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Chapter 7 –

Building a Guerrilla Marketing Plan

Multiple Choice

1. A business plan for the small business owner:

a) is of relatively little importance due to the dynamic nature of the marketplace.

b) is synonymous with the marketing plan.

c) tends to stress how the entrepreneur will operate rather than detailing what he/she wants to accomplish.

d) contains both a marketing plan and a financial plan.

Answer d
(Introduction     Page 196)

2. ______ is the process of creating and delivering desired goods and services to customers, and involves all of the activities associated with winning and retaining loyal customers.

a) Marketing

b) Personal selling

c) Promotion

d) Advertising and public relations

Answer a
(Creating a Guerilla Marketing Plan     Page 196)
3. Small businesses can compete with larger rivals with bigger budgets by employing unconventional, low-cost creative techniques known as:

a) market research.

b) astonishing customer service.

c) guerrilla marketing techniques.

d) psychographics.

Answer c
(Creating a Guerilla Marketing Plan     Page 196)
4. The focus of the small company's marketing plan is:

a) its product or service.

b) the customer.

c) attracting capital.

d) an evaluation of key competitors.

Answer b
(Creating a Guerilla Marketing Plan     Page 198)
5. The marketing plan builds a strategy for success:

a) from the customer’s point of view.

b) as described by the marketing manager.

c) based on eliminating all competition.

d) by focusing on product development and market management.

Answer a
(Creating a Guerilla Marketing Plan     Page 197)
6. The marketing plan should include certain key objectives, such as:

a) determining product costs through market research.

b) pinpointing the specific target markets a small business will serve.

c) determining what costing strategies to use.

d) discovering what the company’s ETDB index is.

Answer b
(Creating a Guerilla Marketing Plan     Page 198)
7. Shifting patterns in the age, income, education, race, and other characteristics of the population are the subject of _______ and exert a potent force on a company's marketing plan.

a) psychographics

b) geographics

c) demographics

d) geo-demographics

Answer c
(Determining Customer Needs and Wants Through Market Research     Page 200)
8. A demographic trend is like a train for the small business owner in that:

a) he/she needs to catch it and ride it to wherever it is going.

b) he/she needs to discover where it is going early and decide whether or not to get on board.

c) the small business will be “run over” if it doesn’t get out of the way and try to work with the “spin-offs” from the trend.

d) it is a slow process that is easily caught at several points, and the small business owner has lots of time to consider his/her options.

Answer b
(Determining Customer Needs and Wants Through Market Research     Page 200)
9. Market research:

a) provides the information that is foundational to the marketing plan.

b) is the process used to set the goals and objectives of the marketing plan.

c) is prohibitively expensive for the small business owner.

d) is relatively unimportant to the small business owner if the owner is close to his/her customers.

Answer a
(Determining Customer Needs and Wants Through Market Research     Page 200)
10. Market research answers what important question for the small business owner?

a) How shall I set up my distribution system?

b) What should my goals and objectives be in my marketing plan?

c) Who are my customers and what are they looking for?

d) What form of business ownership would be most effective in this market?

Answer c
(Determining Customer Needs and Wants Through Market Research     Page 200)
11. The primary goal of marketing research is to:

a) discover potential competitors.

b) reduce the risks associated with business decisions.

c) determine how to allocate distribution resources.

d) help management choose the appropriate promotional tool.

Answer b
(How to Conduct Market Research     Page 201)
12. The first, and most critical, step in conducting market research is to:

a) define the research problem clearly.

b) collect data from available sources.

c) design questionnaires and surveys.

d) choose how to collect the data.

Answer a
(How to Conduct Market Research     Page 201)
13. John wants to answer the question, “What drives my customers’ buying behavior?” The best information to address this question comes from:

a) demo/geographic data.

b) geographics data.

c) demographics data.

d) psychographics data.

Answer d
(How to Conduct Market Research     Page 204)
14. When it comes to gathering market research on customers, most small companies tend to be:

a) as good at it as large companies.

b) at a severe disadvantage in comparison to large companies.

c) data rich, lots of facts, but information poor, little in a useful form.

d) less effective at defining the research problem than larger companies.

