Mar 100 - Review for Final – Spring 2014
Multiple Choice
Identify the choice that best completes the statement or answers the question.
____
1.
The process of converting applications for new technologies into marketable products is called:

	a.
	basic research

	b.
	product modification

	c.
	marketing development

	d.
	product development

	e.
	correlation analysis


____
2.
_____ is a limited introduction of a product and a marketing program to determine the reactions of potential customers in a market situation.

	a.
	Use testing

	b.
	Test marketing

	c.
	Concept testing

	d.
	Laboratory testing

	e.
	Discontinuous innovation


____
3.
The final stage in the new-product development process is:

	a.
	product testing

	b.
	market testing

	c.
	commercialization

	d.
	product prototyping

	e.
	simulated marketing


____
4.
The product characteristic affecting the rate of adoption characterized by the degree to which a product is perceived as superior to existing substitutes is:

	a.
	compatibility

	b.
	complexity

	c.
	relative advantage

	d.
	product differentiation

	e.
	competitive advantage


____
5.
Which product characteristic affecting the rate of adoption of a new product represents the degree to which the benefits or other results of using the product can be communicated to target customers?

	a.
	Observability

	b.
	Diffusion

	c.
	Adoption

	d.
	Trialability

	e.
	Complexity


____
6.
The degree to which a product can be used on a limited basis represents which product characteristic influencing the rate of adoption?

	a.
	Complexity

	b.
	Trialability

	c.
	Observability

	d.
	Relative advantage

	e.
	Sampling


____
7.
A(n) _____ is the result of applying human or mechanical efforts to people or objects.

	a.
	application processor

	b.
	profit intermediary

	c.
	tangible product

	d.
	service

	e.
	nonprofit organization


____
8.
Which unique characteristic of services means that consumers must be present during the production?

	a.
	Intangibility

	b.
	Inseparability

	c.
	Heterogeneity

	d.
	Perishability

	e.
	Connectivity


____
9.
It is difficult to achieve consistency and standardization of services because of which service characteristic?

	a.
	Customization

	b.
	Simultaneous production and consumption

	c.
	Intangibility

	d.
	Perishability

	e.
	Heterogeneity


____
10.
The most basic benefit the consumer is buying in a service is referred to as the:

	a.
	primary service

	b.
	inherent service

	c.
	core service

	d.
	tangible service

	e.
	complete service


____
11.
A group of services that support or enhance the core service is called:

	a.
	secondary services

	b.
	peripheral services

	c.
	additional services

	d.
	supplementary services

	e.
	complementary services


____
12.
_____ is the strategy that uses technology to deliver customized services on a mass basis.

	a.
	Mass standardization

	b.
	Aggregated service

	c.
	Technological processing

	d.
	Mass customization

	e.
	Aggregated marketing


____
13.
A focus on maximizing the surplus of income over costs is a(n) _____ pricing objective for service firms.

	a.
	revenue-oriented

	b.
	operations-oriented

	c.
	market-share–oriented

	d.
	patronage-oriented

	e.
	service-quality


____
14.
Which service pricing objective seeks to match supply and demand by varying prices?

	a.
	Revenue oriented

	b.
	Operations oriented

	c.
	Patronage oriented

	d.
	Externally oriented

	e.
	Equilibrium oriented


____
15.
At which level of relationship marketing does the firm only use pricing incentives to encourage customers to continue doing business with it?

	a.
	Level 1

	b.
	Level 2

	c.
	Level 3

	d.
	Level 4

	e.
	Level 5


____
16.
The connected chain of all of the business entities, both internal and external to the company, that perform or support the logistics function is known as the:

	a.
	channel of distribution.

	b.
	intermediary link.

	c.
	physical distribution integration.

	d.
	reseller network.

	e.
	supply chain.


