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CHAPTER 11

MARKETING PROCESSES AND CONSUMER BEHAVIOR

True/False Questions

Easy Questions

1. Value is the relationship between inputs and outputs.

Answer: False

Level: Easy

Page 328

Reference: Learning Objective 1 / Providing Value and Satisfaction

2. The sales price, the buyer’s time, and the emotional costs of making a purchase decision are all components of a product’s cost.

Answer: True

Level: Easy

Page 328

Reference: Learning Objective 1 / Providing Value and Satisfaction

3. Utility is the benefit of a product compared to its costs.

Answer: False

Level: Easy

Page 329

Reference: Learning Objective 1 / Providing Value and Satisfaction

4. Products used by companies to produce other products are called consumer goods.

Answer: False

Level: Easy

Page 329

Reference: Learning Objective 1 / Goods, Services, and Ideas

5. Relationship marketing focuses on single transactions of products, services, or ideas.

Answer: False

Level: Easy

Page 330

Reference: Learning Objective 1 / Goods, Services, and Ideas

6. Data mining is the collection and storage of electronic data.

Answer: False

Level: Easy

Page 330

Reference: Learning Objective 1 / Goods, Services, and Ideas

7. Inflation and interest rates are major factors affecting the economic environment.

Answer: True

Level: Easy

Page 332

Reference: Learning Objective 1 / The Marketing Environment

8. Substitute products are dissimilar from those of competitors, but they can fulfill the same need.

Answer: True

Level: Easy

Page 332

Reference: Learning Objective 1 / The Marketing Environment

9. The members of a target market share some common traits that affect their purchasing decisions.

Answer: True

Level: Easy

Page 335

Reference: Learning Objective 3 / Target Marketing and Market Segmentation

10. Positioning is the process of dividing the market into segments that have common buying objectives.

Answer: False

Level: Easy

Page 335

Reference: Learning Objective 3 / Target Marketing and Market Segmentation

11. Brand loyalty refers to a pattern of regular consumer purchasing based on satisfaction with a product.

Answer: True

Level: Easy

Page 337

Reference: Learning Objective 4 / Influences on Consumer Behavior

12. Product features are the qualities, tangible and intangible, that a company builds into its products.

Answer: True

Level: Easy

Page 341

Reference: Learning Objective 6 / The Value Package

13. The value package refers to the marketing of a product as a bundle of value-adding attributes, including reasonable cost.

Answer: True

Level: Easy

Page 341

Reference: Learning Objective 6 / The Value Package

14. Convenience goods are purchased and consumed rapidly, regularly, and with a minimum expenditure of time.

Answer: True

Level: Easy

Page 342

Reference: Learning Objective 6 / Classifying Goods and Services

15. Among industrial products, expense items are any materials and services that are consumed within a year by firms producing other goods and supplying other services.

Answer: True

Level: Easy

Page 342

Reference: Learning Objective 6 / Classifying Goods and Services

16. The products that a company makes available for sale are its product mix.

Answer: True

Level: Easy

Page 343

Reference: Learning Objective 6 / The Product Mix

17. A typical product passes through a product life cycle in four to six years. 

Answer: False

Level: Easy

Page 345

Reference: Learning Objective 7 / The Product Life Cycle

18. National brands are produced by, widely distributed by, and carry the name of the manufacturer.

Answer: True

Level: Easy

Page 347

Reference: Learning Objective 8 / Branding Products

19. When a wholesaler develops a brand name and has the manufacturer place the name on the product, the resulting product name is a licensed brand.

Answer: False

Level: Easy

Page 347

Reference: Learning Objective 8 / Branding Products

True/False Questions

Moderate Questions

20. Marketing consists primarily of advertising a product or service.

Answer: False

Level: Moderate

Page 328

Reference: Learning Objective 1 / What Is Marketing?

Rationale: Marketing is a process of creating, communicating, and delivering value to customers and for managing customer relationships in ways that benefit the organization and its stakeholders.

21. The benefits of a high-value product are much greater than its costs.

Answer: True

Level: Moderate

Page 328

Reference: Learning Objective 1 / Providing Value and Satisfaction

Rationale: Further, benefits include not only the functions of the product but also the emotional satisfaction associated with owning, experiencing, or possessing it.

22. Conveyors, surgical instruments, and bulldozers are examples of industrial goods.

Answer: True

Level: Moderate

Page 329

Reference: Learning Objective 1 / Goods, Services, and Ideas

Rationale: Industrial goods are physical items used by companies to produce other goods.

23. Marketing concepts can be extended to the promotion of ideas.

Answer: True

Level: Moderate

Page 330

Reference: Learning Objective 1 / Goods, Services, and Ideas

Rationale: Examples include ads in theaters that remind us to respect copyrighted materials and ads that stress the advantages of avoiding fast food.

24. Competition from foreign manufacturers is an element of the social and cultural environment.

Answer: False

Level: Moderate

Page 331

Reference: Learning Objective 1 / The Marketing Environment

Rationale: Competition stems from the economic and/or competitive environments.

25. High prices generally lead to larger sales volumes.

Answer: False

Level: Moderate

Page 334

Reference: Learning Objective 2 / Strategy: The Marketing Mix

Rationale: Low prices typically lead to larger sales volumes, whereas high prices typically limit market size but increase profits per unit.

26. Decisions about warehousing and inventory control are distribution functions.

Answer: True

Level: Moderate

Page 334

Reference: Learning Objective 2 / Strategy: The Marketing Mix

Rationale: Decisions about transportation and distribution channels are also distribution functions.

27. A description, such as single, aged 20–34, earning $30,000 a year, is an example of a psychographic variable.

Answer: False

Level: Moderate

Page 335

Reference: Learning Objective 3 / Identifying Market Segments

Rationale: Demographic variables identify populations by age, income, gender, ethnic background, marital status, race, religion, and social class.

28. The consumer buying process begins with information seeking, searching for stores, styles, prices, and the opinions of others.

Answer: False

Level: Moderate

Page 338

Reference: Learning Objective 4 / The Consumer Buying Process

Rationale: The consumer buying process begins when the consumer recognizes a problem or need.

29. The organizational market includes industrial, reseller, and government/institutional markets.

Answer: True

Level: Moderate

Page 339

Reference: Learning Objective 5 / Organizational Marketing and Buying Behavior

Rationale: Taken together, these markets do about $27 trillion in business annually—more than two times the amount done in the U.S. consumer market.

30. Consumer-seller relationships are often impersonal and fleeting, based on one-time interactions.

Answer: True

Level: Moderate

Page 340

Reference: Learning Objective 5 / Organizational Buying Behavior

Rationale: In contrast, industrial situations often involve frequent and enduring buyer-seller relationships.

31. Hard disk drives and flat screen monitors are examples of benefits.

Answer: False

Level: Moderate

Page 341

Reference: Learning Objective 6 / The Value Package

Rationale: Hard disk drives and flat screen monitors are features.

32. Reliable processing and a feeling of security, for example, might be benefits associated with a computer.

Answer: True

Level: Moderate

Page 341

Reference: Learning Objective 6 / The Value Package

Rationale: Benefits are those variables in the value package that increase the customer’s satisfaction.

33. Because of the great convenience that it provides, a car is classified as a convenience good.

Answer: False

Level: Moderate

Page 342

Reference: Learning Objective 6 / Classifying Goods and Services

Rationale: A car may be considered a shopping good or a specialty good depending on the style and features.

34. A custom-made wedding gown is classified as a shopping good.

Answer: False

Level: Moderate

Page 342

Reference: Learning Objective 6 / Classifying Goods and Services

Rationale: A custom-made wedding gown is a specialty good; with such goods, consumers usually decide on precisely what they want and will accept no substitutes.

35. A company may have multiple product mixes but only one product line.

Answer: False

Level: Moderate

Page 343

Reference: Learning Objective 6 / The Product Mix

Rationale: Companies will have one product mix; a company may have multiple product lines. 

36. Sears’ Kenmore Appliances is an example of a national brand.

Answer: False

Level: Moderate

Page 347

Reference: Learning Objective 8 / Branding Products

Rationale: When a wholesaler or retailer develops a brand name and has a manufacturer put it on a product, the resulting name is a private brand or private label.