Answer c
(How to Conduct Market Research     Page 202)
15. One-to-one marketing is a marketing strategy that:

a) gathers data on individual customers and then tailors an appeal to their needs and tastes.

b) uses technology to make customers feel like they are being treated special.

c) focuses on the use of personal selling and consultative advising of customers.

d) relies heavily on geographic data but ignores demographic and psychographic data.

Answer a
(How to Conduct Market Research     Page 202)
16. For the results of market research to provide a solution to a small business owner’s problem:

a) it has to be acted on.

b) the owner must attach meaning to it.

c) it must be converted into numeric information.

d) the data should be less than two weeks old.

Answer b
(How to Conduct Market Research     Page 204)
17. Effective one-to-one marketing involves:

a) identifying your best customers.

b) treating each customer as an individual.

c) developing a marketing plan designed specifically to appeal to their customer needs, tastes and preferences.

d) all of these.

Answer d
(How to Conduct Market Research     Page 202)
18. _______ is a process in which computer software that uses statistical analysis, database technology, and artificial intelligence finds hidden patterns, trends, and connections in data so that business owners can make better marketing decisions and predictions about customer’s behavior.
a) Customer Relationship Management

b) Data Mining

c) Data Discovery

d) Simulation
Answer b
(How to Conduct Market Research     Page 204)
19. Most marketing experts contend that the greatest marketing mistake small businesses make is:

a) failing to identify the target market.

b) spending too little on advertising.

c) underpricing their products and services.

d) spending too little on quality improvement.

Answer a
(Market Diversity: Pinpoint the Target Market     Page 198)
20. When it comes to the target market, most successful businesses:

a) have broad target markets, permitting them to offer a wide variety of products.

b) have little concern for the image of their company, focusing solely on how their products meet target market needs.

c) have well-defined “portraits” of the customers they want to attract.

d) don’t have a clue as to their target market but put forth enough effort to succeed anyway.

Answer c
(Market Diversity: Pinpoint the Target Market     Page 199)
21. The key to marketing success is:

a) economy of scale in promotion by creating broad-based ad campaigns.

b) understanding customers’ unique needs, wants and preferences.

c) the use of direct-marketing and E-commerce.

d) catering to teenagers.

Answer b
(Market Diversity: Pinpoint the Target Market     Page 199)
22. ACT!, Clementine, DataScope Pro, GoldMine, MineSet, Nuggets are what type of software packages:

a) Customer Relationship Management

b) Data Mining

c) Data Discovery

d) Word Processing

Answer b
(How to Conduct Market Research     Page 204)
23. A company’s competitive edge is:

a) dependent on the availability of its products.

b) largely a function of its pricing strategies.

c) the superiority of its market research.

d) based on customers’ perception of its products and services.

Answer d
(Plotting a Guerilla Marketing Strategy: Building a Competitive Edge     Page 206)
24. One “natural” advantage small businesses have over large business, which can be a significant competitive advantage, is:

a) relationship marketing.

b) their ability to conduct market research.

c) their lower costs.

d) their ability to serve many highly diverse target markets.

Answer a
(Plotting a Guerilla Marketing Strategy: Building a Competitive Edge     Page 206)
25. ______ puts the customer at the center of a company’s thinking, planning, and action and shifts the focus from a product or service to customers and their needs and wants.
a) Guerilla marketing strategy

b) Data mining

c) Customer Relationship Management (CRM)

d) Entertailing

Answer c
(Plotting a Guerilla Marketing Strategy: Building a Competitive Edge     Page 206)
26. _______ is the notion of drawing customers into a store by creating a kaleidoscope of sights, sounds, smells, and activities, all designed to entertain—and, of course, sell.

a) Pull strategy

b) Entertailing

c) Customer Relationship Management (CRM)

d) Interactivity

Answer b
(Plotting a Guerilla Marketing Strategy: Building a Competitive Edge     Page 208)
27. The majority of customers who stop patronizing a particular store do so because:

a) its prices are too high.

b) its quality is too low.

c) an indifferent employee treated them poorly.

d) it failed to advertise enough.

