ans8 er: BAH-)

Diff: 2 Page : ef: 301

- kill: Concept

9 b%ctive: 13-1

117) Chain stores are located near residential areas and are open long hourslseven
days a 8 eekCthey carry a limited line of high-turnover goods.

Ans8 er: BAH-)

Diff: 2 Page : ef: 3..

- kill: Concept

9 b%ctive: 13-1

111) 'n a retailer cooperativelindependent retailers contract 8 ith each other to set up
a central buying operation and conduct %int promotional efforts.

Ans8er: , : G)

Diff: 2 Page : ef: 301

- kill: Concept

9 b%ctive: 13-1

112) : etailers first must position themselves in a market and then decide ho8 they
8 ill define the target customers in these markets.

Ans8 er: BAH-)

Diff: 2 Page : ef: 303

- kill: Concept

9 b%ctive: 13-2

113), o create the right atmospherelsome retailers control every aspect of the
consumerk store experiencelincluding 8 hat customers hear and smell.
Ans8er: , : G)

Diff: 1 Page : ef: 306

- kill: Concept

9 b%kctive: 13-2

112) Po8 er centers are decreasing in number.
Ans8 er: BAH-)

Diff: 2 Page : ef: 300

- kill: Concept

9 b%ctive: 13-2

115), he 8 heel-of-retailing concept deals mainly 8 ith 8 holesalers rolling out
reduced service levels.

Ans8 er: BAH-)

Diff: 2 Page : ef: 347

- kill: Concept

9 b%ctive: 13-3

116), he life cycle of ne§ retail forms is getting longer.
Ans8 er: BAH-)

Diff: 2 Page : ef: 347

- kill: Concept



9 b%ctive: 13-3

11.) : etail convergence means greater competition for retailers and greater difficulty
in differentiating offerings.

Ans8er: , : G)

Diff: 2 Page : ef: 347

- kill: Concept

9 b%ctive: 13-3

110) Megaretailers have shifted the balance of po8 er bet8 een retailers and producersl
giving retailers more poS er.

Ans8er: , : G)

Diff: 2 Page : ef: 347

- kill: Concept

9 b%ctive: 13-3

114) Hike retailersla 8 holesaler must decide on segmentation and targeting1
differentiation and positioningland the marketing mix.

Ans8er: , : G)

Diff: 1 Page : ef: 346

- kill: Concept

9 b%ctive: 13-2

127) 'n an automated 8 arehouselorders are fed directly from the retailerk
information system to the 8 holesalerK1and the items are picked up by mechanical
devices and taken to a shipping platform 8 here they are assembled.

Ans8er: , : G)

Diff: 2 Page : ef: 340

AAC- : Gse of 'nformation , echnology

- kill: Concept

9 b%ctive: 13-2

121) Bull-service retailers such as IC Penney provide more sales assistance because
they carry more shopping goods about 8 hich customers need information.

Ans8 er: BAH-)

Diff: 3 Page: ef: 3.6

AAC- : : eflective , hinking - kills

- kill: Application

9 b%ctive: 13-1

122) Himited-service retailers1such as specialty stores and first-class department
storeslemploy salespeople 8 ho assist customers in every phase of the shopping
process.

Ans8 er: BAH-)

Diff: 2 Page : ef: 3.6

AAC- : : eflective , hinking - kills

- kill: - ynthesis

9 b%ctive: 13-1

123) Bactory outletslindependent off-price retailersland 8 arehouse clubs all buy their
merchandise in a similar fashion.
Ans8er: , : G)



Diff: 3 Page: ef: 3.0

AAC- : : eflective , hinking - kills

- kill: Critical , hinking

9 b%ctive: 13-1

122) Gnlike mass marketers1niche marketers expect to see continued gro8 th in their
online sales.

Ans8 er: BAH-)

Diff: 3 Page : ef: 341

AAC- : Gse of 'nformation , echnology
- kill: Application

9 b%ctive: 13-3

125) , he distinction bet8 een large retailers and large 8 holesalers is changing because
most large 8 holesalers are abandoning their retail operations.

Ans8 er: BAH-)

Diff: 2 Page : ef: 277

AAC- : : eflective , hinking - kills

- kill: Application

9 b%ctive: 13-2

171) A service is anything that can be offered to a market for attentionlacquisitionl
uselor consumption and that might satisfy a 8 ant or need.

Ans8 er: BAH-)

Diff: 1 Page : ef: 222

- kill: Concept

9 b%ctive: 0-1

172) Gnsought products are products that the customer usually buys frequently1
immediatelyland 8 ith a minimum of comparison and buying effort.

Ans8 er: BAH-)

Diff: 1 Page : ef: 22.

- kill: Concept

9 b&ctive: 0-1

173) - hopping products are less frequently purchased consumer products and services
that customers compare carefully on suitability I quality I priceland style.

Ans8er: , : G)

Diff: 1 Page : ef: 226

- kill: Concept

9 b%ctive: 0-1

172) - tyle is a larger concept than design. Design describes the appearance of a
product.

Ans8 er: BAH-)

Diff: 3 Page : ef: 237

- kill: Concept

9 b%ctive: 0-2

175) randing can add consumer value to a product.
Ans8er: , : G)
Diff: 2 Page : ef: 231



AAC- : Communication Abilities
- kill: Concept
9 b%ctive: 0-2

176) ecause so many purchase decisions are made in storesla productE packaging
may be a sellerE last and best chance to influence consumers.

Ans8er: , : G)

Diff: 2 Page : ef: 232

AAC- : Communication Abilities

- kill: Concept

9 b%ctive: 0-2

17.") Product support services identify the product or brand1describe several things
about the productland promote the product through attractive graphics.

Ans8 er: BAH-)

Diff: 2 Page : ef: 233

AAC- : Communication Abilities

- kill: Concept

9 b%kctive: 0-2

170) Cannibalilxition and customer confusion about product differentiation are t8 o
potential results if line filling is overdone.

Ans8er: , : G)

Diff: 3 Page : ef: 235

- kill: Concept

9 b%ctive: 0-2

174) A company can stretch its product either up8 ard or do8 n8 ard1but not both
directions.

Ans8 er: BAH-)

Diff: 2 Page : ef: 235

- kill: Concept

9 b&ctive: 0-2

117) A company might stretch its product line up8 ard to add prestige to its current
products.

Ans8er: , : G)

Diff: 2 Page : ef: 235

- kill: Concept

9 b&ctive: 0-2

111) A companyK product mix has four important dimensions: 8 idth1lengthldepthl
and consistency.

Ans8er: , : G)

Diff: 2 Page : ef: 235

- kill: Concept

9 b%ctive: 0-2



112) - ervice inseparability means that the quality of services depends on 8 ho
provides themlas 8 ell as 8 hen18 hereland ho8 they are provided.

Ans8 er: BAH-)

Diff: 2 Page : ef: 23.

- kill: Concept

9 b%ctive: 0-3

113) 'n a service business1the customer and front-line service employee interact to
create the service.

Ans8er: , : G)

Diff: 2 Page : ef: 230

- kill: Concept

9 b%ctive: 0-3

112), he service-profit chain is the set of all product lines and items that a particular
seller offers for sale.

Ans8 er: BAH-)

Diff: 2 Page : ef: 230

- kill: Concept

9 b%ctive: 0-3

115) 9 ne aspect of managing service differentiation is the companyE service delivery.
Ans8er: , : G)

Diff: 2 Page : ef: 221

- kill: Concept

9 b&ctive: 0-3

116) Customer retention is perhaps the best measure of quality [ a service firmE
ability to hang on to its customers depends on ho8 consistently it delivers value to
them.

Ans8er: , : G)

Diff: 2 Page : ef: 222

- kill: Concept

9 b%ctive: 0-3

11.) F ood service recovery can turn angry customers into loyal customers and can
even 8 in more customer purchasing and loyalty than if no problem had occurred in
the first place.