37. Sears’ Craftsman Tools is an example of a private brand.

Answer: True

Level: Moderate

Page 348

Reference: Learning Objective 8 / Branding Products

Rationale: When a wholesaler or retailer develops a brand name and has a manufacturer put it on a product, the resulting name is a private brand.

38. Packaging can serve as an in-store advertisement that makes the product attractive, displays the brand name, and identifies features and benefits.

Answer: True

Level: Moderate

Page 348

Reference: Learning Objective 8 / Packaging Products

Rationale: In addition, advances in materials have created added uses—such as the use of the paper-based material that doubles as a cooking container for Budget Gourmet dinners.

39. Distribution strategy creates a competitive disadvantage for small businesses.

Answer: False

Level: Moderate

Page 351

Reference: Learning Objective 10 / Small Business and the Marketing Mix

Rationale: Perhaps the most critical aspect of distribution for small businesses is facility location.

True/False Questions

Difficult Questions

40. Psychographics cannot be changed by marketing efforts.

Answer: False

Level: Difficult

Page 336

Reference: Learning Objective 3 / Identifying Market Segments

Rationale: Psychographics are particularly important to marketers because, unlike demographics and geographics, they can be changed by marketing efforts; for example, some companies have overcome consumer resistance by promoting the safety and desirability of using credit rather than depending solely on cash.

41. Cultural influences on buying behavior include an individual’s motivations, perceptions, ability to learn, and attitudes.

Answer: False

Level: Difficult

Page 337

Reference: Learning Objective 4 / Influences on Consumer Behavior

Rationale: Cultural influences include culture, subculture, and social class.

42. A decision based on emotional motives will necessarily be unsatisfying.

Answer: False

Level: Difficult

Page 339

Reference: Learning Objective 4 / The Consumer Buying Process

Rationale: “Buy” decisions can be based on emotional motives, rational motives, or both.

43. The reseller market includes farmers, manufacturers, and some retailers.

Answer: False

Level: Difficult

Page 339

Reference: Learning Objective 5 / Organizational Marketing and Buying Behavior

Rationale: The reseller market consists of intermediaries, including wholesalers and retailers, that buy and resell finished goods.

44. Industrial sellers rarely have long-term relationships with buyers.

Answer: False

Level: Difficult

Page 340

Reference: Learning Objective 5 / Organizational Buying Behavior

Rationale: In contrast, industrial situations often involve frequent and enduring buyer-seller relationships.

45. Benefits add value by providing features that increase the customer’s satisfaction.

Answer: False

Level: Difficult

Page 341

Reference: Learning Objective 6 / The Value Package

Rationale: Features are the tangible or intangible items in the value package that add benefits that increase the customer’s satisfaction.

46. It is estimated that it takes eight new product ideas to generate one product that finally reaches the market.

Answer: False

Level: Difficult

Page 344

Reference: Learning Objective 7 / The New Product Development Process

Rationale: It is estimated that it takes 50 new product ideas to generate one product that finally reaches the market; even then, only a few of these survivors become successful.

47. Products can never be sold abroad without some change to the marketing mix.

Answer: False

Level: Difficult

Page 348

Reference: Learning Objective 9 / The International Marketing Mix

Rationale: Some products can be sold abroad with virtually no changes; many products are standardized so as to attract consumers in numerous foreign markets.

48. According to the text, Europeans are generally attracted to commercials that show weapons and violence.

Answer: False

Level: Difficult

Page 350

Reference: Learning Objective 9 / The International Marketing Mix

Rationale: Some Europeans, on the contrary, are offended by commercials that show violence.

49. According to the book, cigarette advertising is unacceptable in Asian and European markets.

Answer: False

Level: Difficult

Page 350

Reference: Learning Objective 9 / The International Marketing Mix

Rationale: Cigarette commercials that are banned from U.S. television thrive in Asian and European markets.

50. Small business pricing errors usually result from a failure to estimate operating expenses accurately.

Answer: True

Level: Difficult

Page 350

Reference: Learning Objective 10 / Small Business and the Marketing Mix

Rationale: Haphazard pricing can sink a firm with a good product; when small businesses set prices by carefully assessing costs, they greatly increase their chances of earning satisfactory profits.

Multiple Choice Questions

Easy Questions

51. The process of creating, communicating, and delivering value to customers and for marketing customer relationships in ways that benefits the organization and its stakeholders is called _____.

a. financial planning

b. controlling

c. operations management

d. marketing

Answer: d

Level: Easy

Page 328

Reference: Learning Objective 1 / What Is Marketing?

52. _____ compares a product’s benefits with its costs.

a. Utility

b. Marketing

c. Value

d. Exchange

Answer: c

Level: Easy

Page 328

Reference: Learning Objective 1 / Providing Value and Satisfaction

53. _____ is the ability of a product to satisfy a human want or need.

a. Utility

b. Exchange

c. Value

d. Differentiation

Answer: a

Level: Easy

Page 329

Reference: Learning Objective 1 / Providing Value and Satisfaction

54. Products that you may buy for personal use are called _____.

a. intangibles

b. consumer goods

c. industrial goods

d. industrial services

Answer: b

Level: Easy

Page 329

Reference: Learning Objective 1 / Goods, Services, and Ideas

55. Products used by companies to produce other products are referred to as _____.

a. industrial goods

b. consumer staples

c. consumer goods

d. substitute products

Answer: a

Level: Easy

Page 329

Reference: Learning Objective 1 / Goods, Services, and Ideas

56. Intangible products, such as time, expertise, or an activity that can be purchased are called _____

a. industrial goods

b. personal goods

c. risky assets

d. services

Answer: d

Level: Easy

Page 329

Reference: Learning Objective 1 / Goods, Services, and Ideas

57. Which of the following emphasizes lasting relationships with customers and suppliers?

a. industrial marketing

b. advertising 

c. personal selling

d. relationship marketing

Answer: d

Level: Easy

Page 330

Reference: Learning Objective 1 / Goods, Services, and Ideas

58. _____ is the process of collecting, storing, and retrieving data in electronic files.

a. Survey

b. Observation

c. Focus grouping

d. Data warehousing

Answer: d

Level: Easy

Page 330

Reference: Learning Objective 1 / Goods, Services, and Ideas

59. _____ is the application of electronic technologies for searching, sifting, and reorganizing data in order to collect marketing information and target products in the marketplace.

a. Data warehousing

b. Positioning

c. Data mining

d. Distribution

Answer: c

Level: Easy

Page 330

Reference: Learning Objective 1 / Goods, Services, and Ideas

60. Which of the following types of competition has products that are dissimilar from those of competitors but can fulfill the same need?

a. brand competition

b. international competition

c. the marketing mix

d. substitute products

Answer: d

Level: Easy

Page 332

Reference: Learning Objective 1 / The Marketing Environment

61. The type of competition based on buyers’ perceptions of the benefits of products offered by particular companies is called ______.

a. arbitrage

b. monopolistic competition

c. forced competition

d. brand competition

Answer: d

Level: Easy

Page 332

Reference: Learning Objective 1 / The Marketing Environment

62. Which of the following matches the products of domestic marketers against those of foreign competitors?

a. brand competition

b. international competition

c. substitute competition

d. arbitrage

Answer: b

Level: Easy

Page 333

Reference: Learning Objective 1 / The Marketing Environment

63. A good, a service, or an idea designed to fill a consumer need is a(n) _____.

a. product

b. firm

c. want 

d. utility 

Answer: a

Level: Easy

Page 333

Reference: Learning Objective 2 / Strategy: The Marketing Mix

64. The creation of a product or product image that differs enough from existing products to attract consumers is called ______.

