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L. Which of these includes all the aspects of “eflective marketing” as that term is defined in the text?

a. A mix of promotional activitics to facilitate exchange of goods.

b. A consumer-oriented exchange process wherein one parly gives money (o the other party in exchange for a
good or service.

c. A customer-oriented set of activities planned and carried out by the marketer to facilitate an exchange.

d. A mix of business aclivitics planned and implemented by a marketer to arrange for the transfer of title to
goods,

¢. A customer-oriented mix of activities that leads lo customer desire or prelerence to purchase some good or
service offered by the markeling organization.

2. The difTerentiation stralegy requires that:

a. the product be physically betier than competitors,

b. the product be made to appear physically different from its compelitors.

¢. the product have some observable attribute that differentiates it from compeltitors.

d. customers perceive that there is some difference between the product and its competilors.
e. substantial price difference between the product and its compelitors.

W

- Which of the following is incorrect regarding comparison between routine and exteusive problem solving?

a. Routine decisions may be cbm‘plcled more quickly.

b. A series of trials often occur before a decision becomes routine.

c. A different series of steps occurs in routine and extensive problem solving.
d. Extensive problem solving is associated with important purchases.

e. The situation may determine if the decision is routine or extensive.

4. Of the roles played in a purchase decision it is incorrect to say:

a. any given person can play more than one role, and some roles can be played by more than one person.
b. the roles played are mutuatly exclusive and no one person can play (wo or more roles,
¢. some roles may be played by a group, such as as committee,

d. some roles may be played by people who are not permanent members of the organization making the
purchase. |

¢. persons playing a role may have nothing to do with the purchase apart from playing that one role.

5. A product passes from i(s growth stage into its maturity slage as:

a. sales level off immediatcly, yiclding a fat curve (hat is perpendicular to the Y axis.

b. a drop in salcs shows a rapid descent towards the Y axis.

c. a sudden spurt upward of sales occurs.  that is why the maturity stage is sometimes called the “false
growth” stage.

d. sales increase at a decreasing rate rather than at an increasing rate.

e. advertising budgels are cul,
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6. When a product is in the growth stage of the product life cycle, a number of developments can be anticipated.
Which of the lollowing is not one of those developments?

a. The number of compelitors in the market can be expecled to increase.

b. The pioneering firms can be expected to alter their products it new competitors have come up with
“improved” versions of (he product. ‘

¢. Industry profits would be expecled to be greater than in the introductory stage.

d. Companies in the industry. will advertise benefits of particular competing brands.

7. Given the choice of having a small group of large high-capacity warehouses, or a large group of smaller
warchouses, an effective marketer would choose:

a. having a larger group of smaller warchouses located near customers since (his is more consistent with the
markeling concept.

b. having a smaller group of larger warehouses because this is more consistent with the marketing concept.

c. whichever option was cheapest to the customer. :

d. whichever option would permit the most rapid delivery of products to customers.

¢. whichever would satisly customers at a price they are willing to bear.

8. The factor thirt sets the product differentiation promotional campaign apart from other types is:

a. the product must have a ) ¥ wnique physical characteristic or the differentiation approach cannot be used
success(ully. :

b. it is appropriate only to goods, not to services markeling,
¢. its use of technical or scientific language in promotional literature.
d. its avoidance of any image-building that might distract attention from the product‘s characteristics,

e. its focus on comparison of the product with other products or accents how use of the product uniquely
solves a customer problem.

9. According to the textbook, the hierarchy of effects is related to stages in consumer decision making and the
general purpose of promotion. Which of the following statements about these relationships is incorrect?

a. Awareness and knowledge stages are associated with the problem recognition and search stages,

b. Conviction and purchase stages typically occur during the transaction stage and the purpose of the
promotion is persuasion. ' :

¢. During the posttransaction stage the purpose of the promotion is to establish liking and preference by
providing information to create a posilive affect,

d. Pretransaction activities include problem recognition and search thus the purpose of the promotion is ofien
lo provide information to ajd recognition and understanding and to create a positive affect.

e. During the post transaction the purpose of promotion is to remind and reassure (o create post-purchase
satisfaction,

10. The first step in developing an advertising campaign is to:

a. determine the message that should be used,
b. establish advertising objectives,

¢. determine the best media (o use.

d. establish an mlvcrlising budget,

e. select an advertising agency,

e. The common advertising strategy will be to emphasize low prices so that producers® stocks can be reduced.
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L1 The concept of the AIDA model can best be used by advertisers in:

a. determining the most appropriatc media,

b. setting the advertising budget,

¢. understanding the psychological processes of consumers follow a “hicrarchy of effects.”
d. choosing advertising spokespersons.

e. developing advertising themes that are consistent across product lines.

