Chapter 7

Product-Selling Strategies

That Add Value

True/False

1. Salespeople at the dealer level can play an important role in positioning an automobile for competitive advantage.

T
157

2. People buy products if they fulfill a problem-solving need.

T
159

3. Salespeople have assumed an important and expanding role in differentiating products.

T
162

4. Advertising directed toward a mass market is usually a good way to position a complex product.

F
162

5. In most cases, the same sales strategy is used to sell a new and emerging product as a mature, well-established product.

F
163

6. Mature and well-established products are usually characterized by intense competition as new brands enter the market.

T
164

7. Pricing decisions are made primarily during the introductory stage of the product life cycle.

F
164

8. One consequence of using low-price tactics will often be lower profits.

T
164

9. For a growing number of customers, short-term savings that result from low prices are more important than long-term value.

F
167

10. Today, the primary goal of the value-added concept is to add value by improving the quality of the product.

F
168

11. Value creation during the transactional sale is considerable.

F
173

12. The generic is the basic, substantive product you are selling.

T
168

13. Positioning is the set of benefits and values the company promises to deliver to customers to satisfy their needs.

F
157

14. The value-added product exists when salespeople meet the customer’s expectation.

F
170

15. Two guests checking into a Hyatt Regency Hotel will likely have the same perceptions of what a clean room looks like.

F
170

Multiple Choice

Select the response that best answers the question or completes the statement.

16. Customer satisfaction arises from:

a. the product itself.

b. the company that makes or distributes the product.

c. the salesperson who sells and services the product.

d. a combination of the product, company and salesperson.   * 159

17. The decisions, activities and communication strategies that are directed toward trying to create and maintain a firm’s intended product concept in the customer’s mind are known as:

a. product positioning.   * 157

b. product life cycle.

c. value-added concept.

d. potential product.

18. When is it NOT appropriate to use a low-price strategy?

a. when you have a transaction-focused buyer

b. when the buyer is a high-involvement buyer   * 167

c. when the buyer does not value quality

d. when the customer wants an “unbundled” product

19. There are five service-quality dimensions.  Three of them include:

a. reliability, responsiveness and empathy   * 166

b. durability, reliability and responsiveness

c. standardization, reliability and empathy

d. durability, reliability and empathy

20. In order to bring the Walker Hotel and Convention Center up to industry standards, each guest room was redecorated with new wallpaper, drapes, carpeting, mattresses and sofas.  Mallanie Simms, sales manager for the Center, has recommended that guest rooms be upgraded with the addition of wide desks, voice mail, fax machines and 24-hour room service.  From the viewpoint of most business travelers, these changes would result in the creation of a(n):

a. potential product.

b. generic product.

c. expected product.

d. value-added product.   * 170

21. A value proposition:

a. is the set of benefits and values the company promises to deliver to customers to satisfy their needs.   * 159

b. is a demand-based model.

c. is best used when customers are ill-informed.

d. is unrelated to the firm’s positioning strategy.

22. Research reported in the Harvard Business Review indicates that it is very difficult to build customer loyalty if you are selling only the _______ product.

a. generic

b. potential

c. value-added

d. expected   * 170

23. Money that a bank has available for customer loans would be an example of a(n) _______ product.

a. generic   * 168

b. value-added

c. expected

d. potential

24. Yellow Freight Systems must provide clean, well-maintained trucks and well-trained drivers.  This is an example of a(n) _________ product.

a. generic

b. value-added

c. expected   * 169

d. potential

25. When setting professional fees, all of the following are points to consider EXCEPT:

a. experience

b. exclusivity

c. target market

d. product life cycle   * 173

26. Value creation investments are the highest in:

a. transactional sales.

b. strategic alliance sales.   * 173

c. generic sales.

d. consultative sales.

27. When doing business in India, outsiders should remember that:

a. social class is unimportant in India.

b. they will need to learn one of the many official languages of India to be successful.

c. Indian buyers seek quality and durability.   * 169

d. the food and drink customs are similar to those of the U.S. and Europe.

28. As the level of competition increases, especially in the case of a mature product, salespeople must look more carefully into the _______ product.

a. generic

b. value-added

c. expected

d. potential   * 170

29. Which of the following statements about pricing policies is FALSE?

a. The ability to offer the lowest price is usually the most critical factor in the sale of products and services.   * 164-166

b. Some companies maintain a pricing strategy that focuses on meeting competition.

c. Pricing strategies often reflect the product’s position in the product life cycle.

d. Price discounting is a competitive tool available to large numbers of salespeople.

30. Researchers at Texas A&M University have discovered five service-quality dimensions. What are they?

a. responsiveness, reliability, empathy, tangibles and value

b. empathy, assurance, responsiveness, reliability and tangibles   * 166

c. tangibles, value, reliability, continuity and assurance

d. reliability, responsiveness, value, assurance and continuity

Completion
31. The _______ product refers to what may remain to be done or what is possible.

potential   170

32. Today’s better educated and more demanding customers are seeking a _______ of satisfactions.

cluster   159

33. Products are born, grow up and become mature.  In marketing, this process is known as the _______ _______ _______.

product life cycle   162

34. The first step in establishing a product price is to determine the firm’s pricing _______.

objectives   164

35. The authors of The Discipline of Market Leaders encourage business firms to pick one of the disciplines – best price, best product, or best _______ to distinguish their offering in the marketplace.

service   167

Short-Answer

36. List and describe the three parts of the product-selling model.   160

1. Today’s product meets and exceeds expectations by offering better quality, larger selection and/or new product improvements.

2. Today’s salesperson acts as a partner by offering current product knowledge, awareness of the customer’s needs and courteous service during and after the sale.

3. Today’s company acts as a team to provide delivery and installation, orientation and training, quick-response times, credit options and outstanding service.

37. Salespeople can benefit from viewing every product as being four-dimensional. List the four “possible” products.   168

1. Generic product

2. Expected product

3. Value-added product

4. Potential product

Matching - 1

For each descriptive phrase or statement in Group A, select the most appropriate answer from the items listed in Group B.

Group A

38. Delivery and installation

C   160

39. More courteous and trustworthy

B   160

40. Provides service after the sale

B   160

41. Better quality

A   160

42. Credit response time

C   160

43. Larger selection

A   160

44. Meets or exceeds expectations

A   160

45. More knowledgeable

B   160

46. Orientation and training

C   160

47. Acts as a partner

B   160

Group B


A. today’s product

B. today’s salesperson

C. today’s company

Matching - 2
For each descriptive phrase or statement in Group A, select the most appropriate answer from the items listed in Group B.

Group A

48. Firm sets a market share objective without real concerns for profit

C   164

49. The relationship strategy is often critical.

B   164

50. Firm emphasizes the quality of a technically sophisticated kayak

A   163

51. Often reflect the product’s position in the product life cycle.

C   164

52. Firm promises more dependable product deliveries.

D   168

53. Usually characterized by intense competition as new brands enter the market.

B   164

54. Firm maintains a restock program that provides the retailer with adequate inventory at all times.

D   168

55. Basic strategy is to meet competition

C   164

56. Life insurance company continuously provides sales agents with new products

B    164

57. Strategy may result in fewer services after the sale.

C   164

Group B

A. positioning new and emerging products

B. positioning mature and well-established products

C. positioning product with a price strategy

D. positioning product with a value-added strategy

38
46