a. consumption

b. consumerism

c. product differentiation

d. geographic centralization

Answer: c

Level: Easy

Page 333

Reference: Learning Objective 2 / Strategy: The Marketing Mix

65. Deciding how much to charge for a product is included in the marketing mix element of _____.

a. product

b. price

c. place

d. promotion

Answer: b

Level: Easy

Page 334

Reference: Learning Objective 2 / Strategy: The Marketing Mix

66. Low prices generally lead to _____.

a. higher costs

b. lower costs

c. larger sales volumes

d. lower sales volumes

Answer: c

Level: Easy

Page 334

Reference: Learning Objective 2 / Strategy: The Marketing Mix

67. Groups of people with similar wants and needs are _____.

a. price points

b. target markets

c. distribution points

d. target points

Answer: b

Level: Easy

Page 335

Reference: Learning Objective 3 / Target Marketing and Market Segmentation

68. Dividing a market into categories of customer types is called _____.

a. market segmentation

b. positioning

c. demographic variance

d. product marketing

Answer: a

Level: Easy

Page 335

Reference: Learning Objective 3 / Target Marketing and Market Segmentation

69. Lifestyles, opinions, interests, and attitudes are referred to as _____.

a. geographic variables

b. demographic variables

c. psychographic variables

d. product use variables

Answer: c

Level: Easy

Page 336

Reference: Learning Objective 3 / Identifying Market Segments

70. The study of the decision process by which customers come to purchase and consume products is called _____.

a. marketing 

b. segmentation

c. resource management

d. consumer behavior

Answer: d

Level: Easy

Page 337

Reference: Learning Objective 4 / Understanding Consumer Behavior

71. Businesses that buy goods to be converted into other products and goods that are used up during production are categorized as _____.

a. reseller markets

b. industrial markets

c. institutional markets

d. government markets

Answer: b

Level: Easy

Page 339

Reference: Learning Objective 5 / Organizational Markets

72. Intermediaries, who buy finished goods and resell them, are categorized as _____.

a. reseller markets

b. manufacturer markets

c. industrial markets

d. institutional markets

Answer: a

Level: Easy

Page 339

Reference: Learning Objective 5 / Organizational Markets

73. Hospitals, churches, museums, and charitable organizations are called _____.

a. resellers markets

b. industrial markets

c. institutional markets

d. government markets

Answer: c

Level: Easy

Page 339

Reference: Learning Objective 5 / Organizational Markets

74. _____ are the qualities, tangible and intangible, that a company builds into its products.

a. Features

b. Requirements

c. Benefits

d. Safety devices

Answer: a

Level: Easy

Page 341

Reference: Learning Objective 6 / The Value Package

75. A _____ is a product marketed as a bundle of value-adding attributes, including reasonable cost.

a. benefit

b. feature

c. convenience

d. value package

Answer: d

Level: Easy

Page 341

Reference: Learning Objective 6 / The Value Package

76. _____ are inexpensive products that are purchased often and with little expenditure of time and effort.

a. Specialty goods

b. Shopping goods

c. Convenience goods

d. Novelty goods

Answer: c

Level: Easy

Page 342

Reference: Learning Objective 6 / Classifying Goods and Services

77. _____ are moderately expensive and infrequently purchased.

a. Specialty goods

b. Shopping goods

c. Convenience goods

d. Supply goods

Answer: b

Level: Easy

Page 342

Reference: Learning Objective 6 / Classifying Goods and Services

78. _____ are expensive and rarely purchased. The consumer is usually unwilling to consider alternatives.

a. Specialty goods

b. Shopping goods

c. Convenience goods

d. Novelty goods

Answer: a

Level: Easy

Page 342

Reference: Learning Objective 6 / Classifying Goods and Services

79. _____ items are industrial products that are purchased and consumed rapidly and regularly for daily operations.

a. Capital

b. Specialty

c. Expense

d. Convenience

Answer: c

Level: Easy

Page 342

Reference: Learning Objective 6 / Classifying Goods and Services

80. _____ items are expensive, long-lasting, and infrequently purchased industrial goods.

a. Capital

b. Specialty

c. Expense

d. Convenience

Answer: a

Level: Easy

Page 342

Reference: Learning Objective 6 / Classifying Goods and Services

81. The group of products that a company makes available for sale, whether consumer, industrial, or both, is known as the company’s _____.

a. product line

b. product assortment

c. product mix

d. product range

Answer: c

Level: Easy

Page 343

Reference: Learning Objective 6 / The Product Mix

82. The _____ is a series of stages through which a product passes during its profit-producing life.

a. product profit stage

b. profit life stages

c. product life stage

d. product life cycle

Answer: d

Level: Easy

Page 345

Reference: Learning Objective 7 / The Product Life Cycle

83. Brand _____ refers to the extent to which a brand name comes to mind when the consumer considers a particular product category.

a. awareness

b. loyalty

c. value

d. equity

Answer: a

Level: Easy

Page 346

Reference: Learning Objective 8 / Branding Products

84. _____ are brands produced by, widely distributed by, and carrying the name of a known manufacturer.

a. International brands

b. National brands

c. Licensed brands

d. Private brands

Answer: b

Level: Easy

Page 347

Reference: Learning Objective 8 / Branding Products

85. Selling the rights to place a brand name on products such as t-shirts is referred to as _____ brands.

a. international

b. national

c. licensed

d. private

Answer: c

Level: Easy

Page 347

Reference: Learning Objective 8 / Branding Products

86. When a wholesaler or retailer develops a brand name and has the manufacturer place that name on the product, that product name is a(n) _____ brand.

a. national 

b. private 

c. licensed

d. manufacturer

Answer: b

Level: Easy

Page 348

Reference: Learning Objective 8 / Branding Products

87. _____ refers to the physical container in which a product is sold, advertised, or protected.

a. Packaging

b. Marketing

c. Labeling

d. Lining

Answer: a

Level: Easy

Page 348

Reference: Learning Objective 8 / Packaging Products

Multiple Choice Questions

Moderate Questions

88. A product’s benefits include all but which of the following?

a. the emotional satisfaction associated with owning the product

b. the satisfaction associated with experiencing the product 

c. the time required to purchase the product

d. the functions of the product

Answer: c

Level: Moderate

Page 328

Reference: Learning Objective 1 / Providing Value and Satisfaction

Rationale: As the text points out, benefits include both the functions of the product as well as the emotional satisfaction associated with owning, experiencing, or possessing it.

89. The benefits of a(n) _____ product are much greater than its costs.

a. utility

b. high-value

c. essential

d. premium

Answer: b

Level: Moderate

Page 329

Reference: Learning Objective 1 / Providing Value and Satisfaction

Rationale: Marketing resources are deployed to add benefits and decrease costs of products to provide greater value. 

90. Raw materials and integrated circuits are called _____.

a. substitute products

b. industrial goods

c. consumer goods

d. marketing goods

Answer: b

Level: Moderate

Page 329

Reference: Learning Objective 1 / Goods, Services, and Ideas

Rationale: Industrial goods are physical items used by companies to produce other products.

91. Firms that sell their products to other manufacturers are engaged in ____.

a. relationship marketing

b. selling personal goods

c. industrial marketing

d. service marketing

Answer: c

Level: Moderate

Page 329

Reference: Learning Objective 1 / Goods, Services, and Ideas

Rationale: Industrial marketing involves the sale of products from one manufacturer to another.

92. Insurance companies, airlines, investment counselors, health clinics, and public accountants all engage in _____.

a. personal selling

b. service marketing

c. industrial selling

d. consumer marketing

Answer: b

Level: Moderate

Page 330

Reference: Learning Objective 1 / Goods, Services, and Ideas

Rationale: Service marketing, a major growth area in the United States, involves the sales of services to both consumer markets and industrial markets.

93. “Loyalty banking” programs are an example of _____.

a. industrial marketing

b. relationship marketing

c. personal selling

d. economic marketing

Answer: b

Level: Moderate

Page 330

Reference: Learning Objective 1 / Goods, Services, and Ideas

Rationale: Relationship marketing emphasizes building lasting relationships with customers and suppliers; loyalty banking programs are one example.

94. Data warehousing is _____.

a. a marketing strategy that creates sales agreements that stipulate where products will be delivered to customers

b. the process of dividing a market into categories of customer types

c. the study of consumer needs and wants and the way in which sellers can best meet them

d. the process of collecting, storing, and retrieving data in electronic files 

Answer: d

Level: Moderate

Page 330

Reference: Learning Objective 1 / Goods, Services, and Ideas

Rationale: This compiling and storage of data provides the raw materials from which marketers can extract information that could enable them to better know their customers and supply more of what they need or want.

95. Congressional hearings on the use of cell phones while driving are an example of _____ factors in a company’s external environment.

a. political-legal

b. sociocultural 

c. technological

d. competitive

Answer: a

Level: Moderate

Page 331

Reference: Learning Objective 1 / The Marketing Environment

Rationale: Political activities, both foreign and domestic, have profound effects on marketing.