____
17.
Of the eight critical business processes on which supply chain managers must focus, the _____ process presents a multi-company, unified response system to the customer whenever complaints, concerns, questions, or comments are voiced.

	a.
	manufacturing flow management

	b.
	customer service management

	c.
	product development and commercialization

	d.
	order fulfillment

	e.
	demand management


____
18.
The goal of most sourcing and procurement activities is to:

	a.
	reduce the cost of raw materials and supplies.

	b.
	provide satisfying customer service

	c.
	make sure the right amount of product is kept on hand

	d.
	identify, sort, and label goods

	e.
	move products from supplier to producer and from producer to buyer


____
19.
_____ is information technology that replaces the paper documents that usually accompany business transactions.

	a.
	Business prioritizing

	b.
	Electronic data interchange

	c.
	Just-in-time inventory

	d.
	Real-time inventory

	e.
	Direct sourcing


____
20.
_____ is a method of developing and maintaining an adequate assortment of materials or products to meet a manufacturer’s or a customer’s demand.

	a.
	The materials-handling system

	b.
	An inventory control system

	c.
	Direct sourcing

	d.
	Contract logistics

	e.
	Warehousing


____
21.
_____ provides time utility to buyers and sellers and aids manufacturers in managing supply and demand.

	a.
	Containerization

	b.
	Distribution

	c.
	Storage

	d.
	Direct sourcing

	e.
	Channelization


____
22.
The goal of any effective materials-handling system is to:

	a.
	reduce the time of the order-processing system

	b.
	optimize the inventory control system

	c.
	increase safety procedures

	d.
	move items quickly with minimal handling

	e.
	reduce the length of time a product is in the transportation subsystem


____
23.
The relative ease with which a shipment can be located and transferred is:

	a.
	dependability

	b.
	traceability

	c.
	capability

	d.
	transit time

	e.
	observability


____
24.
A manufacturer’s or supplier’s use of an independent third party to manage an entire function of the logistics system, such as transportation, warehousing, or order processing, is called:

	a.
	outsourcing.

	b.
	mediation.

	c.
	intermediary distribution.

	d.
	benchmarking.

	e.
	disintermediaton.


____
25.
A _____ is a set of interdependent organizations that eases the transfer of ownership as products move from producer to business user or consumer.

	a.
	facilitating agency or place member

	b.
	marketing mix intermediary

	c.
	selective distribution channel

	d.
	marketing channel or channel of distribution

	e.
	transportation channel or channel of movement


____
26.
Marketing channels make distribution simpler by reducing the number of transactions required to get products from manufacturers to consumers. This is called:

	a.
	forward integration

	b.
	contact efficiency

	c.
	elimination of temporal discrepancies

	d.
	sorting

	e.
	reciprocity


____
27.
_____ distribution is achieved by screening dealers to eliminate all but a few in any single geographic area. Shopping goods and some specialty products that consumers are willing to search for are sold this way.

	a.
	Intensive

	b.
	Selective

	c.
	Exclusive

	d.
	Dual

	e.
	Controlled


____
28.
The capacity of a particular marketing channel member to control or influence the behavior of other channel members is known as:

	a.
	channel power.

	b.
	channel conflict.

	c.
	channel control.

	d.
	channel dominance.

	e.
	channel inversion.


____
29.
Which type of retail ownership is owned and operated by an individual but is licensed by a larger supporting organization?

	a.
	Independent retailer

	b.
	Chain store

	c.
	Franchise

	d.
	Cooperative

	e.
	Secondary retailer


____
30.
Housing several departments under one roof, a _____ carries a wide variety of shopping and specialty goods, including apparel, cosmetics, housewares, electronics, and sometimes furniture.

	a.
	supermarket

	b.
	specialty store

	c.
	convenience store

	d.
	super club

	e.
	department store


____
31.
Each department in a department store is usually treated as a different _____ center and central management sets broad policies about the types of merchandise carried and prices.

	a.
	franchise

	b.
	financial

	c.
	comptroller

	d.
	human resources

	e.
	buying


____
32.
_____ refers to shopping without visiting a store and is currently growing faster than in-store shopping because of the consumer demand for convenience.

	a.
	Non-store retailing

	b.
	Customerization

	c.
	Hypershopping

	d.
	Niche marketing

	e.
	Specialty merchandising


____
33.
_____ is the most pervasive retail business in the United States. Consumers get products out of automated machines, and it accounts for billions of dollars worth of goods each year in the United States.