Ans8 er: BAH-)

Diff: 2 Page : ef: 222

- kill: Concept

9 b%ctive: 0-3

110) Attributes are the least desirable level for brand positioning because competitors
can easily copy attributes and customers are more interested in 8 hat attributes 8 ill do
for them than in the attributes themselves.

Ans8er: , : G)

Diff: 2 Page : ef: 222

- kill: Concept

9 b%kctive: 0-2



114) When a company introduces a ne8 brand name in the same product categorylit
is called line extension.

Ans8 er: BAH-)

Diff: 2 Page : ef: 257

- kill: Concept

9 b%ctive: 0-2

127) Customers come to kno8 a brand through a 8 ide range of contacts and touch
pointslincluding 8 ord of mouthlpersonal interactions 8 ith company peoplel
telephone interactionsland company Web pages.

Ans8er: , : G)

Diff: 1 Page : ef: 251

AAC- : Communication Abilities

- kill: Concept

9 b%ctive: 0-2

121) - ony offers consumers more than fJust camcordersCit provides consumers 8 ith a
complete solution to their picture-taking problems. , his offering is called an
augmented product.

Ans8er: , : G)

Diff: 3 Page : ef: 226

AAC- : Analytic - kills

- kill: Application

9 b%ctive: 0-1

122) Quaker produces a variety of cereals. , his variety is called its product line.
Ans8er: , : G)

Diff: 2 Page : ef: 232

AAC- : Analytic - kills

- kill: Application

9 b%kctive: 0-2

123) An example of service variability is that 8 ithin a given Marriott hotel1one
registration-desk employee may be cheerful and efficientl 8 hereas another may be
unpleasant and slo§ .

Ans8er: , : G)

Diff: 2 Page : ef: 230

AAC- : Analytic - kills

- kill: Application

9 b&kctive: 0-3

122) Dove marketers can go beyond the brandE cleansing cream properties and talk
about the resulting benefit of softer skin. , his is kno8 n as product attributes in brand
positioning.

Ans8 er: BAH-)

Diff: 3 Page : ef: 222

AAC- : Analytic - kills

- kill: Application

9 b%ctive: 0-2



125) : etailers and 8 holesalers 8 ho have created their 08 n brands|such as
WalmartK - amE Choice beverages and food products"@are participating in co-
branding.

Ans8 er: BAH-)

Diff: 3 Page : ef: 226

AAC- : : eflective, hinking - kills

- kill: Application

9 b%ctive: 0-2

TrueGFa(se

13 - ompanies tend to set a pricing structure/rather than a single price/that
covers different items in its line3
=$rue: p32LD: 7 oderate)

23 - ompanies that set a low initial price in order to get their Jfoot in the doorK
" uic(ly and deeply/attract a large number of buyers ' uic(ly/and win a large
mar( et share practice mar( et-s(imming pricing3

= alse: p32LH: Easy)

) 3 Pricing often plays an important role in helping to accomplish a company8
multi-level objectives3
=$rue: p321): Easy)

D3 7 elt-,n-Your-7 outh - andy Stores prices its candy displays at ten different
price levels/ranging from W30 per pound to VONH per pound3$his is an
illustration of price points3

=$rue: p32LI: 7 oderate)

H3 $arget costing reverses the usual mar( eting process3
=$rue: p32I N: Easy)

I 3 Overhead cost is another term for variable cost.
= alse: p321 1 : Easy)

L3 When a major moving van company sells accessory products that must be
used in moving a household® furniture/ it is practicing captive-product
pricing3

=$rue: p32LL: Easy)

MB Some industries commonly use two-part pricing/where the price is bro(en
down into a fi ed fee and a fi ed usage rate3
= alse: p32LL: 7 oderate)

MD3,n industrial mar( ets/salespeople outran( top management in determining
the sales price of products3



= alse: p32I N: Easy)

MH3 n industrial mar( ets/product managers have an influence on the company8
price-setting decisions3
=$rue: p32I N: Easy)

M 3Environmental elements are categorized as e ternal factors that affect
pricing decisions3
=$rue: p32I M Easy)

M.3When a manufacturer see( s a mar( et for by-products and accepts a price that
covers more than the cost of storing and delivering them/it is able to reduce
the main product8 price to ma( e it more competitive3

=$rue: p32LL: 7 oderate)

MVB n a regulated monopoly/the government permits the company to set rates
that will yield a JfairKreturn3
=$rue: p32L2: Easy)

MN3Nonregulated monopolies do not always charge the full price because they do
not desire to attract competition3
=$rue: p32L2: 7 oderate)

NO3$he demand curve shows the number of units the mar( et will buy in a given
time period at different prices that might be charged3,n normal cases/the
higher the price/the higher the demand3

= alse: p32L2: Easy)

N13 f demand changes greatly /we say the demand is inelastic3
= alse: p32L): Easy)

N23$he more elastic the demand/the more it pays for the seller to raise the price3
= alse: p32L): - hallenging)

N) 3f - anon - amera - ompany follows a high-price/high-margin strategy/it may
attract competition from Ni(on/7 inolta/and Penta 3
=$rue: p32L): 7 oderate)

ND3Product costs set a floor to the price: consumer perceptions of the product8
value set the ceiling3
=$rue: p321): Easy)

NH3 All companies today now realize how valuable their by-products are for
resale3
= alse: p32LL: Easy)



NI 3$he si major price-adjustment strategies include discount and allowance
pricing/ segmented pricing/ psychographic pricing/ promotional pricing/
geographical pricing/and international pricing3

= alse: p32LM 7 oderate)

NL3Value-based pricing is when costs vary directly with the level of product3
= alse: p32I D: 7 oderate)

NMBValue-based pricing is the reverse of cost-based pricing3
=$rue: p321 D: - hallenging)

NN3 EOCP is very similar to competition-based pricing3
= alse: p32I H: Easy)

1003- ompetitors8prices and offers are e ternal factors that companies have to
deal with3
=$rue: p321 M Easy)

10130emand and consumer value perceptions set the floor for prices3
= alse: p321 ) : 7 oderate)

1023 $he difference between a discount and an allowance is that a discount is in its
simplest terms a reduction in price3
= alse: p32LM Easy)

10) 3- ost-based pricing relies on consumer perception of value to drive pricing3
= alse: p32I L: Easy)

10H3 A brea( -even chart shows the total cost and total revenue e pected at various
sales volume levels3
=$rue: p32I L: Easy)









MGT301 GRAND QUIZ AND QUIZZES FILE (Most Important)

. Product, price, place and promotion make up the elements of a firm’s
marketing mix.

A.Tru (Chapt rno 1 Ori%nal Boo( ) a% no 34)
B. False

. Selling is managing profitable customer relationships.

. True
B.Fals (L ssonno 44)a% no 220 0], - an, outs)

. Human needs are shaped by culture and individual personality.

. True
B. Fals (Chapt rno 1 Ori%nal Boo( )a% no. )

The twofold goal of marketing is to attract new customers by promising
superior value and to keep and grow current customers by delivering
satisfaction.

A. Tru (L ssonno44)a% no 220 O], - an, outs)
B. False

. When backed by buying power, needs become demands.

A. True
B. False (Lesson no 2 Page no 11 Old Handouts and Lesson no 44 Page
no 222 Old Handouts)

. At times it becomes necessary to reduce demand for some products
and services. When the government tries to reduce the smoking of
tobacco products, it adds more tax to the products and is practicing
demarketing.

A. True
B. alse

9. At times it becomes necessary to reduce demand for some products and services. When the government tries to
reduce the smoking of tobacco products, it adds more tax to the products and is practicing demarketing.

v Truev/

+ False



7. Demarketing is a marketing philosophy focused upon product differentiation and
positioning.

A. True
B. False

25. Demarketing is a marketing philosophy focused upon product differentiation
and positioning. e

1. True
2. False

Demarketing is a marketing philosophy focused
upon product differentiation and positioning. False
TIF

Demarketing is a marketing philosophy focused upon product differentiation and positioning.