12, A differential pricing strategy means that the company:

a. varies the price charged in proportion (o the costs involved in making and selling the product.
b. uses a complicated system of discounting,

c. charges different prices during different times of the year.
d. sells the same product to difTerent buyers at different prices.
e. has a large product line.
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(—) (20%) Sunbelt Recreation is a manufacturer of small camping trailers. Sunbelt, with annual sales of

$3.1 million is the only manufacturer of such trailers in this region. They have a 43% market share for
such trailers in the T exas, Oklahoma, Arkansas region.

the Sunbelt president has just returned from a strategic planning conference and based on the lecturer's
remarks he has drawn the foltowing conclusions:

I. By increasing market share, the return on investment for the business will increase.
2. The firm should have extensive market power due to its high market share.

3. Competition is not of particularly high concern since Sunbelt is the clear market leader in the 3-
State region.

.

L]
Based on previous literature and readings, provide strong specific arguments for and/or against the above
assumptions.

(L)(m%)ﬁﬁﬂ@ﬁi%ﬁﬁmmngﬁmmxwa:ﬁﬁm#§##mmmg%&%
RAEP @GSN > T &L E B2 2 -

1.ﬁﬁmﬁmuﬁﬁ&@&ﬂﬁmﬁzﬁﬁlﬁiﬂmﬁwm?

2. I % mamA k8 8 BEMK ﬁi#\&f&ﬁi&%‘iﬁiﬁ%‘jﬂi&ﬂi FREEES R
EAER £ R LA A 4% 84 2 &) Z:—“"t-f-#k/f’rfriﬁ!ﬁ.@iﬂ&!!f& °

3R BR - RAE B AR K% ﬁnim&ﬁ"ﬂﬁiﬁlﬁ:#&@ﬁﬂ%7,”5@H’!’Fﬁ
( Undersegmentation ) KERiBE ( Oversegmentation ) o

(

In

) (18%) ﬁiizt%\%fﬁﬁwlmﬁiﬂiimx&‘zﬁ/&iﬂﬁé‘i&iat ’ 4t1$$ioim3&ms‘é'§ﬁi{it'ﬂﬂ%k%
gy
L. SKBLY B 97 80 444005 2 g o
2.mmmaﬁm-mm%m&ﬁ#ﬁﬁwiﬁ&ﬁm@mﬁakmm’iMEAQMMi
W HRAWTE o :

RGEEFHHE ( The wheel of retailing ) ZARBAE N AL TG ERNEX Y P
%) o

(% @@ 175 4 Aa E],E'#.’i‘lﬁ!‘-)ﬂ'ﬂ?"é‘.t)




- Bk x4 £ 4 R
O BFR ik 5o £¥F ez Tebiior % 4 R

(W)(w%)@%mmammAmﬁ¢£$WM%iﬂ%»mmwm%gﬁmAm%$&&&
—m##iﬁimm° -

SABL SR AT B 1 05 E g PR AR B £ ? : o
itiiﬂﬂdklﬂ##{b;mwﬂla@l‘%‘hfﬁbﬁ'&zu#i& iﬁ“ﬂl@é&’a‘i&#‘d&#éﬁ?
WL R FIA®ESllz 4 unﬁliul’riﬁ»&%ml‘#‘hiﬁz 4P R ?

BB e A GATT » » QB LB M w%@ﬂMMmun’KWﬂmm
b & B B @) % %) I'H'J%i%:‘!{ﬁz’\ﬁmk»t}t- Bl R ALAT 48 K o 2 54 o

ANN:—-