96. When marketing managers support the activities of political action committees (PACs), they attempt to influence the _____ environment.

a. competitive

b. economic

c. technological

d. political-legal

Answer: d

Level: Moderate

Page 331

Reference: Learning Objective 1 / The Marketing Environment

Rationale: When companies contribute to political candidates and support the activities of PACs maintained by their respective industries, they are attempting to influence the political-legal environment.

97. Introducing a line of golf gear designed specifically for women is a response to a trend in the _____ environment.

a. competitive

b. sociocultural 

c. political-legal

d. economic

Answer: b

Level: Moderate

Page 331

Reference: Learning Objective 1 / The Marketing Environment 

Rationale: Changes in social values encourage companies to develop and promote new products for both individual consumers and industrial consumers in myriad of ways.

98. Cell phones are best seen as an example of a(n) _____ factor affecting marketers.

a. economic

b. technological

c. global 

d. competitive

Answer: b

Level: Moderate

Page 331

Reference: Learning Objective 1 / The Marketing Environment

Rationale: New technologies create new goods and services.

99. The satellite dish and home television shopping provide examples of changes to which of the following external environmental factors that affect marketing?

a. economic

b. technological

c. legal 

d. political

Answer: b

Level: Moderate

Page 331

Reference: Learning Objective 1 / The Marketing Environment

Rationale: Both satellite dishes and home television shopping are examples of technological change.

100. Which of the following environmental factors include spending patterns by consumers, businesses, and governments?

a. competitive

b. economic

c. political-legal

d. sociocultural 

Answer: b

Level: Moderate

Page 331

Reference: Learning Objective 1 / The Marketing Environment

Rationale: Because economic factors include spending patterns by consumers, businesses, and governments, these factors also influence marketing plans for product offerings, pricing, and promotional strategies.

101. Inflation, interest rates, recession, and recovery are factors that affect which of the following environmental factors?

a. economic

b. competitive

c. sociocultural 

d. ethical

Answer: a

Level: Moderate

Page 331

Reference: Learning Objective 1 / The Marketing Environment

Rationale: Marketers are concerned with such economic variables as inflation, interest rates, and recession; thus, they monitor the general business cycle to anticipate trends in consumer and business spending.

102. Fitness programs and drug regiments to lower cholesterol levels are an example of _____.

a. brand competition

b. the marketing mix

c. substitute products

d. economic products

Answer: c

Level: Moderate

Page 332

Reference: Learning Objective 1 / The Marketing Environment

Rationale: Substitute products may not look alike, or they may seem very different from one another, but can fulfill the same need.

103. Which of the following is NOT part of the marketing mix?

a. place

b. promotion

c. price 

d. production

Answer: d

Level: Moderate

Page 333

Reference: Learning Objective 2 / Strategy: The Marketing Mix

Rationale: The marketing mix includes product, price, promotion, and placement.

104. In the marketing mix, _____ refers to distribution.

a. product

b. price

c. promotion

d. place

Answer: d

Level: Moderate

Page 334

Reference: Learning Objective 2 / Strategy: The Marketing Mix

Rationale: Distribution refers to place. Placing a product in the proper outlet, such as a retail store, requires decisions about several activities, all of which are concerned with getting the product from producer to consumer.

105. Decisions about warehousing, inventory control, and transportation are a part of the _____ function.

a. product

b. promotion

c. place

d. price

Answer: c

Level: Moderate

Page 334

Reference: Learning Objective 2 / Strategy: The Marketing Mix

Rationale: All of the above activities are involved in the efficient movement of goods from producer to consumer; these activities are all included in the place function of the marketing mix.

106. Decisions concerning wholesalers and retailers relate to _____ in the marketing mix.

a. price

b. promotion

c. place 

d. product

Answer: c

Level: Moderate

Page 334

Reference: Learning Objective 2 / Strategy: The Marketing Mix

Rationale: Placing a product in the proper outlet—whether a retail or wholesale outlet—requires numerous decisions about distribution. 

107. The technique for communicating information about products is referred to as _____.

a. product

b. promotion

c. price

d. place

Answer: b

Level: Moderate

Page 334

Reference: Learning Objective 2 / Strategy: The Marketing Mix

Rationale: Promotion is the most highly visible element of the marketing mix; promotion involves all of the various techniques used for communicating information about products and services.

108. Variables from countries to neighborhoods that may be considered in developing a segmentation strategy are called _____.

a. psychographic variables

b. geographic variables

c. demographic variables

d. product-use variables

Answer: b

Level: Moderate

Page 335

Reference: Learning Objective 3 / Identifying Market Segments

Rationale: Marketability of some products is geographically sensitive; in these instances, geographic variables separate geographical units based on differences in consumer tastes, buying patterns, etc.

109. Which of the following types of variables describe populations and identify traits such as age, income, gender, and marital status?

a. price

b. product

c. geographic

d. demographic

Answer: d

Level: Moderate

Page 335

Reference: Learning Objective 3 / Identifying Market Segments

Rationale: Demographic variables describe populations by identifying such traits as age, income, gender, ethnic background, marital status, race, religion, and social class.

110. Burberry is repositioning itself as a global luxury brand, such as Gucci and Louis Vuitton, and calls for luring a different type of customer. This is an example of what type of market segmentation?

a. geographic

b. demographic

c. psychographic

d. product-use

Answer: c

Level: Moderate

Page 336

Reference: Learning Objective 3 / Identifying Market Segments

Rationale: Specific lifestyles, attitudes and interests create certain customer tastes, such as luxury brands, among consumer segments; these are psychographic variables.

111. Which of the following is NOT recognized as a major influence on consumer behavior?

a. psychological factors

b. personal factors

c. social factors

d. technological factors

Answer: d

Level: Moderate

Page 337

Reference: Learning Objective 4 / Influences on Consumer Behavior

Rationale: The following influences are most active in explaining consumers’ choices and predicting future buying behaviors: psychological factors, personal influences, social influences, and cultural influences.

112. An individual’s motivations, perceptions, ability to learn, and attitudes are referred to as _____.

a. personal influences

b. social influences

c. cultural influences

d. psychological influences

Answer: d

Level: Moderate

Page 337

Reference: Learning Objective 4 / Influences on Consumer Behavior

Rationale: Psychological influences include an individual’s motivations, perceptions, ability to learn, and attitudes.

113. In consumer behavior, lifestyle, personality, and economic status are called _____.

a. social influences

b. personal influences

c. cultural influences

d. psychological influences

Answer: b

Level: Moderate

Page 337

Reference: Learning Objective 4 / Influences on Consumer Behavior

Rationale: Personal influences include lifestyle, personality, and economic status.

114. _____ influences on consumer behavior include family, opinion leaders, and reference groups, such as friends, coworkers, and professional associates.

a. Personal 

b. Social 

c. Psychological 

d. Cultural 

Answer: b

Level: Moderate

Page 337

Reference: Learning Objective 4 / Influences on Consumer Behavior

Rationale: Social influences include family, opinion leaders, and such reference groups as friends, coworkers, and professional associates.

115. In consumer behavior, _____ influences include the “way of living” that distinguishes one large group from another and one ethnic group from another.

a. psychological

b. personal

c. social

d. cultural

Answer: d

Level: Moderate

Page 337

Reference: Learning Objective 4 / Influences on Consumer Behavior

Rationale: Cultural influences include culture, as described above, subculture and social class.

116. When consumers regularly purchase products because they are satisfied with their performance, they exhibit high _____.

a. hopes

b. cultural influence

c. social influence

d. brand loyalty

Answer: d

Level: Moderate

Page 337

Reference: Learning Objective 4 / Influences on Consumer Behavior

Rationale: Further, such consumers are less subject to influence and tend to stick with preferred brands.

117. Reading the relevant issues of Consumer Reports prior to purchasing a product is an example of what part of the consumer buying process?

a. problem/need recognition

b. information seeking

c. evaluation of alternatives

d. purchasing decision

Answer: b

Level: Moderate

Page 338

Reference: Learning Objective 4 / The Consumer Buying Process

Rationale: The search is not always extensive, but before making major purchases, most people seek information from personal sources, public sources, and experience.