Select the correct option

True

o

False

£ 3

8. Marketers of products, services, and ideas only practice marketing, whereas

buyers do not.

A. True
B. False

76. Marketers of products, services, and ideas only practice marketing, whereas
buyers do not.

1. True

2. False



f Marketers of products, services, snd ideas only practice marketing, whereas buyers donet

%

Select the correct option

True

Q;;\/\’

False

". ( arketing offers are limited to physical products.

. True
B. Fals



Market offerings are limited to physical products.
True/False

false

2. Marketing offers are limited to physical products.

1. True
2. Fal&::._é_

10. Delivering superior customer value and customer satisfaction are the two keys to
building
lasting customer relationships.

A. True
B. alse

About 765 results (0.65 seconds)

Delivering superior customer value and customer satisfaction are the two keys to
building lasting customer relationships. The production concept and product concept are
two philosophies that can both lead to marketing myopia. When backed by buying power,
needs become demands.

k
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11. An ¢' change is the core concept of marketing, whereas a transaction is
marketing’s unit of measurement.

A. True (Lesson no 2 Page no 11 Old Handouts)
B. alse

1). Customer-perceived value depends on the product’s perceived performance
relative to a buyer’s e' pectations.

A. True
B. False (Lesson no 2 Page no 11 Old Handouts)

1, . Marketing management is interested in serving all customers in every way to
remain competitive in today’s markets.

A. True

1-. The difference between human needs and wants is that needs are
states of felt deprivation.

A. True
B. alse

About S48 results (0,63 seconds)

The difference between human needs and wants is that needs are states of felt
deprivation. When sellers focus on existing needs and lose sight of underlying customer

wants, they suffer from marketing myopia. Most firms follow the production concept when
thay face overcapacity.

ntips:iigenrica.com » virtual_university _papers_objective

MGT301 - Principles of Marketing - Genrica

& About featured snippets - B Feedback

15. The selling concept holds that consumers will not buy enough of the firm’s
products unless it undertakes a large-scale selling and promotion effort.

A. True (Lesson no 4 Page no 20 Old Handouts)
B. alse

16. Customer value is defined as the customer’s evaluation of the perceived difference

between all the benefits and all the costs of a marketing offer relative to those of
competing offers.



A. True (Lesson no 2 Page no 12 Old Handouts)
B. alse
17. The societal marketing concept calls on marketers to balance consumer wants
and desires, company profits, and society’s interest.
A. True (Lesson no 4 Page no 21 Old Handouts)
B. alse

18.  When sellers focus on €' isting needs and lose sight of underlying customer

wants, they suffer from marketing myopia.

A. True B. False (Lesson no 2 Page no 11 Old
Handouts)
1.. Smart marketers look beyond the attributes of the products and services they

sell. They create brand e' periences for consumers.

A. True (Lesson no 44 Page no 222 Old Handouts)
B. alse

)0. When backed by buying power, wants become demands.
A. True (Lesson no 2 Page no 11 Old Handouts and Lesson no 44 Page no 222

Old Handouts)
B. alse

1. ) aheela works for the ftab Beverage Company. She helps define product
specifications and also provides information for evaluating alternatives.
) aheela plays the role of gatekeeper.

a. True b. Fals

RaOh 1St inlor(sdrth L Bra3B 4 ra% Compan3.Sh h Ips

, 3n pro, uOtsp OiS0ations an, also pro4i, sindrmation Ddr
4aluatin%alt rnati4 s.RaOh lpla3sth rol o02%t ( pr.

Ans1 réFALSE

AACSB6Anal3tilal thin(in%

S(ill6AppliOation

Ob7 0ti4 6LO 8.26I, ntiZ th ma7r Z10tors that inqu n0 busin ss
bu3 rb ha4ior.

DiZAOult36Eas3

Not 6Nam Ohan%, .

2. ,n the proposal solicitation stage of the business buying process, the
buyer invites - ualified suppliers to submit proposals.

a.Tru (L ssonno 18)a% no 9: Ol, - an, outs) b. False

3. ( ission statements must fit the market environment, as indicated here
by the . irl Scouts’ mission/Owhere girls grow strong.1



a. Tru b. False

Mission stat m nts must 5it th mar( t n4ironm nt;
as in, i0at , h r b3 th Girl SOounts 02Am ri0an’s
mission6“1h r %rls %01 stron%”

(Answer: True; . 39; Moderate)

Not 6DiZ2r n0 inth s stat m ntsar thatth r isno Am rifan'’s
mission 1 ritt nin abo4 stat m nt.

4. The central - uestion for marketers is how do consumers respond to
various marketing efforts the company might use2 The starting point is
called the stimulus3esponse of buyer behavior.

a.Tru (Ansl r6Tru ;p.12:; Mo, rat ) b. False

4. Five characteristics are especially important in influencing an
innovation'’s rate of adoption. Two of these are relative advantage and
compatibility.

a.Tru (Ansl r6Tru ;p.149; Mo, rat ) b. False

5. The macroenvironment consists of the factors close to the company that
affect its ability to service its customers, such as su liers, customer
markets, competitors, and publics.

a. True b. Fals (False; Easy; .107)

6. Sarwar ,ncorporation wants to use the latest technology in marketing
research. 7ou are told this method is online § nternet9marketing
research.

a.Tru (Answer: True; p. 109; Easy)
b. False

; hen firms take aggressive action to affect the publics and forces in their
marketing environment, they are taking an environmental management
perspective.

a.Tru (True; Moderate; .132) b. False

( arketing researchers can conduct their own searches of secondary data
sources today by using commercial secondary data sources.



a.Tru (Ansl ré6Tru ;p.103; Eas3) b. False
10.,n the supplier selection stage, the buyer reviews supplier performance.
a. True b. Fals

,n the supplier selection stage the buyer reviews supplier performance.
89

11. The production concept and product concept are two philosophies that
can both lead to marketing myopia.

a. True b. False

12. Holiday ,nn has divided the total customer market into smaller segments
and selected the most promising segments. =eciding what position it
wants to occupy in these segments is -alled targeting.

a. True b.Fals (Ansl ré6Fals ;p.50; Mo, rat )

13. BC Fortunes has just developed a formal statement of its purpose. This
firm has put together a mission statement.

a.Tru (Ansl r6Tru ;p. 3. ; Eas3) b. False

14. ( arketing management is interested in servit  ill customers in every
way to remain competitive in today’s markets JoubtFul)

a. True b. Fals (Fals ; Mo, rat ;p.11)

14. Today’s marketers must be good at building relationships in order to
connect effectively with customers, other in the company, and external
partners.

CRTru_(Th m _1pa% 1) (100A Sur ) b. False

15.; hen sellers focus on existing needs and lose sight of underlying
customer wants, they suffer from marketing myopia.

a.Tru (Chapt rno1)a% no: Ori%nal Boo() b. False

16. The demand for many business goods tends to change more slowly than
the demand for consumer goods.



a. True b.Fals (L Otur no 18)a% no 94 0], - an, outs)

1:. company buying a product or service for the first time faces a new task
situation.

a.Tru (L ssonno 18)a% no 98 0], - an, outs) b. False

1'. sanemployee of Bankers ? nterprises, you marke rild and crazy games
for teens to play at parties. 7ou work in the busine: narket.

a. True b. Fals (False; Easy; .108)

20. ( ore and more companies are shifting their brand management focus
toward customer relationship management.

a.Tru (Ansl ré6Tru ;p.81; Eas3) b. False

21. nexchange is the core concept of marketing, whereas a transaction is
marketing’s unit of measurement.