Answer c
(Plotting a Guerilla Marketing Strategy: Building a Competitive Edge, Focus on the Customer     Page 211)
28. Attracting a new customer costs ______ as much as keeping an existing one.

a) twice

b) five times

c) half 

d) three-fourths

Answer b
(Plotting a Guerilla Marketing Strategy: Building a Competitive Edge, Focus on the Customer     Page 212)
29. Companies do a number of things to focus on their customers, including:

a) fixing customer complaints quickly.

b) conducting market research on what superior customer service is.

c) offering quality products at low prices.

d) implementing a TCM management system in their production facility.

Answer a
(Plotting a Guerilla Marketing Strategy: Building a Competitive Edge, Focus on the Customer, Table     Page 213)
30. To build an effective customer service program, it is important to:

a) offer low prices.

b) train key employees to watch for and intervene when there are problems.

c) swiftly discipline employees who mistreat customers.

d) let managers wait on customers occasionally.

Answer d
(Plotting a Guerilla Marketing Strategy: Building a Competitive Edge, Focus on the Customer     Page 214)
31. The worst catastrophe to befall any business would be to:

a) encourage customers to complain and have employees give management feedback on the complaints.

b) have great advertising and poor quality products.

c) have poor customer service and a highly effective promotional campaign.

d) have a great product and an inaccessible location.

Answer b
(Plotting a Guerilla Marketing Strategy: Building a Competitive Edge, Focus on the Customer     Page 214)
32. The Total Quality Management (TQM) concept:

a) strives to achieve quality not just in the product or service itself, but in every aspect of the business and its relationship with the customer.

b) relies on quality inspections through an army of quality control inspectors.

c) focuses on reducing the time it takes to fulfill a customer’s request for a product.

d) is built on market research.

Answer a
(Plotting a Guerilla Marketing Strategy: Building a Competitive Edge, Devotion to Quality     Page 214)
33. ____ recognizes any improvement in quality may improve a company’s competitive ability.

a) Customer service

b) Return on quality

c) Total quality management

d) Total customer satisfaction

Answer b
(Plotting a Guerilla Marketing Strategy: Building a Competitive Edge, Focus on the Customer     Page 214)
34. Companies with strong reputations for quality follow certain guidelines, such as:

a) establishing long-term relationships with suppliers.

b) fostering individual effort and pride of workmanship.

c) rewarding employees for compliance to rules and procedures.

d) building an extensive quality inspection system with many quality inspectors.

Answer a
(Plotting a Guerilla Marketing Strategy: Building a Competitive Edge, Focus on the Customer     Page 215)
35. Studies show that customers want ____ from businesses almost more than anything else.

a) quality

b) low cost

c) cutting edge technology

d) convenience

Answer d
(Plotting a Guerilla Marketing Strategy: Building a Competitive Edge, Focus on the Customer     Page 216)
36. 99.9% quality is exemplified by which of the following?

a) 1 hour of unsafe drinking water every month

b) blackout of power for 1 hour each week in the average size town

c) 100,000 documents lost by the IRS each year

d) 2 million phone calls misrouted each year

Answer a
(Plotting a Guerilla Marketing Strategy: Building a Competitive Edge, Focus on the Customer, Table     Page 216)
37. Which company would rate the highest on an "Easy to do Business With" index?

a) Thomas's bakery won't take credit cards.

b) Louie’s Lower Level sandwich shop is in the basement of a building with an alley entrance.

c) Jane's Tailor shop is open from 10 a.m. to 10 p.m. six days a week.

d) Country Tom Motors service department only allows the service manager to answer the phone.

Answer c
(Plotting a Guerilla Marketing Strategy: Building a Competitive Edge, Attention to Convenience     Page 217)
38. A study of companies with revenues under $50 million showed that:

a) 40% of the CEOs thought that customer service was relatively unimportant.

b) 50 % of the companies had developed partnerships with customers for developing new products.

c) nearly two-thirds of their CEOs thought new product development was a major competitive advantage.

d) 75% spent 15% of their annual budget on R & D and innovation-related efforts.

Answer c
(Plotting a Guerilla Marketing Strategy: Building a Competitive Edge, Concentration on Innovation     Page 218)
39. When it comes to innovation, the small business and entrepreneur:

a) often can't afford to pursue it.

b) tend to lead the way in business.

c) do it through imitation of large companies.

d) make heavy use of market research instead.