118. Milk and newspapers would be classified as _____.

a. convenience goods

b. shopping goods

c. specialty goods

d. novelty goods

Answer: a

Level: Moderate

Page 342

Reference: Learning Objective 6 / Classifying Goods and Services

Rationale: Convenience goods, such as these, are consumed rapidly and regularly.

119. Bill is looking for an insurance policy at an affordable price. Insurance is a _____.

a. shopping good

b. shopping service

c. specialty good

d. specialty service

Answer: b

Level: Moderate

Page 342

Reference: Learning Objective 6 / Classifying Goods and Services

Rationale: Shopping services (such as insurance) are more expensive and are purchased less often than convenience products. Consumers often compare brands, sometimes in different stores. They may also evaluate alternatives in terms of style, performance, color, price, and other criteria.

120. When purchasing _____ goods, consumers often compare brands and evaluate alternatives in terms of style, performance, color, and price.

a. convenience

b. shopping

c. utility

d. novelty

Answer: b

Level: Moderate

Page 342

Reference: Learning Objective 6 / Classifying Goods and Services

Rationale: Shopping goods are more expensive and are purchased less often than convenience goods; consumers often compare brands, sometimes in different stores.

121. A custom-made wedding gown is most likely to be classified as a _____.

a. convenience good

b. shopping good

c. specialty good

d. ceremonial good

Answer: c

Level: Moderate

Page 342

Reference: Learning Objective 6 / Classifying Goods and Services

Rationale: A custom-made wedding gown is a specialty good, often extremely important to the consumer and expensive. Consumers of such goods decide precisely on what they want and will accept no substitutes.

122. A firm makes bookcases, bicycles, soft drinks, armored cars, and novelty dishes. These items make up the firm’s _____.

a. product line

b. product variety

c. product assortment

d. product mix

Answer: d

Level: Moderate

Page 343

Reference: Learning Objective 6 / The Product Mix

Rationale: The group of products that a company makes available for sale, whether consumer, industrial, or both, is its product mix; a group of products that are closely related because they function in a similar manner is a product line.

123. When companies extend their horizons and identify opportunities outside existing product lines, the result is _____.

a. conglomeration

b. multiple product lines

c. ubiquity

d. universalism

Answer: b

Level: Moderate

Page 343

Reference: Learning Objective 6 / The Product Mix

Rationale: Many marketers extend their product lines to include multiple, or diversified, product lines. Starbucks, for example, has a line of home brewing equipment, a line of supermarket products, a line of music, etc.

124. During the _____ stage of the product life cycle, marketers focus on making potential consumers aware of the product and its benefits. Profits are non-existent or small.

a. decline

b. maturity

c. introduction

d. growth

Answer: c

Level: Moderate

Page 345

Reference: Learning Objective 7 / The Product Life Cycle

Rationale: The introductory stage begins when the product reaches the marketplace. Marketers focus on making potential consumers aware of the product and its benefits. Extensive promotional and development costs erase profits.

125. During the _____ stage of the product life cycle, sales begin to climb and the product begins to show profit. Competitors introduce similar products.

a. decline

b. maturity

c. introduction 

d. growth

Answer: d

Level: Moderate

Page 345

Reference: Learning Objective 7 / The Product Life Cycle

Rationale: In the growth stage, sales start to climb rapidly if the new product attracts enough consumers. The product starts to show profit, and other firms move rapidly to introduce their own versions.

126. During the _____ stage of the product life cycle, sales begin to slow down, but profit levels are at their highest. Competition becomes more active, and toward the end of this stage, sales start to fall.

a. decline

b. maturity

c. introduction

d. growth

Answer: b

Level: Moderate

Page 346

Reference: Learning Objective 7 / The Product Life Cycle

Rationale: Sales start to slow in the maturity stage; although the product earns its highest profit level early in this stage, increased competition eventually forces price cutting and lower profits.

127. During the _____ stage of the product life cycle, sales and profits fall. New products in the early stages take sales away. Companies may remove or reduce promotional support.

a. decline

b. maturity

c. introduction

d. growth

Answer: a

Level: Moderate

Page 346

Reference: Learning Objective 7 / The Product Life Cycle

Rationale: In the decline stage, sales and profits continue to fall as new products in the introductory stage take sales away. Firms end or reduce promotional support but may let the product linger to provide some profits.

128. Coca-Cola executives would be able to borrow $100 billion from a bank just on the strength of Coca-Cola’s _____.

a. assets

b. managerial strength

c. supply of bottles and cans

d. brand name

Answer: d

Level: Moderate

Page 346

Reference: Learning Objective 8 / Branding Products

Rationale: Branding is a process of using symbols to communicate the qualities of a particular product made by a certain producer. 

129. _____ is the process of using symbols to communicate the qualities of a particular product made by a particular producer.

a. Packaging

b. Advertising

c. Branding

d. Locating

Answer: c

Level: Moderate

Page 346

Reference: Learning Objective 8 / Branding Products

Rationale: Customers who try and like a product can return to it by remembering its name or its logo.

130. Noxzema, Prudential, and Minute Maid would be examples of which kind of brand name?

a. licensed

b. private

c. national

d. international

Answer: c

Level: Moderate

Page 347

Reference: Learning Objective 8 / Branding Products

Rationale: National brands are produced by, widely distributed by, and carry the name of the manufacturer.

131. Sears’ Craftsman tools and Kenmore appliances are examples of _____ brands.

a. national

b. licensed

c. private

d. international

Answer: c

Level: Moderate

Page 348

Reference: Learning Objective 8 / Branding Products

Rationale: When a wholesaler or retailer develops a brand name and has a manufacturer put it on a product, the resulting name is a private brand.

Multiple Choice Questions

Difficult Questions

132. Using _____, companies like Fairmont Resort Hotels are able to find out what kinds of vacations their customers prefer, and then place ads where they are more likely to reach those customers.

a. value package positioning

b. positioning

c. data mining

d. distribution

Answer: c

Level: Difficult

Page 330

Reference: Learning Objective 1 / Goods, Services, and Ideas

Rationale: Data mining automates the massive analysis off stored data by using computers to sift, sort, and search for previously undiscovered clues about what customers look at, react to, and how they might be influenced.

133. As Americans have become more concerned with health and fitness, the number of health clubs has increased. This is an example of a trend in the _____ environment.

a. competitive

b. technological

c. sociocultural

d. political-legal

Answer: c

Level: Difficult

Pager 331

Reference: Learning Objective 1 / The Marketing Environment

Rationale: Changing social values force companies to develop and promote new products for both individual consumers and industrial consumers.

134. Which of the following occurs between similar products and is based on buyers’ perceptions of the benefits of products offered by particular companies?

a. international competition

b. substitute competition

c. brand competition

d. arbitrage

Answer: c

Level: Difficult

Page 332

Reference: Learning Objective 1 / The Marketing Environment

Rationale: Brand competition is based on buyers’ perceptions of the benefits of products offered by particular companies.

135. The competition between Coke and Pepsi is an example of _____.

a. international competition

b. utility competition

c. brand competition

d. economic competition

Answer: c

Level: Difficult

Page 332

Reference: Learning Objective 1 / The Marketing Environment

Rationale: Brand competition occurs between similar products and is based on consumer perceptions of the benefits of products offered by particular companies.

136. The popularity of various models of cars, for example, is based partly on successful _____.

a. aggregation

b. product differentiation

c. substitutions

d. production costs

Answer: b

Level: Difficult

Page 333

Reference: Learning Objective 2 / Strategy: The Marketing Mix

Rationale: Product differentiation is the creation of a feature or image that makes a product differ enough from existing products to attract consumers.

137. According to the text, the most highly visible component of the marketing mix is _____.

a. promotion

b. price

c. place

d. product

Answer: a

Level: Difficult

Page 334

Reference: Learning Objective 2 / Strategy: The Marketing Mix

Rationale: Promotion, which refers to techniques for communicating information about products, is the most highly visible component of the marketing mix.

138. In marketing, the process of fixing, adapting, and communicating the nature of the product itself is called _____.

a. pricing

b. geographic distribution

c. positioning

d. personal selling

Answer: c

Level: Difficult

Page 335

Reference: Learning Objective 3 / Target Marketing and Market Segmentation

Rationale: Product positioning begins after a target segment is identified and the marketing process begins.