CRTru_(Th m_1pa% 2) (100A Sur) b. False

22. ( arketing strategy is the marketing logic by which a company hopes to
achieve profitable customer relationships.

a.Tru (Ansl ré6Tru ;p.4:; Chall n%n% b. False
23.( ost household income is used up in purchasing food, housing, and

transportation.

a. Tru b. False

24. =emarketing is a marketing philosophy focused upon product
differentiation and positioning.

a. True LREIY False (Confirm) (100% Sure)

24. fter purchasing the product, the consumer will be satisfied or
dissatisfied and will engage in post purchase behavior.

a.Tru (Answer: True; p. 144; Easy)
b. False

25.) evlon has clearly defined its Omission1of selling lifestyle and self3



expression. s the firm prepares to launch its strategic plan, the mission
needs to be turned into a detailed set of objectives that guide the whole
company.

a.Tru (Ansl r6Tru ;p.3:;Mo, rat) b. False

26. ( aking more sales to current customers without changing a firm's

30.

31.

32.

33.

products in market penetration.

a.Tru (Ansl r6Tru ;p.44; Mo, rat ) b. False

: . The owner of 213tore chain of bicycles, explained to the store

managers at a recent sales meeting that marketers, more than any other
group in the company, must be the trend trackers and opportunity
seekers.

a.Tru (True; Moderate; .107) b. False

. ( arketing research firms, advertising agencies, media firms, and

marketing consulting firms are referred to as marketing services agencies.
a.Tru (True; Easy; .108) b. False
fter carefully - uestioning your major suppliers and resellers, you

ascertain they do not form important sources of intelligence information
for marketing decision making.

a. True b.Fals (Ans1l r6Fals ; p.101; Chall n%n%
Business demand ultimately derives from the demand for consumer
goods.

a.Tru (L ssonno 18)a% no 94 0], - an, outs) b. False

The buying center is a fixed and formally identified unit within the buying
organization.

a. True b.Fals (L ssonno 18)a% no 98 O], - an, outs)
7ou have just extracted sales and cost data used by the accounting
department for preparing financial statements. ( ost likely, this
information should be complete and in useable form to build an internal

marketing database.

a. True b.Fals (Ans1 r6Fals ;p.::; Chall n%n%



34. The microenvironment consists of larger societal forces that affect the
microenvironment, such as demographic, economi Holitical, and cultural
forces.

a. True b. Fals (False; Easy; .107)
35.The difference between human needs and wants is that needs are
states of felt deprivation.

a.Tru (Tru ; Eas3; p.8) b. False

35. The collection of businesses and products that make up a company is
called its marketing strategy.

a. True b.Fals (Ansl1l r6Fals ;p.4:;
Eas3)

36. Too much information can be as harmful as too little.
a.Tru (Ansl r6Tru ;p.:.; Eas3) b. False

3:.; ithin the organization, buying activity consists of two major parts/the
buying center and the buying decision process.

a.Tru (L ssonno 18)a% no 98 O], - an, outs) b. False

3'. lternative evaluation is the process by which people select, organize,
and interpret information to form a meaningful picture of the world.

a. True b.Fals (Ans1 ré6Fals ;p.142; Chall n%n%

40. ccording to ?ngel’s laws, consumers tend to spend a smaller percentage
of income on food as income rises.

a. True b. Fals
41. Business buyers are subject primarily to economic influences when they
make their buying decisions. ? motional or personal factors rarely are

involved. (R a, Chapt rno. )a% no 311 Ori%nal Boo()

a. True b. False



472. Tanveer Afer works for a firm that is a distribution channel member that
helps the company find customers or make sales to them. Tanveer works
for a reseller.

a.Tru (True; Moderate; . 108) b. False

43. Selling is managing profitable customer relationships.

a. True PRGN Fals (Th m 1) a% 8) (100A Sur )

44.,n the Boston Consulting . roup approach, relative market share serves as
a measure of company strength in the market.

a. True b.Fals (Ans1l r6Fals ; p.40; Eas3)

44. =erived demand refers to the business demand that ultimately comes
from the demand for consumer goods.

a.Tru (L Otur no 18)a% no 94 - an, outs) b. False

45. Strategic control involves looking at whether a company’s basic strategies
are well matched to its opportunities.

a.Tru (Ansl ré6Tru ;p.59; Mo, rat ) b. False

46.,nfluencers often help define specifications and also provide information
for evaluating alternatives.

a.Tru (L ssonno 18)a% no 98 O], - an, outs) b. False

4: .,n the business buying process, the buyer and seller are relatively less
dependent on each other.

a. True b.Fals (L ssonno 18)a% no 95 0l, - an, outs)

4' . person’s buying choices are further influenced by four major
psychological factors/motivation, perception, learning, and beliefs and
attitudes.

a.Tru (Answer: True; p. 138; Easy)
b. False

40. 1l business buying decisions follow all steps of the business buying
process. (Doubtail)

a. True b. Fals



41. t ir Bnline, Owe provide online services,1is a market3riented business
definition.

a. True b. Fals

At America Online,
“we provide online
services,” IS a market-
oriented business
definition.

(Answer: False; p. 8;
Moderate)

At America Online,
“we provide online
services,” IS a market-
oriented business
definition.

(Answer: False; p. 8;
Moderate)



At America Online,
“we provide online
services,” IS a market-
oriented business
definition.

(Answer: False; p. 8;
Moderate)

At Am ri0a Onlin ;“1 pro4i, onlin s r4i0 s;”isamar( tB
ori nt , busin ss, ISnition. (Ans1 reéFals ;p.3.; Mo, rat)

At America Online,
“we provide online
services,” IS a market-
oriented business
definition.

(Answer: False; p. 8;
Moderate)

42. The twofold goal of marketing is to attract new customers by promising
superior value and to keep and grow current customers by delivering



satisfaction.

Rl Tru_(Th m 1) a% 8) (100A Sur ) b. False

5, . Onvironmental concerns have been on the decline in the past decadel
government legislation and the green movement may be the cause of this
trend.

a. True b.Fals Ansl1l re6FALSE
DiZb2)a% R 5. 0

S(ill6Con0 pt

Ob7 Oti4 63B

44.; hen a consumer learns about a new product for the first time and time
makes a decision to try it, it is called the alternative evaluation process.

a. True b.Fals (Answer: False; p. 142;
Moderate)

44. The consumer’s purchase decision will be to buy the most preferred
brand, but two factors can come between the purchase intention and
purchase decision. The first factor is need recognition.

a. True b.Fals (Answer: False; p. 143;
Moderate)

45. ( ost businesses that manufacture products for the consumer market
also sell directly to consumers.

a. True b. False
46.?arly adopters are guided by respectCthey are opinion leaders in their
communities and adopt new ideas early but carefully.

a.Tru (Answer: True; p. 14 ; Moderate)
b. False

4: . =issonance3¥educing buying behavior occurs when consumers are highly
involved with an expensive, infre- uent, or risky purchase but see a lot of
difference among brands.



a. True b.Fals (Ansl ré6Fals ; p.144; Chall n%n%

4' . Social classes are society’s relatively permanent and ordered divisions
whose members share similar values, interests, and behaviors.

a.Tru (Answer: True; p. 132; Easy)
b. False

50. 7our manager asked you to go through three of your competitors’
garbage bins to gather marketing intelligence from their discarded
paperwork. Bne of them caught you in the act and has summoned you to
court. The judge will most likely rule this to be an illegal activity and fine
you and your company.

a. True b.Fals (Answer: False; p. 101;
Challenging)

51. Product, price, place and promotion make up the elements of a firm’s
marketing mix.

BT ru_(ConSirm) (100A Sur ) b. False

52. Strategic market planning is the task of selecting an overall company
strategy for long3run survival and growth.

a.Tru (Ansl ré6Tru ;p.54; Mo, rat) b. False

53. ttimes it becomes necessary to reduce demand for some products
and services.; hen the government tries to reduce the smoking of
tobacco products, it adds more tax to the products and is practicing
demarketing.

a.Tru (Tru ;Eas3; p.11) b. False

54. Smart marketers look beyond the attributes of the products and services
they sell. They create brand experiences for consumers.

a.Tru (Tru ; Mo, rat ;p.8) b. False

54.,tis important to note that data becomes oldDage - uickly, and keeping
the database current re- uires a major effort.

a.Tru (Ansl r6Tru ;p.::;Eas3) b. False



55.; hen your marketing manager discussed factors and forces outside
marketing that affect marketing management’s ability to build and
maintain successful relationships with targ  :ustomers, you knew that
she was talking about the external marketit  :oncept.

a. True b. Fals (Fals ; Mo, rat ;p.109)

56. The early majority are deliberateCalthough they rarely are leaders, they
adopt new ideas before the average person.

a.Tru (Answer: True; p. 14 ; Moderate)
b. False

5:.,n general, innovators tend to be relatively older, more mature, and have
a lower income than late adopters.

a. True b.Fals (Answer: False; p. 14 ;
Challenging)

5' . Customer3erceived value depends on the product’s perceived
performance relative to a buyer’s expectations.