Answer b
(Plotting a Guerilla Marketing Strategy: Building a Competitive Edge, Concentration on Innovation     Page 218)
40. Small businesses are able to maintain a leadership role in innovation by:

a) using their size, flexibility, and speed to their advantage.

b) spending much more money on R & D than large companies do.

c) foreseeing trends better and far enough in advance that they can spread innovation costs over several years.

d) making better use of technology than large companies.

Answer a
(Plotting a Guerilla Marketing Strategy: Building a Competitive Edge, Concentration on Innovation     Page 218)
41. A key to effective innovation by the entrepreneur is:

a) dedicating at least 20% of pre-tax revenues to R & D.

b) always looking for new product and service ideas.

c) hiring managers with a track record for innovation.

d) none of these.

Answer b
(Plotting a Guerilla Marketing Strategy: Building a Competitive Edge, Concentration on Innovation     Page 219)
42. Small companies with limited financial resources can often use ____ as a way to differentiate themselves from larger competitors.

a) innovation

b) lower prices with higher quality

c) high price and high quality

d) customer service

Answer d
(Plotting a Guerilla Marketing Strategy: Building a Competitive Edge, Dedication to Service and Customer Satisfaction     Page 219)
43. Numerous surveys have concluded that the most important element of service is:

a) the personal touch.

b) convenient business hours.

c) speedy transactions.

d) innovative product design.

Answer a
(Plotting a Guerilla Marketing Strategy: Building a Competitive Edge, Concentration on Innovation     Page 220)
44. Time compression management (TCM) involves:

a) speeding new products to market.

b) enhancing the quality of existing products.

c) decreasing the time it takes a product to move from introduction to the maturity stage of the product life cycle.

d) shortening the sales clerks’ response time to customers entering the retail store and then being served.

Answer a
(Plotting a Guerilla Marketing Strategy: Building a Competitive Edge, Emphasis on Speed     Page 222)
45. Companies using time compression management (TCM) have found that manufacturing consumes about ____ of the total time between receiving an order and getting the product into the customer's hands.

a) 50%

b) 75%

c) 10% to 15%

d) 5% to 10%

Answer d
(Plotting a Guerilla Marketing Strategy: Building a Competitive Edge, Emphasis on Speed     Page 222)
46. The primary opportunity for time compression management (TCM) lies in its application to:

a) the purchasing process.

b) the production process.

c) the administrative process.

d) the marketing process.

Answer c
(Plotting a Guerilla Marketing Strategy: Building a Competitive Edge, Emphasis on Speed     Page 222)
47. Well-designed Web pages:

a) have extensive graphics and make heavy use of pictures and clip art.

b) are interactive and offer question and answer capability.

c) focus on product and price information.

d) do not use links to avoid misdirecting the customer.

Answer b
(Plotting a Guerilla Marketing Strategy: Building a Competitive Edge, Marketing on the WWW     Page 225)
48. _________ refers to developing, maintaining, and managing long-term relationships with customers so that they will want to keep coming back.

a) Customer Relationship Management

b) Customer Retention Management

c) Customer Management Software

d) Customer Reassurance Management

Answer a
(Plotting a Guerilla Marketing Strategy: Building a Competitive Edge     Page 206)

49. Which strategy allows a small company to maximize the advantages of its smallness and to compete effectively even in industries dominated by giants?

a) Grand market strategy

b) Mass strategy

c) Niche strategy

d) None of the above

Answer c
(Guerrilla Marketing Principles:  Find a Niche and Fill It     Page 208)

50. The cost of marketing a product is highest in the:

a) introductory stage.

b) growth and acceptance stages.

c) maturity stage.

d) saturation stage.

Answer a
(Plotting a Guerilla Marketing Strategy: Building a Competitive Edge, Marketing Mix     Page 227)
51. Suppose that a company increases its customer base by 20 percent each year, but it retains only 85 percent of its existing customers.  Its effective growth rate is ____ percent per year,
a) 5

b) 15

c) 0

d) 25

Answer a
(Plotting a Guerilla Marketing Strategy: Building a Competitive Edge, Focus on the Customer     Page 212)
52. The time span between stages in the product life cycle:

a) generally runs about six months to one year per stage.

b) is highly influenced by the amount of promotion that is done.

c) depends entirely on the type of products involved.

d) depends on the types of market strategy the small business owner is pursuing.

