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PREFACE
This course provides an introduction to the fundamentals of marketing management. Marketing is the core of an operating business. It is an organizational philosophy and a set of guiding principles for interfacing with customers, competitors, collaborators, and the environment. Marketing entails planning and executing the conception, pricing, promotion, and distribution of ideas, goods, and services. It starts with identifying and measuring consumers' needs and wants, assessing the competitive environment, selecting the most appropriate customer targets and developing marketing strategy and implementation program for an offering that satisfies consumers' needs better than the competition. Marketing is the art and science of creating customer value and market place exchanges that benefit the organization and its stakeholders. Basic marketing concepts and elements of marketing practice are applied to marketing activities within both Ukraine and the global economy.

The overall objective of this course is to introduce you to the fundamental principles and concepts of marketing and to provide you a structure for applying marketing in a decision making framework. By the end of the course, each student should attain proficiency in the following areas:

1) Understanding marketing concepts and their application to profit-oriented and non-profit oriented organizations;

2) Applying these concepts to the analysis of marketing problems and development of appropriate and creative marketing strategies to solve these problems;

3) Understanding the need for a customer orientation in the competitive global business environment;

4) Having an appreciation that marketing is integrated with other functional areas of business;

5) Developing an understanding and acquiring skills in how to successfully design and implement marketing plans and strategies;

6) Understanding the concept of marketing mix and its application in traditional and novel environments characterized by emerging information technologies;

7) Critically evaluating case studies and analyzing case problems.

TOPIC 1. UNDERSTANDING MARKETING MANAGEMENT
1. The Importance of Marketing 
2. The Scope of Marketing 
2.1.What Is Marketing? 
2.2. What Is Marketed? 
2.3. Who Markets? 
3. Core Marketing Concepts 
3.1. Needs, Wants, and Demands 
3.2. Target Markets, Positioning, and Segmentation 
3.3.Offerings and Brands. Value and Satisfaction. Marketing Channels. Supply Chain 
3.4.Competition. Marketing Environment 
4. The New Marketing Realities 
4.1. Major Societal Forces 
4.2. New Company Capabilities 
4.3. Marketing in Practice 
5. Company Orientation toward the Marketplace 
5.1.The Production Concept. The Product Concept. The Selling Concept. The Marketing Concept.

5.2. The Holistic Marketing Concept. Relationship Marketing. Integrated Marketing. Internal Marketing. Performance Marketing 
6. The New Four Ps 
7. Marketing Management Tasks 
7.1. Developing Marketing Strategies and Plans. Capturing Marketing Insights. Connecting with Customers. Building Strong Brands. Shaping the Market Offerings 
7.2. Delivering Value. Communicating Value. reating Successful Long-Term Growth 
BASIC CONCEPTS AND TERMS

marketer 
marketing 
marketing management 
prospect 
negative demand 
nonexistent demand 
latent demand 
declining demand 
irregular demand 
overfull demand 
full demand 
unwholesome demand 
business market 
target market 
product concept 
selling concept 
holistic marketing concept 
marketing concept 
relationship marketing 
marketing network 
internal marketing 
performance marketing 
QUESTIONS

1. Why is marketing important?

2. What is the scope of marketing?

3. What are some core marketing concepts?

4. How has marketing management changed in recent years?

5. What are the tasks necessary for successful marketing management?

TOPIC 2. DEVELOPING MARKETING STRATEGIES AND PLANS
1. Marketing and Customer Value 
1.1. The Value Delivery Process. The Value Chain.Core Competencies 
1.2. A Holistic Marketing Orientation and Customer Value. The Central Role of Strategic Planning 
2. Corporate and Division Strategic Planning 
2.1.1. Defining the Corporate Mission. Establishing Strategic Business Units. Assigning Resources to Each SBU. Assessing Growth Opportunities. Organization and Organizational Culture. Marketing Innovation 
3. Business Unit Strategic Planning 
3.1. The Business Mission 
3.2. SWOT Analysis 
3.3. Goal Formulation. Strategic Formulation 
3.4. Program Formulation and Implementation. Feedback and Control 
4. Product Planning: The Nature and Contents of a Marketing Plan 
4.1. The Role of Research. The Role of Relationships. From Marketing Plan to Marketing Action 
BASIC CONCEPTS AND TERMS

value chain

value delivery network, also called a supply chain

marketing plan

strategic marketing plan

tactical marketing plan

mission statements

strategic business units (SBUs)

corporate culture

scenario analysis

SWOT Analysis

marketing opportunity

market opportunity analysis (MOA)