	a.
	Automatic vending

	b.
	Party-plan selling

	c.
	Direct marketing

	d.
	A pyramid scheme

	e.
	Professional selling


____
34.
_____ is a type of shopping available to consumers with access to the Internet.

	a.
	Shop-at-home networks

	b.
	Online retailing

	c.
	Franchising

	d.
	Electronic wholesaling

	e.
	Mobile vending


____
35.
A(n) _____ is a continuing relationship in which an individual or business grants business rights to operate or sell a product to another individual or business.

	a.
	leasing contract

	b.
	alliance for profit

	c.
	brokered partnership

	d.
	franchise

	e.
	countertrade


____
36.
The party in a franchise relationship that is an individual or business granted the right to sell another party’s product is called the:

	a.
	franchisor

	b.
	franchisee

	c.
	receiver

	d.
	renter

	e.
	owner/operator


____
37.
One of the new developments in retailing is m-commerce. The “m” in m-commerce stands for:

	a.
	motivated

	b.
	multimedia

	c.
	marketing

	d.
	managed

	e.
	mobile


____
38.
_____ is communication by marketers that informs, persuades, and reminds potential buyers of a product in order to influence an opinion or elicit a response.

	a.
	Distributive communication

	b.
	Perceptual communication

	c.
	Statistically provable advertising

	d.
	Promotion

	e.
	Publicity


____
39.
A _____ is defined as a unique aspect of an organization that causes target consumers to patronize that firm rather than competitors.

	a.
	comparative differentiation

	b.
	competitive advantage

	c.
	marketing mix

	d.
	special benefit

	e.
	promotional plan


____
40.
The two major categories of communications are:

	a.
	verbal and nonverbal.

	b.
	direct and indirect.

	c.
	long term and short term.

	d.
	mass and interpersonal.

	e.
	informative and persuasive.


____
41.
What are the four basic tasks of promotion?

	a.
	Informing, persuading, instituting and convincing

	b.
	Persuading, convincing, remixing, and reminding

	c.
	Informing, providing, convincing, and reminding

	d.
	Informing, persuading, reminding, and connecting

	e.
	Persuading, implementing, comparing, and reminding


____
42.
The five major promotional tools (advertising, personal selling, sales promotion, social media, and public relations) are known collectively as the:

	a.
	communication model.

	b.
	advertising campaign.

	c.
	marketing mix.

	d.
	publicity four.

	e.
	promotional mix.


____
43.
_____ is any form of sponsor-identified, impersonal paid mass communication.

	a.
	Advertising

	b.
	Publicity

	c.
	Promotion

	d.
	Public relations

	e.
	Nonpaid communication


____
44.
Public information about a company, good, or service appearing in the mass media as a news item is called:

	a.
	personal selling.

	b.
	advertising.

	c.
	mass communications.

	d.
	publicity.

	e.
	sales promotion.


____
45.
_____ consists of all marketing activities that stimulate consumer purchasing such as coupons, contests, free samples, and trade shows.

	a.
	Sales promotion

	b.
	Publicity

	c.
	Personal selling

	d.
	Advertising

	e.
	Sponsorship


____
46.
AIDA stands for:

	a.
	attitude, interest, demand, activity.

	b.
	attention, interest, desire, action.

	c.
	awareness, intent, demand, action.

	d.
	avoidance, interest, desire, acceptance.

	e.
	attitudes in developing acquisitions.


____
47.
_____ is the careful coordination of all promotional activities to produce a consistent, unified message that is customer focused.

	a.
	Interpersonal and mass communications (IMC) approach

	b.
	Promotional mixing

	c.
	Integrated marketing communications

	d.
	Creative selling

	e.
	Relationship marketing


____
48.
_____ advertising is designed to enhance a company’s image rather than promote a particular product.

	a.
	Publicity

	b.
	Institutional

	c.
	Pioneering

	d.
	Selective

	e.
	Image


____
49.
Which form of advertising is designed to influence demand for a specific brand?

	a.
	Institutional

	b.
	Primary

	c.
	Competitive

	d.
	Direct

	e.
	Growth


____
50.
_____ advertising compares two or more specifically named or shown competing brands on one or more specific attributes.