BT ru_(Th m 1 pa% 1) (100A Sur) b. False

60. ( arketing research is conducted to systematically design, collect, and
report data directly relevant to a specific marketing situation facing the
organization.

a. True b.Fals (Ans1l réFals ;p.102; Mo, rat )

61. The first step in strategic planning is to define the company mission.
(Ans1 r6Tru ;p.39; Mo, rat )a.Tru b. False

62. lmost all major purchases result in cognitive dissonance, or discomfort
caused by post purchase conflict.

a.Tru (Answer: True; p. 144; Easy)
b. False



63. Significant reasons for business laws to be enacted include protecting the
interests of society, protecting consumers, and protecting companies
from each other.

a.Tru (True; Easy; .12() b. False

64. The order3routine specification includes the final order with the chosen
supplier or suppliers and lists items such as technical specifications,
- uantity needed, expected delivery time, return policies, and warranties.

a.Tru (L ssonno18)a% no9: O], - an, outs) b. False

64. People differ greatly in their readiness to try new products.,n each
product area, there are Oconsumption pioneers.1They are also called
laggards.

a. True b.Fals (Answer: False; p. 14 ;
Challenging)

65. market segment consists of consumers who respond in different ways
to a given set of marketing efforts.

a. True b.Fals (Ans1l r6Fals ;p.50; Mo, rat )

66. The selling concept holds that consumers will not buy enough of the
firm'’s products unless it undertakes a large3cale selling and promotion
effort.

a.Tru (Tru ; Eas3; p.12) b. False
6: . ( arketing offers are limited to physical products.

a. True b.Fals (100A sur )
6' . Today’s marketers recognize the importance of working with their

intermediaries as channels through which they sell their products rather
than as mere products.

a. True IR ZIEN Fals (Consirm) (100A Sur )



: 0. 7our firm faces determined marketing intelligence efforts by competitors.
7o0u take the typical response by (etting it ride.1

a. True b.Fals (Ans1l réFals ; p.101; Eas3)

: 1.,n the general needs description of the buying process, the buyer
describes the characteristics and - uantity of the needed item.

a.Tru () a% R 26195 TRUE 19) b. False

: 2. The significant trends in the natural envirorment includes shortages of
raw materials and increased pollution.

a. True
b. Fals (False; ) hallenging; . 123)

: 3. ( ission statements should both fit the market environment and be
motivating.

a.Tru (Ansl r6Tru ;p. 3:; Eas3) b. False

: 4. The main differences between business and consumer markets are in
market structure and demand, the nature of the buying unit, and the
types of decisions and the decision process involved.

a.Tru (L ssonno 18)a% no 94 0], - an, outs) b. False

: 4. The research and development department just released a report and
commented that 0=efining the problem and research objectives is often
the hardest step in the research process.1

a.Tru (Ansl r6Tru ;p.102; Eas3) b. False

: 5. Delivering superior customer value and customer satisfaction are the two keys
to building lasting customer relationships.

a. Tru b. False

87. 2 our accounting department must measure revenues and costs to help the
marketing department know how well it is achieving its ob3%ctives.

a.Tru (Tru ; Eas3;p.10.) b. False



fter conducting formal marketing research for your department, you
make an oral presentation with notes to management. 7ou are following
normal marketing research steps.

a. True b.Fals (Ans1l réFals ;p.102; Mo, rat )

T

Ithough consumers in different countries have different values, attitudes,
and behaviors, the products they buy are very similar to each other.

a. True b.Fals (Ans1l ré6Fals ;p. 14. ; Chall n%n%

" 0. Customer value is defined as the customer’s evaluation of the perceived
difference between all the benefits and all the costs of a marketing offer
relative to those of competing offers.

CRTru_(Th m_1pa%.) (100A Sur) b. False

" 1. The simplest definition of modern marketing is managing profitable
customer relationships.

a.Tru (Tru ;Eas3;p.5) b. False

' 2. ( arketing mix is the set of uncontrollable, marketing tools that the firm
can use to influence the demand for its “roducts.

a. True b.Fals (Ansl1l re6Fals ;p.52;
Mo, rat )

" 3. neffective ( ,S § arketing,nformation System9assesses information
needs, develops needed information, and distributes the information to
help managers use in decision making.

a.Tru (Ansl r6Tru ;p.:.;Mo, rat) b. False

" 4. ( arketers of products, services, and ideas only practice marketing,
whereas buyers do not.

a. True b. Fals



" 4.,n a straight rebuy, the buyer wants to alter product specifications, prices,
terms, or suppliers.

a. True b.Fals (L ssonno 18)a% no 98 O], - an, outs)

" 5. Human needs are shaped by culture and individual personality.
a. True b.Fals (L ssonno2)a% no 10 O], - an, outs)

' 6. Secondary data provide good staring points and often help to define
problems and research objectives, though most companies must also
collect primary data.

a.Tru (Ansl r6Tru ;p.105; Mo, rat ) b. False

':.. atekeepers have formal or informal power to select or approve the final
suppliers.

a. True b. Fals

Gat ( p rsha4 drmal orindrmal pol rtos 1 Otorappro4 th
Snal suppli rs.

Ans1l ré6FALSE

S(ill6Con0 pt

Ob7 0ti4 6LO 8.26I, ntiZ3th ma%r Z10tors thatin3u n0 busin ss
bu3 rb ha4ior.

DiZOult36Eas3

. Consumer organizations such as environmental And minority groups may

- uestion a company’s marketing decisions. This e of public is called the
local public.

a. True b. Fals (False; Moderate; .110)

100.; hen railroad companies thought that users wanted trains rather than
transportation and overlooked the growing challenge of other modes of
transportation they were following the selling concept.

a. True

LREIEY Fals _(ConSirm) (Corr 0t) ro, u0t Con0 pt) (100A Sur )



101. The reason the demographic environment is of major interest to
marketers is because it involves people, and people make up markets.

CR T ru_(ConSirm) (100A Sur ) b. False
102. ( ission statements should be realisti- “nd general in nature.

a. True b.Fals (Ansl r6Fals ;p.3:;
Mo, rat)

104. The newer the buying task, and the more complex and costly the item, the
lesser the amount of time the buyer will spend searching for suppliers.

a. True b.Fals (L ssonno 18)a% no9: Ol, - an, outs)

104. . uided by marketing strategy, the company designs a marketing mix
made up of factors under its control3product, price, place, and promotion.

a.Tru (Ansl ré6Tru ;p.52; Mo, rat) b. False
105. n SBE can be a company division, a product line within a division or
sometimes a single product or brand.
a.Tru (Answer: True; p. 40; Easy)
b. False
106. Dbelief is the specific mix of human traits that may be attributed to a

particular brand.

a. True b.Fals (Answer: False; p. 141;
Moderate)

10:.0 tFike, we sell shoeslis a market3riented business definition.



a. True b.Fals (Ans1l re6Fals ;p.3.;
Mo, rat )

10" . When backed by buying power, needs become demands.

a. True

b. Fals (Lesson no 2 Page no 11 Old Handouts and Lesson no 44 Page
no 222 Old Handouts)

110. When backed by buying power, wants become demands.

a. Tru (Lesson no 2 Page no 11 Old Handouts and Lesson no 44 Page
no 222 Old Handouts)

b. False

111. dissonance reducing buying behavior is designed to probe consumersG
hidden, subconscious motivations.

a. True b.Fals (Ans1l reéFals ; p.145; Chall n%n%

112. Consumer buying behavior refers to the buying behavior of businesses.

a. True b.Fals (Ans1l réFals ;p.12.; Eas3)

113. The researcher interprets findings, draws conclusions, and reports those
conclusions to management. , deally, we should present important

findings that are useful to the major decisions faced by management to
prevent overwhelming them.

a.Tru (Ansl ré6Tru ;p.113; Mo, rat ) b. False

114.. ood sources of marketing intelligence information includes competitors,

annual reports, business publications, trade show exhibits, press releases,
advertisements, and ; eb pages.

a.Tru (Ansl r6Tru ;p.101; Mo, rat )

« A market segment
consists of consumers

b. False



who respond in
different wa( s to a
given set of
marketing efforts.