139. Which statement is true?

a. Target marketing requires market segmentation.

b. Production positioning includes the process of fixing, adapting, and communicating the nature of the product.

c. After identifying segments, companies may adopt a variety of strategies.

d. All of these statements are true.

Answer: d

Level: Difficult

Page 335

Reference: Learning Objective 3 / Target Marketing and Marketing Segmentation

Rationale: All of the above are part of target marketing and market segmentation.

140. Which statement is true about market segmentation?

a. Psychographic variables include attitudes, lifestyles, nationality, and interests.

b. Geographics can be changed by marketing efforts.

c. Psychographics can be changed by marketing efforts.

d. Members of a market segment don’t share traits that influence purchasing decisions.

Answer: c

Level: Difficult

Page 336

Reference: Learning Objective 3 / Identifying Market Segments

Rationale: Psychographic variables include lifestyles, interests, and attitudes; unlike demographic and geographic variables, psychographic variables can be changed by marketing efforts.

141. The buying process begins when the customer _____.

a. seeks information

b. evaluates alternatives

c. recognizes a problem or need

d. makes a purchase decision

Answer: c

Level: Difficult

Page 338

Reference: Learning Objective 4 / The Consumer Buying Process

Rationale: Having recognized a problem or need, the consumer will seek information and go through the rest of the process.

142. Accessing a Web site in search of magazine articles about a product before its purchase is an example of what part of the consumer buying process?

a. post-purchase evaluation

b. evaluation of alternatives

c. information seeking

d. purchasing the product

Answer: c

Level: Difficult

Page 338

Reference: Learning Objective 4 / The Consumer Buying Process

Rationale: The search is not always extensive, but before making major purchases, most people seek information from personal sources, public sources, and experience.

143. A “buy” decision that involves the logical evaluation of product attributes such as cost, quality, and usefulness is based on _____.

a. emotional motives

b. rational motives

c. pricing motives

d. production motives

Answer: b

Level: Difficult

Page 338

Reference: Learning Objective 4 / The Consumer Buying Process

Rationale: Rational motives involve the logical evaluation of product attributes such as cost, quality, and usefulness.

144. A “buy” decision that involves nonobjective factors and can lead to “irrational” decisions is based on _____.

a. emotional motives

b. social motives

c. rational motives

d. pricing motives

Answer: a

Level: Difficult

Page 339

Reference: Learning Objective 4 / The Consumer Buying Process

Rationale: Emotional motives include sociability, imitation of others, and aesthetics.

145. Which statement about consumer buying behavior is true?

a. Buyer-seller relationships tend to be more impersonal and short-lived in the industrial market.

b. Buyers in the consumer market are considered as well-informed as industrial buyers.

c. The buying process begins when consumers seek information.

d. None of these statements is true.

Answer: d

Level: Difficult

Page 339

Reference: Learning Objective 5 / Organizational Buying Behavior

Rationale: Consumer-seller relationships are often impersonal, short-lived, one-time interactions. Industrial buyers are often experts on the products they buy. The buying process begins when the consumer recognizes a problem or need.

146. To be saleable, a product’s features must provide _____.

a. comfort

b. convenience

c. benefits

d. safety

Answer: c

Level: Difficult

Page 341

Reference: Learning Objective 6 / The Value Package

Rationale: Benefits increase customer’s satisfaction; most items in a value package are services or intangibles that, collectively, add value.

147. At a pizza shop, mozzarella cheese would be an example of a(n) _____ item.

a. capital

b. specialty

c. expense

d. convenience

Answer: c

Level: Difficult

Page 342

Reference: Learning Objective 6 / Classifying Goods and Services

Rationale: Expense items are goods or services that are consumed within a year by firms producing other goods or supplying other services.

148. Which defining word or phrase below best captures the meaning of capital items?

a. consumer within a year

b. bulk loads of tea produced into teabags

c. directly used in the production process

d. permanent

Answer: d

Level: Difficult

Page 342

Reference: Learning Objective 6 / Classifying Goods and Services

Rationale: Capital items are permanent goods or services; they have expected lives of more than a year and, typically, of several years.

149. According to estimates, how many new product ideas does it take to generate one product that finally reaches the market?

a. 10

b. 20

c. 35

d. 50

Answer: d

Level: Difficult

Page 344

Reference: Learning Objective 7 / The New Product Development Process

Rationale: Even then, only a few of these products become successful products.

150. “Speed to market” is _____.

a. a firm’s success in responding to customer demand or market changes

b. truck and rail speed that gets products to the retailer fresh

c. consumer urgency created by effective advertising

d. being able to open a market early in the morning

Answer: a

Level: Difficult

Page 344

Reference: Learning Objective 7 / The New Product Development Process

Rationale: The more rapidly a product moves from the laboratory to the marketplace, the more likely it is to survive.

Short Answer Questions

151. What is value? What is a high-value product?

Possible Answer: Value compares a product’s benefits with its costs. Benefits include not only the functions of the product, but also the emotional satisfaction associated with owning, experiencing, or possessing it. The ratio for value can be expressed as (Benefits/Costs). A high-value product has benefits that are much greater than its costs. 

Level: Easy
Page 328

Reference: Learning Objective 1 / Providing Value and Satisfaction

152. Products provide consumers with utility. What is utility?

Possible Answer: Utility is the ability of a product to satisfy a human want or need. 

Level: Easy
Page 329

Reference: Learning Objective 1 / Providing Value and Satisfaction

153. What is the difference between consumer goods and industrial goods?

Possible Answer: Consumer goods are products, such as cologne, cold medicine, or a car, that the consumer may buy for personal use or household consumption. Industrial goods are products used by companies to produce other products. Conveyors and bulldozers are industrial goods. 

Level: Easy
Page 329

Reference: Learning Objective 1 / Goods, Services, and Ideas

154. Give an example of a trend in the technological environment and describe how it might affect marketers.

Possible Answer: Answers will vary. The text identifies satellite dishes, home television shopping, cell phones, and the Internet. Other examples may include the BlackBerry, the iPod, and the RAZR phone. Most examples cited will likely affect or change consumers’ lifestyles. 

Level: Easy
Page 331

Reference: Learning Objective 1 / The Marketing Environment

155. Give an example of a trend in the economic environment and describe how it might affect marketing.

Possible Answer: Answers will vary. The text identifies inflation, interest rates, the general business cycle, waves of consumer confidence, and varying levels of activity in the global economy. Economic factors will influence a variety of marketing decisions from both the consumer’s as well as the marketer’s perspective. 

Level: Easy
Page 331

Reference: Learning Objective 1 / The Marketing Environment

156. Explain how organizational buying behavior differs from consumer buying behavior.

Possible Answer: Organizational buying behavior differs from consumer buying behavior because of differences in buyers and differences in the buyer-seller relationship. Unlike most consumers, organizational buyers are professional, specialized, and expert, or at least well informed. Consumer-seller relationships are often impersonal and fleeting, whereas industrial situations often involve frequent, enduring, buyer-seller relationships.

Level: Easy
Page 340

Reference: Learning Objective 5 / Organizational Buying Behavior

157. What are three functions of packaging?

Possible Answer: Packaging serves as an in-store advertisement, makes the product attractive, displays the brand name, identifies features and benefits, and reduces the risk of damage, breakage, or spoilage.

Level: Easy
Page 348

Reference: Learning Objective 8 / Packaging Products

158. Define marketing.

Possible Answer: The American Marketing Association defines marketing as “a set of processes for creating, communicating, and delivering value to customers and for managing customer relationships in ways that benefit the organization and its stakeholders.”
Level: Moderate
Page 328

Reference: Learning Objective 1 / What Is Marketing?

159. What external environmental factors influence any marketing program?

Possible Answer: The five environmental factors are the political-legal, sociocultural, technological, economic, and competitive environments. 

Level: Moderate
Page 330

Reference: Learning Objective 1 / The Marketing Environment

160. Give an example of a trend in the sociocultural environment and describe how it might affect marketers.

Possible Answer: Answers will vary. The text identifies more people working in home offices; an increase in the number of single-parent families; a growing concern for healthy lifestyles; and a desire and expectation of privacy. 