	a.
	Contrasting

	b.
	Comparative

	c.
	Pioneering

	d.
	Superlative

	e.
	Differentiational


____
51.
Which of the following is what consumers will receive or achieve by using a product?

	a.
	Attribute

	b.
	Benefit

	c.
	Compensation

	d.
	Market share

	e.
	Functionality


____
52.
A(n) _____ is a desirable, exclusive, and believable advertising appeal selected as the theme for a campaign.

	a.
	executional framework

	b.
	creative message strategy

	c.
	benefit

	d.
	attribute

	e.
	unique selling proposition


____
53.
_____ is the way the advertisement portrays its information.

	a.
	Message execution

	b.
	Appeal formation

	c.
	Focus selection

	d.
	Audience selection

	e.
	Benefit determination


____
54.
The _____ is the channel used to convey a message to a target market.

	a.
	medium

	b.
	product network

	c.
	attribute

	d.
	appeal

	e.
	executor


____
55.
Advertising in the form of a 30-minute advertisement that resembles a television talk show is called a(n):

	a.
	Infomercial.

	b.
	extended sales pitch.

	c.
	mega-mercial.

	d.
	ad expander.

	e.
	prolonged advertisement.


____
56.
Which type of advertising is used to stimulate demand for a new product or product category?

	a.
	Comparative

	b.
	Innovative

	c.
	Focused

	d.
	Image

	e.
	Pioneering


____
57.
_____ is the element in the promotional mix that evaluates public attitudes, identifies issues that may elicit public concern, and executes programs to gain public understanding and acceptance.

	a.
	Personal selling

	b.
	Advertising

	c.
	Mass communications

	d.
	Public relations

	e.
	Sales promotion


____
58.
_____ is used by public relations specialists to handle the effects of unfavorable publicity.

	a.
	Media planning

	b.
	Crisis management

	c.
	Message power

	d.
	Damage control

	e.
	Communication narrowcasting


____
59.
A(n) _____ is an extra item offered to the consumer, usually in exchange for some proof that the promoted product has been purchased.

	a.
	coupon

	b.
	trade sample

	c.
	supplement

	d.
	premium

	e.
	add-on


____
60.
_____ are promotional exhibits set up at the retailer’s location to build traffic, advertise the product, or induce impulse buying. They are targeted to consumers.

	a.
	Point-of-purchase displays

	b.
	Freestanding inserts

	c.
	Indirect demonstrations

	d.
	Direct demonstrations

	e.
	Freestanding kiosks


____
61.
_____ is a sales practice that involves building, maintaining, and enhancing interactions with customers in order to develop long-term satisfaction through mutually beneficial partnerships.

	a.
	Networking

	b.
	Adaptive selling

	c.
	Stimulus-response selling

	d.
	Relationship selling

	e.
	Needs-dependent selling


____
62.
Customer relationship management initially was popularized as _____.

	a.
	one-to-one marketing.

	b.
	a mass marketing approach.

	c.
	total quality management.

	d.
	a customer satisfaction program.

	e.
	a differentiation strategy.


____
63.
What trait, meaning the ability to put oneself in someone else’s shoes, is something sales managers should look for in applicants?

	a.
	Sympathy

	b.
	Ego strength

	c.
	Kindness

	d.
	Assertiveness

	e.
	Empathy


____
64.
Price is best described as:

	a.
	that which is given up in exchange to acquire a good or service

	b.
	money exchanged for a good or service

	c.
	the psychological results of purchasing

	d.
	the cost in dollars for a good or service as set by the producer

	e.
	the value of a barter good in an exchange


____
65.
An organization is using _____ when it sets its prices so that total revenue is as large as possible relative to total costs.

	a.
	profit maximization

	b.
	market share pricing

	c.
	demand-oriented pricing

	d.
	sales maximization

	e.
	status quo pricing


____
66.
_____ is equal to net profit after taxes divided by total assets.

	a.
	Return on investment

	b.
	Economic order quantity

	c.
	Target-on-sales

	d.
	Retained earnings

	e.
	Efficiency maximization


____
67.
The quantity of a product that will be sold in the market at various prices for a specified period is called:

	a.
	market share.

	b.
	demand.

	c.
	supply.

	d.
	value.

	e.
	revenue.