+A Market segment
consists of consumers
who respond In
different wa(s to a
given set of
marketing efforts

115.; ho is our target market and what@ our value proposition are two
important - uestions underlying marketing strategy.

CRBITru_(Th m_1pa%9) (100A Sur) b. False

116. The societal marketing concept calls on marketers to balance consumer
wants and desires, company profits, and society's interests.

SR Tru_(Th m 1 pa% 8) (100A Sur ) b. False

11: . ( ost firms follow the production concept when they face overcapacity.

a. True CREIERFals (Th m _1pa% 5) (100A Sur )



11'. company with limited resources might decide to serve all segments of a
market.

a. True b.Fals (Ans1l réFals ; p.50; Mo, rat )
120. t ir Bnline, Owe create customer connectivity, anytime, anywhere.1is a
product3riented business definition.
a. True b. Fals
At Am ri0a Onlin ;“1 Or at Oustom r Oonn O0ti4it3; an3tim ;

an31h r .”isapro, uOtBri nt , busin ss, SHnition. (Ans1 réFals ;
p-3.; Mo, rat )

121. The image a product reflects in the minds of consumers is called market
segmentation.
a. True (Ans1 ré6Fals ; p.50; Eas3) b. Fals

122. Customer ) elationship ( anagement 8C) ( 9is nothing more than a
customer data management activity.

BT rue (Confirm) (100% Sure) b. False

123. ( ajor factors are changing the face of today’s marketing communications.
( ass markets have fragmentedCthus, marketers are shifting away from
mass marketing.

a.Tru (L ssonno32)a% no 180 0], - an, outs) b. False

124. break3even chart shows the total cost and total revenue expected at
various sales volume levels.

a.Tru (L ssonno25)a% no 120 0], - an, outs) b. False
124. =emand and consumer value perceptions set the floor for prices.
a. True b. Fals (Fals ;p.283; Mo, rat )

125.,n industrial markets, product managers have an influence on the
company'’s priceZetting decisions.

a.Tru (Tru ;p.28:; Eas3) b. False
126. Costdased pricing relies on consumer perception of value to drive pricing.

a. True b. Fals (Fals ; p.289; Eas3)



12: ., nformative ads are used primarily in the growth stage of the product life

cycle.

a. True b.Fals Ans1l ré6FALSE
DiZb2.
)a% R 431.
S(ill6Con0 pt
Ob7 0ti4 A5R

12" . Bverhead cost is another term for variable cost.
a. True b. Fals (Fals ; p.288; Eas3)

130. Slice of life, lifestyle, and personality symbol are all parts of public relations.
a. True b.Fals (L ssonno33)a% no 192 0], - an, outs)

131. Percentage3f¥ales method wrongly views sales as the cause of promotion
rather than the result.

a.Tru (L ssonno 32)a% no 185 0], - an, outs) b. False
132.; hen a manufacturer seeks a market for by3products and accepts a price
that covers more than the cost of storing and delivering them, it is able to
reduce the main product’s price to make it more competitive.
a.Tru (Tru ;p.299; Mo, rat) b. False
133. n example of service variability is that within a given ( arriott hotel, one
registration3desk employee may be cheerful and efficient, whereas another
may be unpleasant and slow.
a.Tru (100A Sur ) b. False
134. =eveloping a stronger position within several segments creates more total

sales than undifferentiated marketing across all segments.

a.Tru (100A Sur ) b. False



134.; hen a company introduces a new brand name in the same product
category, it is called line extension.

a. True b.Fals (100A Sur )
Answer: FALSE
- i..: 2 Page Re.: 2(0
SOill: ) onle t
023eltide: 84

135. Hahore Florists segments markets into groups of nonusers, ex3users,
potential users, firstXime users, and regular users of its flowers and
services. This firm uses usage rate as the segmentation approach.

a. True b. Fals

123) LaG:range Florists segments markets into groups of nonusers, ex-users, potential

users, first-time users, and regular users of its flowers and services. This firm uses usage
rate as its segmentation approach.

Answer: FALSE

Diff: 2 Page Ref: 197

AACSB: Analytic Skills
- Skill: Application

Objective: 7-2

Not 6Nam , i2r n0 , oubtZul

136. Today, most companies have moved away from mass marketing and are



being choosier about the customers with whom they wish to build
relationships.

a.Tru (100A Sur ) b. False

13: . Shopping products are less fre- uently purchased consumer products and
services that customers compare carefully on suitability, - uality, price and
style.

a.Tru (100A Sur ) b. False

13" . Service inseparability means that the - uality of services depends on who
provides them, as well as when, where, and how they are provided.

a. True b.Fals (100A Sur )

140. tarecent marketing seminar, the featured speaker stated that a target
market consists of a set of buyers who share common needs or
characteristics that the company decides to serve. 7ou believe this is a
correct definition.

a. True b.Fals (100A Sur )

141. tthis point your company wants to move away from mass marketing and
engage in target marketing. The three steps to take, in order, are market
segmentation, marketing positioning and target marketing.

a.Tru (100A Sur ) b. False

142. Commercial accounting is done through a system known as/

a. True CRZIE Fals_(ConSrm) (100A Sur )

143. BC,nterior =esigns wants to collect research data through mechanical
observation. The three typical methods are video cameras, checkout
scanners, and internet cookies.

a. True b.Fals (Ansl r6Fals ; p.111; Chall n%n%

144. ( arketers all agree that - uestionnaires are the most common research
instrument.



a.Tru (Ansl ré6Tru ;p.111; Eas3) b. False

144. nincreasing number of retailers and wholesalers have created their own
brands3uch as Hyper Star offering variety of food products. This is called
codranding.

a. True b. Fals (Fals ; p.233; Chall n%n%L03)

n increasing number of retailers and wholesalers have created their own
brandsl such as; alj art offers Sam’s Choice beverages and food products.
This is called codranding. 8FalseCp. 233CChallengingCHB39

145. Customer retention is perhaps the best measure of - uality3 service firm'’s
ability to hang on to its customers depends on how consistently it delivers
value to them.

a.Tru Answer: TR6 E b. alse
- 1.2 Page Re.: 242

SOill: ) onle t
023eltide: 833

146. ,n international product and service marketing, it is important to know
what different colors mean to different countries.

a.Tru (Tru ;p.232; Eas3; LO3) C(AACSB6GlobalD b. False

,n international product and service branding, it is important to know what

different words mean in different countries.