Level: Moderate
Page 331

Reference: Learning Objective 1 / The Marketing Environment

161. Discuss the three categories of organizational markets.

Possible Answer: The three categories of organizational markets are industrial, reseller, and government/institutional. The industrial market includes businesses that buy goods to be converted into other products and goods that are used up during production. The reseller market consists of intermediaries, including wholesalers and retailers, who buy the finished goods and resell them. Federal, state, and local governments and institutions, which consist of nongovernmental organizations, such as hospitals, churches, museums, and charitable organizations, make up the final category of organizational markets. 

Level: Moderate
Page 339

Reference: Learning Objective 5 / Organizational Markets

162. How does a feature differ from a benefit?

Possible Answer: A feature is a tangible or intangible quality that a company builds into a product; a benefit is the ability of a feature to satisfy buyer needs or wants. 

Level: Moderate
Page 341

Reference: Learning Objective 6 / The Value Package

163. Describe the three major categories of consumer goods.

Possible Answer: Consumer goods may be classified as convenience goods, shopping goods, and specialty goods. Convenience goods are inexpensive goods or services that are purchased and consumed rapidly and regularly. Milk and newspapers are an example of consumer goods. Shopping goods are moderately expensive, infrequently purchased goods. Stereos and tires are examples of shopping goods. Specialty goods are expensive and rarely purchased. A wedding gown is an example of a specialty good. 

Level: Moderate
Page 342

Reference: Learning Objective 6 / Classifying Goods and Services

164. Describe the two major classes of industrial products?

Possible Answer: Expense items and capital items are the two major classes of industrial products. Expense items are goods or services that are consumed within a year by firms producing other goods or supplying other services. Capital items are permanent goods and services that usually have expected lives of more than a year. 

Level: Moderate
Page 342

Reference: Learning Objective 6 / Classifying Goods and Services

165. How do expense items differ from capital items?

Possible Answer: Expense items are goods or services that are consumed within a year by firms producing other goods or supplying other services. Capital items are permanent goods and services that usually have expected lives of more than a year. 

Level: Moderate
Page 342

Reference: Learning Objective 6 / Classifying Goods and Services

166. How does a product mix differ from a product line?

Possible Answer: A product mix is the group of products that a firm makes available for sale. A product line is a group of similar products intended for a similar group of buyers who will use the product in similar ways. A company will have only one product mix but may have multiple product lines. 

Level: Moderate
Page 343

Reference: Learning Objective 6 / The Product Mix

167. Discuss the issues of international promotion.

Possible Answer: Occasionally, an ad campaign may be appropriate for global use. However, often U.S. promotional tactics don’t succeed abroad. International marketers must be aware that cultural differences can cause negative reactions to improperly advertised products. Product promotions must be carefully matched to local customers and cultural values. 

Level: Moderate
Page 350

Reference: Learning Objective 9 / The International Marketing Mix

168. Define each of the elements of the marketing mix.

Possible Answer: The elements of the marketing mix are product, price, promotion, and place. A product is a good, service, or idea designed to fill a consumer need. Pricing involves selecting the most appropriate price at which to sell it. Promotion refers to techniques for communicating information about products. Place refers to distribution of the product. 

Level: Difficult
Page 333

Reference: Learning Objective 2 / Strategy: The Marketing Mix

169. What are target markets and what part does market segmentation play in them?

Possible Answer: Target markets are groups of people with similar wants and needs. Target marketing requires market segmentation, which is dividing a market into categories of customer types or “segments.” Once companies identify market segments, they may adopt a variety of marketing strategies that appeal to each segment. 

Level: Difficult
Page 335

Reference: Learning Objective 3 / Target Marketing and Market Segmentation

170. How are market segments identified?

Possible Answer: In identifying market segments, researchers look at a number of different influences on consumer behavior. The three most important are geographic, demographic, and psychographic variables. Geographic variables are geographical units that may be considered in developing a segmentation strategy. Demographic variables describe populations, identifying traits such as age, income, gender, etc. Psychographic variables are lifestyles, opinions, interest, and attitudes.  

Level: Difficult
Page 335

Reference: Learning Objective 3 / Identifying Market Segments

171. Describe the four major influences on consumer behavior.

Possible Answer: The four major influences on consumer behavior are psychological, personal, social, and cultural. Psychological influences include an individual’s motivations, perceptions, ability to learn, and attitudes. Personal influences include lifestyle, personality, and economic status. Social influences include family, opinion leaders, friends, coworkers, and professional associates. Cultural influences include culture, subculture, and social class. 

Level: Difficult
Page 337

Reference: Learning Objective 4 / Influences on Consumer Behavior

172. According to the model described in the text, what are the steps involved in the consumer buying process?

Possible Answer: The steps include problem/need recognition, information seeking, evaluation of alternatives, the purchase decision, and post-purchase evaluation. 

Level: Difficult
Page 338

Reference: Learning Objective 4 / The Consumer Buying Process

173. Why is it important for a company to develop new products?

Possible Answer: To expand or diversify product lines, companies must introduce new products. Faced with competition and shifting consumer preferences, no firm can count on a single product to carry it forever. Even products that have been popular for decades need renewal. It is estimated that it takes 50 new ideas to generate one product that finally reaches the market. Even then, only a few of these survivors become successful. 

Level: Difficult
Page 343

Reference: Learning Objective 7 / The New Product Development Process

174. Briefly describe the four stages in the product life cycle.

Possible Answer: The product life cycle is a series of stages through which a product passes during its profit-producing life. In the introductory stage, the product reaches the marketplace. In the growth phase, sales start to climb and the product starts to show a profit. In maturity, sales growth slows as profits decline, as increased competition forces price cutting. In the decline stage, sales and profits continue to fall as new products take sales away. 

Level: Difficult
Page 345

Reference: Learning Objective 7 / The Product Life Cycle

175. Describe the three types of brand names and give an example of each.

Possible Answer: Brand names may be national brands, licensed brands, or private brands. National brands are produced by, widely distributed by, and carry the name off the manufacturer. Examples of national brands include Scotch tape, Scope mouthwash, Coke, and Pepsi. Licensed brands are brand names for whose name the seller has purchased the right from an individual or organization. Examples include Dilbert, the NFL, and Ferrari. Finally, private brand names are found when a wholesaler or retailer develops a brand name and has a manufacturer place that name on the product. Examples of private brands include Sears’ Craftsman tools and Kenmore appliances. 
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Essay Questions

176. Explain the elements that comprise the marketing environment?

Possible Answer: The marketing environment is comprised of everything outside of an organization’s boundaries that might affect it, including the political-legal, sociocultural, technological, economic, and competitive environments. Rules, regulations, and legislation make up the political-legal environment; most industries are affected in some way by political-legal elements. The sociocultural environment includes changes in social values, consumer preferences, language, demographics, etc. The technological environment has had a profound impact on the marketing environment with the advent of new technologies that completely change our lifestyles. The economic environment includes such factors as inflation, interest rates, and recession; because they determine spending patterns by consumers, businesses, and governments, economic factors influence marketing plans for product offerings, pricing, and promotional strategies. The competitive environment encompasses all organizations that supply or provide similar products; all players in the competitive environment compete for consumers’ purchasing power. 
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177. Describe the three types of competition faced by marketers.

Possible Answer: The three types of competition faced by marketers include substitute products, brand competition, and international competition. Substitute products may not look alike, or they may seem very different from one another but can fulfill the same need. Brand competition occurs between similar products, such as the auditing services provided by the large accounting firms of Ernst & Young and KPMG. Brand competition is based on buyers’ perceptions of the benefits of products offered by particular companies. International competition matches the products of domestic marketers again those of foreign competitors. After identifying which type of competition is present, the marketer can then develop a strategy for attracting more customers. 
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178. Describe the elements of the marketing mix. What is their collective role?

Possible Answer: The elements of the marketing mix include product, price, promotion, and place. The product portion of the marketing mix includes goods, services, or ideas designed to fill a consumer need or want. Meeting consumer needs often means changing existing products to keep pace with emerging markets and competition; many marketers focus on differentiating their product(s) from those of competitors. Pricing a product involves the selection of the best price at which to sell the product. Prices must support a variety of costs within the organization. Further, both low- and high-price strategies can be effective in different situations. Place, or distribution, refers to the proper placement of products in the market. Place decisions—including transporting, warehousing, and inventory control—are all about getting the product from the producer to the consumer. Promotion is the most highly visible component of the marketing mix; promotion refers to the techniques for communicating information about products. Promotion involves activities surrounding advertising, sales promotions, publicity, and public relations. Collectively, the marketing mix allows a marketer to better relate to the identified target market; based on the characteristics of the target market, the marketer will “build” the marketing mix elements around the target market. 
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179. Describe psychological, personal, social, and cultural influences on consumer behavior.