____
68.
_____ is the quantity of a product that will be offered to the market at various prices for a specified period.

	a.
	Distribution

	b.
	Supply

	c.
	Price

	d.
	Equilibrium

	e.
	Elasticity


____
69.
The difference between the retailer’s cost and the selling price is the:

	a.
	gross margin.

	b.
	markup percentage.

	c.
	profit.

	d.
	keystone.

	e.
	breakeven profit.


____
70.
Keystoning is:

	a.
	the practice of marking up prices by 100 percent.

	b.
	a method used for determining the point of elasticity.

	c.
	a plan for reducing marginal costs.

	d.
	the practice of maintaining variable costs at one-half of total fixed costs.

	e.
	a method of changing consumers’ perceptions about price.


____
71.
Which of the following is a pricing policy whereby a firm charges a high introductory price, often coupled with heavy promotion?

	a.
	Penetration pricing

	b.
	Price skimming

	c.
	Price capping

	d.
	Profit pricing

	e.
	Price maximization


____
72.
State laws that put a lower limit on wholesale and retail prices are called _____. In states that have these laws, selling below cost is illegal.

	a.
	unfair trade practice acts

	b.
	price floor laws

	c.
	protectionism acts

	d.
	transparency laws

	e.
	price edicts


____
73.
The practice of charging a very low price for a product with the intent of driving competitors out of business or out of a market is called:

	a.
	price discrimination.

	b.
	predatory pricing.

	c.
	price fixing.

	d.
	price manipulation.

	e.
	anti-competitive pricing.


____
74.
When a buyer pays a lower price for buying multiple units or above a specified dollar amount for a single order, the buyer is receiving a _____ discount.

	a.
	promotional

	b.
	quantity

	c.
	frequent buyer

	d.
	functional

	e.
	cumulative


____
75.
A _____ is a price reduction that shifts the storage function forward to the purchaser and enables manufacturers to maintain steady production year-round.

	a.
	functional discount

	b.
	base allowance

	c.
	promotional allowance

	d.
	quantity discount

	e.
	seasonal discount


____
76.
_____ occurs when a firm is customer driven and seeks to understand the attributes customers want in the goods and services they buy and the value of those attributes to customers. Thus, the price of the product is set at a level that seems to the customer to be a good price compared with the prices of other options.

	a.
	Value-based pricing

	b.
	Noncumulative pricing

	c.
	CRM pricing

	d.
	Market concept pricing

	e.
	Price bundling


____
77.
Which of the following is a price tactic that offers all goods and services at the same price (or perhaps two or three prices)?

	a.
	Primary pricing

	b.
	Uniform-price tactic

	c.
	Single-price tactic

	d.
	Constant-pricing

	e.
	EDLP


____
78.
If a marketer decides to price goods at odd-numbered dollar amounts to denote bargains and at even-numbered amounts to denote quality, he or she is using:

	a.
	two-part pricing.

	b.
	price lining.

	c.
	price bracketing.

	d.
	decoy pricing.

	e.
	psychological pricing.


____
79.
If items are _____, an increase in the sale of one good causes an increase in the sale of the other (and vice versa).

	a.
	inverse

	b.
	neutral

	c.
	complementary

	d.
	substitute

	e.
	negative


____
80.
Business-to-business salespeople often use _____ to increase demand for one or more products in a line. It is a discounting practice that is often done routinely without much forethought.

	a.
	decremental pricing

	b.
	price lining

	c.
	devaluation

	d.
	price shading

	e.
	consumer discounts


Answer Section
MULTIPLE CHOICE

1.
ANS:
D

Product development is a marketing strategy that entails the creation of marketable new products.

2.
ANS:
B

After products and marketing programs have been developed, they are usually tested in the marketplace using test marketing, which is the limited introduction of a product and a marketing program to determine the reactions of potential customers in a market situation.

3.
ANS:
C

Commercialization is the decision to market a product.

4.
ANS:
C

The relative advantage is the degree to which a product is perceived to be superior to existing substitutes.

5.
ANS:
A

If target customers can see the benefits, the rate of adoption will be faster.