8TrueCp. 232C?asyCHB39]  CSB/. lobalK

Not 6Mar( tin%an, bran, in% i2 r n0

14: . Programs that include public health campaigns to reduce smoking,

alcoholism, drug abuse, and overeating are examples of the social idea
known as social marketing.

a.Tru (L ssonno 13 ) a% no 544;545 Ori%nal Boo() b. False

14" .,n industrial markets, salespeople outrank top management in determining
the sales price of products.

a. True b. Fals (Fals ; p. 28: ; Eas3)

140. PBP promotions include displays and demonstrations that take place at the



point of purchase or sale.
a.Tru (L ssonno 34)a% no 199 O], - an, outs) b. False

141.,f Canon Camera Company follows a high3rice, high3margin strategy, it may
attract competition from Fikon, ( inolta and Pentax.

a.Tru (Tru ;p.293; Mo, rat) b. False

142. The three characteristics for advertising appeals are/meaningful, believable
and distinctive.

a.Tru (L ssonno 33)a% no 191 0], - an, outs) b. False

143. Because there is such variation among the economies of countries around the

world, it is not practical to segment international markets on the basis of
economic factors.

a. True b. Fals

144. ( any marketers believe that behavior variables are the best starting point for
building market segments.

a.Tru (L ssonno19)a% no. 50], - an, outs) b. False

144. Product costs set a floor to the priceCconsumer perceptions of the product’s
value set the ceiling.

a.Tru (Tru ;p.283; Eas3) b. False

145. =ove marketers can go beyond the brand’s cleaning cream attributes and talk

about the resulting benefit of softer skin. This is known as product attributes in
brand positioning.

a. True b. Fals (Fals ; Chall n%n%p. 2: 2)

146. ,nternal marketers face special challenges. They must figure out what products
to introduce to other countries.



a. True b.Fals (Fals ; Mo, rat )

14: . Lalue3ased pricing is the reverse of costdased pricing.
a.Tru (Tru ; p.284; Chall n%n% b. False

14" . ne3mail from a company that offers free shipping on your next purchase of
more than ) s. 3000DMis an example of sales promotion. (Doubt2ul)

a. Tru b. False

150. Codranding is a form of product that consists of activities, benefits or
satisfactions offered for sale that are essentially intangible and do not result in
the ownership of anything. ? xamples are banking, hotel, airline, retail, tax
preparation and home repair. (Doubt2ul)

a. True b. Fals

Service A form of product that consists of
activities, benefits, or
satisfactions offered for sale that
are essentially intangible and do
not result in the ownership of
anything (banking, hotel, airline,
retail, tax preparation, home

repairs).
1

151. company'’s total marketing communications mix is also called its promotion
mix.

a.Tru (L ssonno 32)a% no 15: Ol, - an, outs) b. False



152. 7our assignment at work is to divide buyers into different groups based on
social class, lifestyle and personality characteristics. fter a planning session
with the marketing and sales staff, you issue a memo to upper management
recommending psychographic segmentation. 7ou are right on target.

a. Tru b. False

153. Bne important - uality for a brand name is that it should translate easily into
foreign languages.

a.Tru (L ssonno20)a% no: 9 0], - an, outs) b. False

154. The simplest pricing method is break3ven pricingZadding a standard markup
to the cost of the product.

a. True b. Fals (Fals ; p.289; Eas3)

154. ,f the pull strategy is effective, consumers will then demand the product from
channel members, who will in turn demand it from producers.

a.Tru (L ssonno 32)a% no 189 Ol, - an, outs) b. False

155. Behavioral segmentation re- uires finding the major advantages or features
people look for in the product class, the kinds of people who look for each
advantage or feature and the major brands that deliver each advantage or
feature.

a. True b. Fals

156. The serviceJrofit chain means the set of all product lines and items that a
particular seller offers for sale.

a. True b. Fals
Answer: FALSE
- 1.2 Page Re.:238
SOill: ) onle t
023eltide: 83



15: . Competitors prices and offers are external factors that companies have to deal
with.

a.Tru (Tru ;p.28.; Eas3) b. False

15" .; hen a major moving van company sells accessory products that must be used
in moving a household’s furniture, it is practicing captive3roduct pricing.

a.Tru (Tru ;p.299; Eas3) b. False

160. Shopping For The ) ich and Famous is a buying service that helps wealthy
clients find the best buys in exclusive clothing, high3nd cars, travel and
financial services. This firm would use income segmentation.

Answer: TR6 E

- 1.2 Page Re.: 194

AA) SB: Re.lelti4e ThinOing SOills

SOill: A lilation

023eltide: 72 b. False

161. ( anufacturers may offer an allowance in return for the retailer’s agreement to
feature the manufacturer’s products in some way.

a.Tru (From Goo% ) b. False

Manufacturers also may offer an allowance (usually so much off per
case) in return for the retailer's agreement to feature the
manufacturer's products in some way.

162. Fiche marketing offers smaller companies an opportunity to compete by

focusing their limited resources on serving niches that may be unimportant to
or overlooked by larger companies.

a. Tru b. False

163. The demand curve shows the number of units the market will buy in a given



time period at different prices that might be charged. ,n normal cases, the
higher the price, the higher the demand.

a. True b. Fals (Fals ; p.292; Eas3)

164. Sales promotion consists of shortXerm incentives to encourage purchases or
sales of a product or service.

a.Tru (L ssonno 34)a% no 195 0], - an, outs) b. False
164. Consumers position products with or without the help of marketers.

a. Tru b. False

165. The widespread use of mass marketing has masked the fact that for centuries
consumers were served as individuals where businesses practiced individual
marketing.

a.Tru ( nswer: True; p. 200; %asy; L' () b. False

166. Narachi . ifts divides its markets into units of nations, regions, and cities.
Bombay uses geographic segmentation.

a.Tru Answer: TR6E b. alse
-1 2 Page Re.: 191

AA) SB: Analytil SOills

SOill: A lilation

023eltide: 7R

16: . Ensought products are products and services that the customer usually buys
fre- uently, immediately, and with a minimum of comparison and buying effort.

a. True b.Fals (L ssonno1: )a% no: 3 0l, - an, outs)
16" .; e define service as anything that can be offered to a market for attention,
ac- uisition, use or consumption and that might satisfy a want or need.

a. True b.Fals (100 A Sur )

1: 0. ?ach firm should be able to find a single way to segment each market.

a. True b.Fals (Ansl reé6Fals ; p.185; Eas3)



1: 1.,n a product business, products are fairly standardized and can sit on shelves
waiting for customers., n a service business, the customer and front3dine
service employee interact to create the service.

a.Tru (Chapt rno 15)a% no 834 Ori%nal Boo() b. False

1: 2. Packaging does not include the material necessary to ship a product.

a. True b. Fals

Packaging

Activity of designing and
producing the container or
wrapper for a product.

Packaging used to just

contain and protect the
product.

Goals of Packaging

Protection against damage, spoilage,
tampering etc.

1: 3. This type of segmentation uses different marketing approaches for different
time periods of peoples lives and different family situations. This segmentation
method is called demographic.

a. True b.Fals (Ans1l réFals ;p.189; Mo, rat )

1: 4.. ender segmentation has long been used in clothing, cosmetics, toiletries and
magazines.

a. Tru (Chapt rno 10 ) a% no 401 Ori%nal Boo() b. False

1: 4. Products support services identify the product or brand, describe several
things about the product, and promote the product through attractive graphics.



a. True b.Fals (L ssonno20)a% no:: Ol, - an, outs)

1: 5. company’s product mix has four important dimensions/width, length, depth
and consistency.

a.Tru (L ssonno 13)a% no 590 Ori%nal Boo() b. False

1: 6. =eveloping a stronger position within several segments creates more total
sales than undifferentiated marketing across all segments.

a.Tru (L ssonno1l. )a% no. 9 0l, - an, outs) b. False
1: : . The brand of a product can determine its customer value.

a.Tru (Tru ;p.228; Mo, rat ;L02) b. False

1: " . Style is a larger concept than design. =esign describes the appearance of a
product.

a. True b.Fals (L ssonno 20)a% no: 80l - an, outs)

1' 0. Customers come to know a brand through a wide range of contacts and touch
points. These include word of mouth, personal interactions with company; eb
pages. ( any brands are not maintained by advertising but by brand
experience.

a.Tru (Chapt rno 13)a% no 589 Ori%nal Boo() b. False

To, a3; ustom rs Oom to (nol abran, throuhali, ran% o2
OontaOts an, touOh points.Th s inOlu, a, 4 rtisin%but also

p rsonal Ep ri n0 1ithth bran, ;1or, o2Zmouth; p rsonal

int raOtions 1 ith Oompan3 p opl ;t 1 phon int raOtions; Jompan3
F bpa%san, man3 oth rs. (Chapt rno 13 ) a% no 589 Ori%nal
Boo()



1' 1. product’s position is the way the product is defined by the retailers who sell
it to target markets. ,t is how it is defined on important attributes the place the
product occupies in the retailers minds relative to competing products.