Answer c
(Plotting a Guerilla Marketing Strategy: Building a Competitive Edge, Marketing Mix     Page 227)
53. The product life cycle concept means that small businesses must:

a) constantly be involved in product innovation.

b) track demographic and psychographic trends carefully.

c) create both place and time utility if they are to survive.

d) use a market penetration strategy if they are to be successful.

Answer a
(Plotting a Guerilla Marketing Strategy: Building a Competitive Edge, Marketing Mix     Page 227)
54. The most common channel of distribution for consumer goods is:

a) manufacturer ----> consumer.

b) manufacturer ----> retailer ----> consumer.

c) manufacturer ----> wholesaler ----> retailer ---> consumer.

d) manufacturer ----> broker ----> consumer.

Answer c
(Plotting a Guerilla Marketing Strategy: Building a Competitive Edge, Marketing Mix     Page 228)

55. The right price for a product depends on which factors:

a) A small company cost structure

b) The desired image the company wants to create in its customer’s minds

c) An assessment of what the market will bear

d) All of the above

Answer d
(Plotting a Guerilla Marketing Strategy: Building a Competitive Edge, Price     Pages 229 and 230)

56. Free trial offers, free delivery, lengthy warranties, and money back guarantees are examples of:

a) Promotion

b) Product Differentiation

c) Non-price competition

d) Customer discounts

Answer c
(Plotting a Guerilla Marketing Strategy: Building a Competitive Edge, Price     Page 230)

57. Developing a winning marketing strategy requires a business to master three vital resources: 

a) People, information, and cash

b) Information, CRM software, uniqueness

c) People, information, and technology

d) None of the above

Answer c
(Creating a Guerilla Marketing Plan     Page 197)

58. Which of the following principles can help business owners create powerful, effective guerrilla marketing strategies?

a) Don’t just sell; entertain

b) Focus on the Customer

c) Strive to be unique

d) All of the above

Answer d
(Guerrilla Marketing Principles     Page 208)
59. Companies connect with their customers __________ by supporting causes that are important to their customer base, taking exceptional care of their customers, and making it fun and enjoyable to do business with them. 

a) Emotionally
b) Practically
c) With low prices

d) With unique products

Answer a
(Guerrilla Marketing Principles     Page 211)
60. One of the objectives that a guerrilla marketing plan should accomplish is:

a) It should pinpoint the target market

b) It should determine customer needs, wants and characteristics

c) It should identify company vendor potential

d) Both a and b

Answer d
(Creating A Guerrilla Marketing Plan     Page 198)

61. One of the first steps in building a marketing plan is identifying a small company’s _______, the group of customers at whom the company aims its products and services.

a) Target market

b) Competitors

c) Customers

d) Both a and c

Answer a
(Market Diversity:  Pinpointing the Target Market     Page 198)

62. ___________ is the vehicle for gathering the information that serves as the foundation for the marketing plan. 

a) Target Market Identification

b) Market Research

c) Banker Identification

d) Competitive Analysis

Answer b
(Determining Customer Needs and Wants Through Market Research     Page 200)

63. ______ is a small number of customers to give you feedback on specific issues in your business—quality, convenience, hours of operation, service, and so on.

a) Survey

b) Questionnaire

c) Focus Group

d) All of the above

Answer c
(How to Conduct Market Research     Page 202)
64. Customer surveys and questionnaires should be:

a) Short

b) Do not give bias results

c) Use simple ranking systems

d) All of the above

Answer d
(How to Conduct Market Research     Page 202)
65. Surveys, questionnaires, and focus group as considered to be:

a) Primary Research

b) Secondary Research

c) Data Collation

d) All of the above

Answer a
(How to Conduct Market Research     Page 202)
66. _____________ is a process in which computer software that uses statistical analysis, database technology, and artificial intelligence finds hidden patterns, trends, and connections in data so that business owners can make better marketing decisions and predictions about their customers’ behavior. 

a) Demographic collection

b) Target marketing

c) Data Mining

d) None of the above

Answer c
(How to Conduct Market Research     Page 204)
67. What drives my customers’ buying behavior? Are they receptive to new products or are they among the last to accept them? What values are most important to them? These questions are to identify:

a. Psychographic
b. Geographic
c. Demographic
d. All of the above
Answer a
(How to Conduct Market Research     Page 204)
True or False Questions
68.  Too often, business plans describe in great detail what the entrepreneur intends to accomplish but pay too little attention to how he plans to accomplish it.