6.
ANS:
B

Trialability is the degree to which a product can be tried on a limited basis.

7.
ANS:
D

This is the definition of a service.

8.
ANS:
B

Inseparability is the inability of the production and consumption of a service to be separated.

9.
ANS:
E

Heterogeneity means that a service tends to be less standardized and uniform than goods.

10.
ANS:
C

This is the definition of core service.

11.
ANS:
D

This is the definition of supplementary services.

12.
ANS:
D

Mass customization can deliver customized services on a mass basis, which results in giving each customer whatever he or she asks for.

13.
ANS:
A

This is a description of a revenue-oriented pricing objective.

14.
ANS:
B

Operations-oriented pricing seeks to match supply and demand by varying prices (e.g., matching hotel demand to the number of available rooms).

15.
ANS:
A

Level 1 using pricing incentives such as frequent-flyer programs.

16.
ANS:
E

A company’s supply chain includes all of the companies involved in all of the upstream and downstream flows of products, services, finances, and information, from initial suppliers (point of origin) to the ultimate customer (point of consumption).
REF:
225

17.
ANS:
B

The customer service management process is designed to ensure that customer relationships remain strong.
REF:
228

18.
ANS:
A

This is the goal of most sourcing and procurement activities.
REF:
231

19.
ANS:
B

Electronic data interchange (EDI) is information technology that replaces the paper documents that usually accompany business transactions.
REF:
233

20.
ANS:
B

This is the definition of an inventory control system.
REF:
233

21.
ANS:
C

Storage is necessary to match supply with demand and to provide a level of safety stock.
REF:
234

22.
ANS:
D

Each time a product is handled, the cost and risk of damage increase.
REF:
234

23.
ANS:
B

This defines traceability.
REF:
235

24.
ANS:
A

This is the definition of outsourcing, also called contract logistics.
REF:
236

25.
ANS:
D

This is the definition of a marketing channel, also called the channel of distribution.
REF:
209

26.
ANS:
B

Marketing channels provide contact efficiencies by reducing the number of stores customers must shop in to complete their purchases.
REF:
211

27.
ANS:
B

This is a description of selective distribution.
REF:
218

28.
ANS:
A

Channel power is a channel members’ ability to control or influence the behavior of other channel members.
REF:
220

29.
ANS:
C

This describes a franchise.
REF:
240

30.
ANS:
E

Department stores house several departments under one roof.
REF:
241

31.
ANS:
E

Each department in a department store is treated as a separate buying center
REF:
241

32.
ANS:
A

Non-store retailing is selling to consumers through other means than by visiting a store.
REF:
245

33.
ANS:
A

Automatic vending is the use of machines to offer goods for sale.
REF:
245

34.
ANS:
B

Online retailing, also called e-tailing, is a type of shopping available to consumers with access to the Internet.
REF:
247

35.
ANS:
D

A franchise is a continuing relationship in which a franchiser grants to a franchisee the business rights to operate or sell a product.
REF:
248

36.
ANS:
B

The franchisee sells the franchisor’s products.
REF:
248

37.
ANS:
E

M-commerce, or “mobile” e-commerce enables consumers using wireless mobile devices to connect to the Internet and shop.
REF:
255

38.
ANS:
D

This is the definition of promotion.
REF:
257

39.
ANS:
B

This is the definition of competitive advantage.
REF:
257-258

40.
ANS:
D

Communication can be divided into two major categories: interpersonal communication and mass communication.
REF:
259

41.
ANS:
D

Promotion can perform one or more of four tasks: inform the target audience, persuade the target audience, remind the target audience, or connect with the target audience.
REF:
262

42.
ANS:
E

The promotional mix includes the five major promotional tools of advertising, personal selling, sales promotion, public relations, and social media.
REF:
263

43.
ANS:
A

Advertising is any form of impersonal paid communication in which the sponsor or company is identified.
REF:
263

44.
ANS:
D

This is the definition of publicity.
REF:
263

45.
ANS:
A

Sales promotions include free samples, contests, premiums, trade shows, vacation giveaways, and coupons.
REF:
263-264