(R a L ssonnol. )a% no.. O], - an, outs)

a. Tru b. False

1' 2. naspect of managing service differentiation is in the company’s service
delivery.

a.Tru (100A Sur ) b. False

1' 3.) esearch about and planning for loyalty status as a segmentation approach is
generally not useful or practical for most firms.

a. True b.Fals (Ansl r6Fals ;p.193)

1: 4. 41a offers a new car model with the same features as a comparable but higher
priced Toyota or ord and provides a longer warranty. 4 ia is following a more-
for-less strategy.

a. True Answer: FALSE
-i..:3 Page Re.: 213
AA) SB: Analytil SOills
SOill: A lilation
023eltide: 74

1' 4. ( aslow’s theory is that human needs are arranged in a hierarchy. They
include physiological needs, safety needs, social needs, esteem needs, and
selfactualization needs. n unsatisfied need motivates one to take action to
satisfy it.

a.Tru (Ansl r6Tru ;p.13:; Mo, rat ) b. False

1' 5. business marketer normally deals with far fewer buyers than the
consumer marketer does.

a.Tru (L ssonno 18)a% no 94 O], - an, outs) b. False
1. 75The demand curve shows the number of units the market will buy in a given

time period at different prices that might be charged. m normal cases, the higher
the price, the lower the demand.



1.

a. True Answer: TR6 E b. alse

-i.:2 Page Re.: 302
SOill: ) onle t
023eltide: 1033

The most effective consumer promotion tool is sampling.
A.Tru () a% no 9. . ori%nal boo( not han, outs) B. False

Ma3or factors are changing the face of today’s marketing communications.
Mass markets have fragmented, thus, marketers are shifting away from mass
marketing.

A.Tru () a% no 920 ori%nal boo( not han, outs) B. False

3. Companies that set a low initial price in order to get their (foot in the

door1 - uickly and deeply, attract a large number of buyers - uickly, and
win a large market share practice market¥kimming pricing.
(Fals ; p. 295; Eas3)

; hen a manufacturer seeks a market for by3products and accepts a price
that covers more than the cost of storing and delivering them, it is able to
reduce the main product’s price to make it more competitive.

(Tru ; p.299; Mo, rat )

The simplest pricing method is break3ven pricingl adding a standard
markup to the cost of the product.
(Fals ; p.289; Eas3)

Onvironmental elements are categori7ed as €' ternal factors that affect pricing
decisions.

Answer: TR6 E

- 1.2 Page Re.: 300

SOill: ) onle t

023eltide: 1033

89 8 promotions include displays and demonstrations that take place at
the point of purchase or sale.
A. True (Original 2000 age no 788 not handouts) B. alse

6f demand changes greatly with price, we say the demand is inelastic.
Answer: FALSE

- 1.2 Page Re.: 303

SOill: ) onle t

023cltide: 103



. Pricing often plays an important role in helping to accomplish company’s
multidevel objectives.
(Tru ; p. 283; Eas3)

10. ,nformative ads are used primarily in the growth stage of the product life
cycle.
. True B. Fals

11. The more elastic the demand, the more it pays for the seller to raise the
price.
(Fals ; p. 293; Chall n%n%

12. Slice of life, lifestyle and personality symbol are all parts of public
relations.
. True B.Fals (Boo( pa% no 98: ori%nal boo( not han, outs)

13.,f Canon Camera Company follows a high3rice, high3margin strategy, it
may attract competition from Fikon, ( inolta, and Pentax.
(Tru ; p.293; Mo, rat )

1-. 6f the pull strategy is effective, consumers will then demand the product from
channel members, who will in turn demand it from producers.
Answer: TR6 E
- 122 Page Re.: 42(
SOill: ) onle t
023eltide: 1454

14. Companies that set a low initial price in order to get their (foot in the
door1 - uickly and deeply, attract a large number of buyers - uickly, and
win a large market share practice market¥kimming pricing.

(Fals ; p.295; Eas3)

15. Pricing often plays an important role in helping to accomplish a
company’s multijevel objectives.
(Tru ; p. 283; Eas3)

16. specific communication task to be accomplished with a specific target
audience during a specific period of time is called an advertising
objective.

A.Tru (Ori%nal boo( pa% no: 05) B. False

1: . =emand and consumer value perceptions set the floor for prices.
(Fals ; p.283; Mo, rat )

1' . Manufacturers may offer an allowance in return for the retailer's agreement
to feature the manufacturer's products in some way.
A. True (Page no 178 Old Handouts) B. alse

) 0. Sales promotion consists of short-term incentives to encourage the purchase
or sale of a product or service.



A. True (Page no 200 Old Handouts) B. alse

) 1.; hen a major moving van company sells accessory products that must be
used in moving a household’s furniture, it is practicing captive3product
pricing.

(Tru ; p. 299; Eas3)

22. Lalue®ased pricing is the reverse of costdased pricing.
(Tru ; p. 284; Chall n%n%

23. 8roduct costs set a floor to the pricel consumer perceptions of the product's
value set the ceiling.
Answer: TR6 E
- 1.2 Page Re.: 291
SOill: ) onle t
023cl1tide: 1022

)-. Competitors’ prices and offers are external factors that companies have to
deal with.
(Tru ; p. 28. ; Eas3)

24. The demand curve shows the number of units the market will buy in a
given time period at different prices that might be charged. ,n normal
cases, the higher the price, the higher the demand.

(Fals ; p.292; Eas3)

25. Laluedased pricing is when costs vary directly with the level of product.
(Fals ; p.284; Mo, rat )

26. The most expensive consumer promotion tool is sampling.
A.Tru () a% no 144 0], - an, outs) B. False

2: . Costdased pricing relies on consumer perception of value to drive pricing.
(Fals ; p.289; Eas3)

2' . Overhead cost is another term for variable cost.
(Fals ; p. 288; Eas3)

30.,n industrial markets, product managers have an influence on the
company’s price¥etting decisions.
(Tru ; p. 28: ; Eas3)

31. The percentage-of-sales method wrongly views sales as the cause of promotion
rather than the result.
Answer: TR6 E
- 1.2 Page Re.: 423
SOill: ) onle t
023eltide: 1454



, ). A company’s total marketing communications mi' is also called its promotion
mi' .
A. True (Page no 170 old handouts) B. alse

33. ne3mail from a company that offers free shipping on your next purchase
of more than ) s3000DMis an example of sales promotion.

A. Tru B. False

34. dvertisers look for media that showcase the product effectively.
Fashions are best advertised on television, and automobile performance
is best in color magazines.

. True B.Fals () a% no 194 ol, han, outs)

34.,n industrial markets, salespeople outrank top management in
determining the sales price of products.
(Fals ; p.28:; Eas3)

35. Lalue3dased pricing is when costs vary directly with the level of product.
(Fals ; p.284; Mo, rat )

36. The three characteristics for advertising appeals are/meaningful,
believable and distinctive.

A. Tru (Ori%nal Boo( pa% no. 03;. 04) B. False

3:. break3even chart shows the total cost and total revenue expected at
various sales volume levels.
(Tru ; p. 289; Eas3)

3' . The media planner has to know the reach, fre- uency, and impact of each
ad.

A.Tru (Ori%nal Boo( )a% no. 09) B. False