Answer T
(Introduction 
Page 196)
69. The marketing function cuts across the entire company, affecting every aspect of its operation.

Answer T
(Creating a Guerilla Marketing Plan 
Page 196)
70. The product or service offered is the foundation of any marketing-oriented business.

Answer F
(Creating a Guerilla Marketing Plan 
Page 200)
71. The primary goal of any business, according to Theodore Levitt, is to create and keep a customer.

Answer T
(Creating a Guerilla Marketing Plan 
Page 198)
72. A marketing plan should have four objectives: profit, profit, profit, and profit. 

Answer F
(Creating a Guerilla Marketing Plan 
Page 198)
73. Tracking demographic trends is interesting, but it is not essential to building or implementing a successful marketing plan.

Answer F
(Determining Customer needs and wants through market research 
Page 200)
74. Market research frequently only confirms the intuition of the small business owner.

Answer F
(Determining Customer needs and wants through market research 
Page 200)
75. Small companies are at a definite disadvantage compared to larger ones when it comes to conducting market research since it is so expensive.

Answer F
(Determining Customer needs and wants through market research 
Page 200)
76. While market research is a sophisticated and complex process, the small business owner can conduct some of it for him/herself, but will need assistance interpreting it.

Answer F
(Determining Customer needs and wants through market research 
Page 200)
77. The primary general goal of market research is to identify and profile the target market and most profitable customer in it.

Answer F
(How to conduct market research 
Page 201)
78. Bill wants to conduct market research to find out why sales are dropping. He should define his market research problem as, “To discover why sales are declining.”

Answer F
(How to conduct market research 
Page 201)
79. The goals of one-to-one marketing are to attract, retain and increase the purchases by the target customer.

Answer T
(How to conduct market research)
80. Small business owners can use market research to uncover potential market opportunities.

Answer T
(How to conduct market research 
Page 202)
81. When interpreting the market research data, the small business owner should be careful to follow the standard rules used for interpreting that data.

Answer F
(How to conduct market research 
Page 204)
82. The market research process is completed with the analysis of the collected data and its translation into useful information.

Answer F
(How to conduct market research 
Page 204)
83. Most marketing experts contend that the greatest marketing mistake small businesses make is defining their target market too specifically or clearly.

Answer F
(Market Diversity: Pinpoint the target market 
Page 198)
84. Most small business follow a "shotgun" approach in marketing their new products.

Answer T
(Market Diversity: Pinpoint the target market 
Page 198)
85. The most effective way to market to the diversity of the American market is to choose a single ethnic segment and market to it as if it were a homogeneous market.

Answer F
(Market Diversity: Pinpoint the target market 
Page 198)
86. The increasing diversity of our population is creating a marketing “threat” to small businesses because they can’t profitably serve small niches.

Answer F
(Market Diversity: Pinpoint the target market 
Page 199)
87. Price is the safest criterion upon which to build a competitive edge.

Answer F
(Plotting a Guerilla marketing strategy: Building a competitive edge 
Page 206)
88. Generally speaking, small businesses are more effective at relationship marketing than larger companies.

Answer T
(Plotting a Guerilla marketing strategy: Building a competitive edge 
Page 206)
89. While customer contact is important to a small business, excellent products and low prices can offset any problems a small business may have with customer service.

Answer F
(Plotting a Guerilla marketing strategy: Building a competitive edge 
Page 206)
90. Most dissatisfied customers complain about rude or discourteous service to the owner or manager.

Answer F
(Plotting a Guerilla marketing strategy: Building a competitive edge, focus on the customer 
Page 211)
91. The difference between weak customer service and “world-class” customer service is attitude and attention to detail.

Answer T
(Plotting a Guerilla marketing strategy: Building a competitive edge, focus on the customer 
Page 214)
92. Giving customers a chance to complain about a problem usually is fruitless; once a business makes a customer angry, he typically will not buy from that company again under any circumstances.