46.
ANS:
B

The AIDA acronym stands for attention, interest, desire, and action.
REF:
266

47.
ANS:
C

Integrated marketing communications is the careful coordination of promotional messages for a product to assure the consistency of messages at every contact point where a company meets the consumer.
REF:
268

48.
ANS:
B

This is the definition of institutional advertising.
REF:
276

49.
ANS:
C

Competitive advertising is used when a product enters the growth phase of the product life cycle and other companies begin to enter the marketplace.
REF:
278

50.
ANS:
B

This is the definition of comparative advertising.
REF:
278

51.
ANS:
B

Benefits might be such things as convenience, pleasure, savings, or relief.
REF:
279

52.
ANS:
E

The advertising appeal selected for the campaign becomes what advertisers call its unique selling promotion, and it usually becomes the campaign slogan.
REF:
280

53.
ANS:
A

The style in which the message is executed is one of the most creative elements of an advertisement.
REF:
280

54.
ANS:
A

This is the definition of a medium, which is a major decision for advertisers.
REF:
282

55.
ANS:
A

Infomercials are an attractive advertising vehicle for many marketers because of the relatively inexpensive airtime and the lower production costs.
REF:
284

56.
ANS:
E

This is the definition of pioneering advertising, which is heavily utilized during the introductory stage of the product life cycle.
REF:
288

57.
ANS:
D

This is a description of public relations.
REF:
290

58.
ANS:
B

Crisis management is the coordinated effort to handle the effects of unfavorable publicity or of another unexpected unfavorable event.
REF:
292

59.
ANS:
D

Probably the best example of a premium is the toy inside a McDonald’s Happy Meal.
REF:
298

60.
ANS:
A

Point-of-purchase promotion includes any promotional display set up at the retailer’s location to perform these functions.
REF:
299-300

61.
ANS:
D

Relationship selling is a multistage process that emphasizes personalization and empathy as key ingredients in identifying prospects and developing them as long-term satisfied customers.
REF:
302

62.
ANS:
A

Customer relationship management initially was popularized as one-to-one marketing. But CRM is a much broader approach to understanding and serving customer needs than is one-to-one marketing.
REF:
348

63.
ANS:
E

Empathy—the ability to place oneself in someone else’s shoes—enables sales people to understand the client.
REF:
304

64.
ANS:
A

Price is that which is given up in exchange to acquire a good or service.
REF:
311

65.
ANS:
A

Profit maximization is a type of profit-oriented pricing objective and means setting prices so that total revenue is as large as possible relative to total costs.
REF:
313

66.
ANS:
A

This is the definition of return on investment (ROI).
REF:
313

67.
ANS:
B

This is the definition of demand.
REF:
315

68.
ANS:
B

This is the definition of supply.
REF:
316

69.
ANS:
A

Gross margin is the amount added to cost to determine price.
REF:
321

70.
ANS:
A

Keystoning simply doubles the cost.
REF:
321

71.
ANS:
B

This is the definition of price skimming, which is sometimes called a “market-plus” approach to pricing because is denotes a high price relative to the prices of competing products.
REF:
330-331

72.
ANS:
A

Unfair trade practice acts are laws that prohibit wholesalers and retailers from selling below cost.
REF:
333

73.
ANS:
B

This is the definition of predatory pricing. Firms using such pricing charge very low prices, and once competitors have been driven out; the firm raises its prices.
REF:
334

74.
ANS:
B

A quantity discount is a price reduction offered to buyers buying in multiple units or above a specified dollar amount.
REF:
335

75.
ANS:
E

A seasonal discount is a price reduction for buying merchandise out of season.
REF:
335

76.
ANS:
A

Instead of figuring prices based on costs or competitors’ prices, value-based pricing starts with the customer, considers the competition, and then determines the appropriate price.
REF:
336-337

77.
ANS:
C

Single-price selling removes price comparisons from the buyer’s decision-making process.
REF:
338

78.
ANS:
E

Odd–even pricing is also called psychological pricing.
REF:
340

79.
ANS:
C

This defines a complementary relationship.
REF:
342

80.
ANS:
D

Price shading is the use of discounts by salespeople to increase demand for one or more products in a line.
REF:
343