Possible Answer: Marketers try to explain consumer choices and predict future buying behaviors based on psychological influences, personal influences, social influences, and cultural influences. Psychological influences include an individual’s motivations, perceptions, ability to learn, and attitudes. Personal influences include lifestyle, personality, and economic status. Social influences include family, opinion leaders (people whose opinions are sought by others), and such reference groups as friends, coworkers, and professional associates. Cultural influences include culture (the way of living that distinguishes one large group from another), subculture (smaller groups, such as ethnic groups, with shared values), and social class (the cultural ranking of groups according to such criteria as background occupation, house type, and income). 
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180. Explain each step in the consumer buying process.

Possible Answer: The consumer buying process begins with problem/need recognition. At this point, the consumer likely knows that there is a product or service available in the marketplace that will fulfill the problem or need. The consumer then seeks information. This process is not always extensive, but before making major purchases, most people seek information from personal sources, public sources, and experience. After seeking information, the consumer has come up with some alternatives; the next step is to evaluate those alternatives. When making a product or service choice, most consumers evaluate alternatives based on price, availabilities, guarantees, etc. A list of pros and cons is often developed for each alternative. Finally, the consumer chooses from among the alternatives when making the purchase decision. Postpurchase evaluation includes the consumer’s perceptions about the product or service after the purchase; at this point, the consumer feels a certain level of satisfaction or dissatisfaction with the purchase. 
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Boxed Feature Questions
Say What You Mean: Never Give a German a Yellow Rose

181. Understanding the proper use of verbal language, body language, and color, for example, involves what part of the marketing environment?

Possible Answer: Understanding changing social values, the use of language, color, religion, and some perceptions—just to name a few—is a part of the sociocultural environment.
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182. In Germany, one would never give another an even number of roses. Why?

Possible Answer: In Germany, an even number of roses is associated with bad luck.
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183. With what emotion is a yellow roses associated in Germany?

Possible Answer: In Germany, a yellow rose is associated with jealousy.
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184. In Japan, what number is considered to be bad luck?

Possible Answer: In Japan, the number four is considered to be bad luck.
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Boxed Feature Questions
Entrepreneurship and New Ventures: DVDs as Easy as Netflix.com

185. What coerced Reed Hastings into the idea for Netflix.com?

Possible Answer: Hastings had been charged a $39 late fee for a rented copy of a movie; at that point, Hastings decided to change the way consumers were given access to movies. 
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186. Are industry trends working in favor of Netflix.com? Explain. 

Possible Answer: Yes. Hastings is predicting 100,000 films and 20 million subscribers by 2010. Industry trends are favorable—in-store rentals are falling 6 percent annually, while Internet rentals are projected to increase by 50 percent for 2006 alone.  

Level: Moderate
Page 349

Reference: Learning Objective 1 / Entrepreneurship and New Ventures: DVDs as Easy as Netflix.com

187. Netflix.com has been able to improve what area(s) of the marketing mix the most? 

Possible Answer: Netflix.com has been able to improve the place/distribution function of the marketing mix. Movies are movies, consumers still pay a price, and promotion is done similarly throughout the industry; however, by improving on the “place” element of the mix, Netflix.com has captured a large share of the market. In addition, the product itself changed to include online DVD subscription services. 

Level: Difficult
Page 349

Reference: Learning Objective 2 / Entrepreneurship and New Ventures: DVDs as Easy as Netflix.com

188. Explain the value package offered by Netflix.com. 

Possible Answer: Netflix.com offers a fast, front-door delivery service and no late fees; 90 percent of subscribers receive one-day delivery. In addition, Netflix.com has a larger selection of films and a nationwide reach.
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Short Case Scenario
Martin Winner, a Denver businessman, has had a successful career in marketing, starting out in retail sales and moving up through positions in industrial sales and public relations. Seeking a new challenge and hoping to move south, Martin decides to look for a new job in Texas, New Mexico, or Arizona. Martin is delighted to be hired as the Director for Marketing at Panther Shoes, a manufacturer of athletic apparel.

189. Martin realizes that he knows less about the company than he had thought. He is not sure if Panther Shoes is selling consumer or industrial products. Can you help Martin clarify that?

Possible Answer: It is possible that Panther Shoes is selling either consumer or industrial products. Most likely, they are selling their products to consumers, who are using the products for their own personal use. As such, their product would be a consumer product. However, Panther Shoes may be selling an industrial good. Industrial goods are those products sold to companies for use directly or indirectly in producing other products. If Panther Shoes are sold to sports teams for the use of their players, for example, the sale could be considered an industrial transaction. 
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190. When Martin suggested a relationship marketing campaign, his supervisor expressed little need for Panther Shoes to focus on such a campaign. How could Panther Shoes benefit from relationship marketing?

Possible Answer: Relationship marketing emphasizes building lasting relationships with customers and suppliers. Stronger relationships can result in greater long-term satisfaction and customer loyalty. 
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191. Martin has begun to look at product differentiation strategies for Panther Shoes. Explain product differentiation.

Possible Answer: Product differentiation is the creation of a feature or image that makes a product differ enough from existing products to attract consumers. 
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192. Panther Shoes manufacturers multiple product lines in the athletic apparel industry. How can Panther benefit from multiple product lines?

Possible Answer: Multiple product lines allow a company to grow rapidly and can help to offset the consequences of slow sales in any one product line. 
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193. How might economic environmental factors affect business for Panther Shoes?

Possible Answer: Inflation rates affect prices; in turn, increased prices limit consumers’ purchasing power. Further, economic conditions influence marketing plans for product offerings, pricing, and promotional strategies. 
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194. Why is the role of the marketing manager and the culmination of the marketing plan critical for a company?

Possible Answer: The marketing manager is responsible for planning and implementing all the activities that result in the transfer of goods and services to its customers. The marketing plan is a detailed strategy for focusing marketing efforts on consumer needs and wants. 
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195. List five possible attributes likely to be found in the value package for Panther Shoes’ top-selling shoes.

Possible Answer: Answers will vary. Examples include easy access to understandable prepurchase information, choices of color, attractive prices, ordering via the Internet, security for credit card purchasing, assurance of speedy delivery, product guarantees, and prestige of owning a pair of Panther shoes. 
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196. Where would athletic shoes fit into the product life cycle?

Possible Answer: Athletic shoes would fall within the maturity stage of the product life cycle. In maturity, sales growth starts to slow as profits begin to decline and increased competition eventually forces price cutting and lower profits. 
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197. Martin is surprised at the narrow scope of his responsibilities and he wishes to explain to his boss that marketing is more than just advertising. Help Martin by giving a more complete definition of marketing.

Possible Answer: According to the American Marketing Association, marketing is “a set of processes for creating, communicating, and delivering value to customers and for managing customer relationships in ways that benefit the organization and its stakeholders.”
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198. Martin remembers learning about the three major categories of consumer goods while in graduate school. How would shoes and athletic apparel sold by Panther be categorized?

Possible Answer: Shoes and athletic apparel are categorized as shopping goods; they are moderately expensive and purchased on a monthly or yearly basis. 
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199. In his first staff meeting, a heated discussion erupts over the need to develop new products. The product manager explains that they have had a loyal following of consumers and do not need to develop new products. Others disagree. How should Martin respond?

Possible Answer: Faced with competition and shifting consumer preferences, no firm can count on a product to carry it forever. Even products that have been popular for decades need renewal. Martin should encourage the product manager to begin the product development process. 
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200. What elements of Panther’s marketing mix might change when going international?

Possible Answer: The products themselves will likely remain the same. Higher costs of transporting and selling products abroad will drive prices up. Further, Panther will benefit in distributing athletic apparel with any networks that can be built with other partners; these networks will be much different from current networks. Promotional elements will change if sociocultural differences warrant the change. 
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