Answer F
(Plotting a Guerilla marketing strategy: Building a competitive edge, focus on the customer 
Page 213)
93. Since front-line service workers are not able to predict the causes of customer complaints, managers must be the ones to identify potential customer service problems.

Answer F
(Plotting a Guerilla marketing strategy: Building a competitive edge,  focus on the customer 
Page 213
94. Perhaps the worst of all marketing catastrophes is to have great advertising and a poor quality product or service.

Answer T
(Plotting a Guerilla marketing strategy: Building a competitive edge, devotion to quality 
Page 214)
95. American customers rate reliability as the top component in quality.

Answer T
(Plotting a Guerilla marketing strategy: Building a competitive edge, devotion to quality 
Page 215)
96. The best way for a small business to ensure quality products is to use quality inspections.

Answer F
(Plotting a Guerilla marketing strategy: Building a competitive edge, devotion to quality 
Page 215)
97. If employees are committed to quality, management’s commitment becomes unimportant.

Answer F
(Plotting a Guerilla marketing strategy: Building a competitive edge, devotion to quality 
Page 216)
98. When asked what they want from a business they deal with, most customers say convenience.

Answer T
(Plotting a Guerilla marketing strategy: Building a competitive edge, attention to convenience
Page 216)
99. Because of their organizational and managerial flexibility, small businesses often can detect and act on new opportunities faster than large companies.

Answer T
(Plotting a Guerilla marketing strategy: Building a competitive edge, concentration on innovation 
Page 218)
100. The ability to innovate is one of the greatest weaknesses of the entrepreneur.  

Answer F
(Plotting a Guerilla marketing strategy: Building a competitive edge, concentration on innovation 
Page 218)
101. The key to successful innovation is spending “megadollars” on research and development and hiring staff who are very creative.

Answer F
(Plotting a Guerilla marketing strategy: Building a competitive edge, concentration on innovation 
Page 219)
102. The level of customer service in most small companies is excellent.

Answer F
(Plotting a Guerilla marketing strategy: Building a competitive edge, dedication to service and customer satisfaction 
Page 220)
103. It is the position of your authors that companies that do not offer quality customer service will eventually fail, for that reason.

Answer T
(Plotting a Guerilla marketing strategy: Building a competitive edge, dedication to service and customer satisfaction 
Page 220)

104. Truly customer-oriented companies seek to go beyond customer satisfaction, striving for customer astonishment.

Answer T
(Plotting a Guerilla marketing strategy: Building a competitive edge, dedication to service and customer satisfaction 
Page 220)
105. Listening to customers and responding to what you hear from them is a highly effective way to achieve stellar customer service.

Answer T
(Plotting a Guerilla marketing strategy: Building a competitive edge, dedication to service and customer satisfaction 
Page 220)
106. Satisfied customers exhibit at least one of three characteristics: loyalty, resistance to competition's attempts to lure them away with lower prices, and increased purchases.

Answer T
(Plotting a Guerilla marketing strategy: Building a competitive edge, dedication to service and customer satisfaction 
Page 220)
107. Technology has little impact on the quality of customer service a small company offers.

Answer F
(Plotting a Guerilla marketing strategy: Building a competitive edge, dedication to service and customer satisfaction 
Page 221)
108. TCM focuses solely on reducing administrative time in product development.

Answer F
(Plotting a Guerilla marketing strategy: Building a competitive edge, emphasis on speed 
Page 222)
109. The key to successful time compression management is speeding up the manufacturing process, since manufacturing consumes 90% of the time it takes to get the order into the customer's hand.

Answer F
(Plotting a Guerilla marketing strategy: Building a competitive edge, emphasis on speed 
Page 222)
110. While still new to small companies, there are nearly 1.4 million small companies on the World Wide Web with their own home pages.

Answer F
(Plotting a Guerilla marketing strategy: Building a competitive edge, Marketing on WWW

Page 224)
111. Profits generally are low and marketing cost high in the introductory stage of the product life cycle.

Answer T
(Plotting a Guerilla marketing strategy: Building a competitive edge, The marketing mix 
Page 226)

112. Sales and profits peak in the growth stage of the product life cycle.  

Answer F
(Plotting a Guerilla marketing strategy: Building a competitive edge, The marketing mix 
Page 227)
113. Marketing experts recommend introducing a new product only when the existing one is in the maturity stage of the product life cycle.

Answer F
(Plotting a Guerilla marketing strategy: Building a competitive edge, The marketing mix 
Page 227)
114. One of the most commonly cited reasons for a new product failing is that it is not adequately differentiated from competitive products.

Answer T
(Plotting a Guerilla marketing strategy: Building a competitive edge, The marketing mix 
Page 227)
115. When a company makes a product available to the customer when he/she wants it, the company is providing place utility to the customer.

Answer F
(Plotting a Guerilla marketing strategy: Building a competitive edge, The marketing mix 
Page 228)
116. Service companies tend to use the manufacturer-to-customer distribution channel more than any other.

Answer T
(Plotting a Guerilla marketing strategy: Building a competitive edge, The marketing mix 
Page 228)
117. Relatively few consumer goods use the manufacturer-to-retailer-to-consumer distribution channel.

Answer F
(Plotting a Guerilla marketing strategy: Building a competitive edge, The marketing mix 
Page 228)
118. The price element of the marketing mix affects both sales volume and profits.

Answer T
(Plotting a Guerilla marketing strategy: Building a competitive edge, The marketing mix 
Page 229)
119. A small company's promotional goals may include creating a brand image, persuading customers to buy, and/or to develop brand loyalty.

Answer T
(Plotting a Guerilla marketing strategy: Building a competitive edge, The marketing mix 
Page 230)

120. Promotion involves both advertising and lengthy warranties

Answer F
(Plotting a Guerilla marketing strategy: Building a competitive edge, The marketing mix230)

121. According to Forrester Research, although small businesses make nearly 50 percent of all retail sales in the United States, they account for just 6 percent of all online sales.

Answer T
(Plotting a Guerilla marketing strategy: Building a competitive edge 

Page 225)

122. Successful websites are attractive, inviting, easy to navigate, interactive, and offer users something of value

Answer T
(Plotting a Guerilla marketing strategy: Building a competitive edge, marketing on WWW

Page 224)

123.  The marketing mix consist of the “4P’s” : Product, Plot, Place, Promotion

Answer F
(Plotting a Guerilla marketing strategy: Building a competitive edge, The marketing mix 
Page 226)

124. Individualized (or one-to-one) marketing, a system of gathering data on individual customers and then developing a marketing plan designed specifically to appeal to their needs, tastes, and preferences

Answer F
(How to Conduct Market Research 
Page 202)

Essay Questions

What is the role of marketing in the small business and what part does the marketing plan play?

(Creating a Guerilla Marketing Plan)

125.  What is the value of market research to the small business owner? How can he/she use it?

(Determining customer needs and wants through market research)

126. Describe the four steps of the marketing research process.

(How to conduct market research?)

127. How is the target market important to the small business? What does this concept signify about changes in marketing?

(Market Diversity: Pinpointing the target market)
128. What is relationship marketing? What characterizes each of the four levels of customer involvement that is part of relationship marketing?

(Plotting a Guerilla marketing strategy: Building a competitive edge)

129. Discuss strategies that a company can use to focus on their customers.

(Plotting a Guerilla marketing strategy: Building a competitive edge)
130. What characterizes companies that "get it right the first time," that have an emphasis on quality?
(Plotting a Guerilla marketing strategy: Building a competitive edge, devotion to quality)
131. What can an entrepreneur do to be more effective at innovation?

(Plotting a Guerilla marketing strategy: Building a competitive edge, concentration on innovation)
132. Discuss how a company can achieve stellar customer service and satisfaction.

(Plotting a Guerilla marketing strategy: Building a competitive edge, dedication to service and customer satisfaction)

133. What is time compression management and what does it involve?

(Plotting a Guerilla marketing strategy: Building a competitive edge, emphasis on speed)
134. Describe the product life cycle, naming and explaining what characterizes each stage.

(Plotting a Guerilla marketing strategy: Building a competitive edge, marketing mix)
135. Identify the four common channels of distribution, briefly explaining their use by small businesses in moving their product to the customer.

(Plotting a Guerilla marketing strategy: Building a competitive edge, marketing mix)
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