environmental threat

goal formulation

strategic group

partner relationship management (PRM)
QUESTIONS

1. How does marketing affect customer value?

2. How is strategic planning carried out at different levels of the organization?

3. What does a marketing plan include?

TOPIC 3. COLLECTING INFORMATION AND FORECASTING DEMAND
1. Components of a Modern Marketing Information System 
2. Internal Records 
2.1. The Order-to-Payment Cycle 
2.2. Sales Information Systems 
2.3. Databases, Data Warehousing, and Data Mining 
3. Marketing Intelligence 
3.1. The Marketing Intelligence System. Collecting Marketing Intelligence on the Internet 
3.2. Communicating and Acting on Marketing Intelligence 
4. Analyzing the Macroenvironment 
4.1. Needs and Trends 
4.2. Identifying the Major Forces 
4.3. The Demographic Environment. The Economic Environment. The Sociocultural Environment. The Natural Environment. The Technological Environment. The Political-Legal Environment 
5. Forecasting and Demand Measurement 
5.1. The Measures of Market Demand 
5.2. A Vocabulary for Demand Measurement 
5.3. Estimating Current Demand. Estimating Future Demand 
BASIC CONCEPTS AND TERMS

marketing information system

marketing intelligence system

trend

megatrends

cohorts

consumerist movement

potential market

available market

target market

penetrated market

market demand

market share

product-penetration percentage

company demand

company sales forecast

sales quota

sales budget

company sales potential

total market potential

market-buildup method

brand development index

forecasting

purchase probability scale

QUESTIONS

1. What are the components of a modern marketing information system?

2. What are useful internal records for such a system?

3. What makes up a marketing intelligence system?

4. What are some influential macroenvironment developments?

5. How can companies accurately measure and forecast demand?

TOPIC 4. CONDUCTING MARKETING RESEARCH
1. The Marketing Research System 
2. The Marketing Research Process 
2.1. Step 1: Define the Problem, the Decision Alternatives, and the Research Objectives. Step 2: Develop the Research Plan. Step 3: Collect the Information. Step 4: Analyze the Information. Step 5: Present the Findings. Step 6: Make the Decision. Overcoming Barriers to the Use of Marketing Research 
3. Measuring Marketing Productivity 
3.1. Marketing Metrics. Marketing-Mix Modeling. Marketing Dashboards 
BASIC CONCEPTS AND TERMS

arranged interviews
causal research

closed-end questions
descriptive research
ethnographic research
experimental

experimental research

exploratory research

focus group
intercept interviews
mail questionnaire
marketing dashboards
marketing decision support system (MDSS)
marketing metrics
marketing research
marketing-mix modeling
open-endquestions
personal interviewing
primary data
qualitative research techniques
questionnaire
research
secondary data

telephone interviewing
QUESTIONS

1. What constitutes good marketing research?

2. What are the best metrics for measuring marketing productivity?

3. How can marketers assess their return on investment of marketing expenditures?

TOPIC 5. CREATING LONG-TERM LOYALTY RELATIONSHIPS
1. Building Customer Value, Satisfaction, and Loyalty 
1.1. Customer Perceived Value 
1.2. Total Customer Satisfaction 
1.3. Monitoring Satisfaction 
1.4. Product and Service Quality 
2. Maximizing Customer Lifetime Value 
2.1. Customer Profitability 
2.2. Measuring Customer Lifetime Value 
3. Cultivating Customer Relationships 
3.1. Customer Relationship Management 
3.2. Attracting and Retaining Customers 
3.3. Building Loyalty. Win-Backs 
4. Customer Databases and Database Marketing 
4.1. Customer Databases 
4.2. Data Warehouses and Data Mining 
4.3. The Downside of Database Marketing and CRM 
BASIC CONCEPTS AND TERMS

activity based cost (ABC)
business database
club membership programs 
customer database
customer lifetime value (CLV)
customer mailing list
customer perceived value (CPV) 

customer relationship management (CRM)
customer value analysis 

data mining
data warehouse
database marketing 
frequency programs (FPs)
loyalty
marketing funnel.

profitable customer 
satisfaction
total customer benefit
total customer cost.

value proposition.

value-delivery system.

QUESTIONS

1. What are customer value, satisfaction, and loyalty, and how can companies deliver them?

2. What is the lifetime value of customers, and how can marketers maximize it?

3. How can companies attract and retain the right customers and cultivate strong customer relationships?

4. What are the pros and cons of database marketing?

TOPIC 6. ANALYZING CONSUMER MARKETS
1. What Influences Consumer Behavior? 
1.1. Cultural Factors. Social Factors. Personal Factors 
2. Key Psychological Processes 
2.1. Motivation: Freud, Maslow, Herzberg. Perception. Learning. Emotions. Memory 
3. The Buying Decision Process: The Five-Stage Model 
3.1. Problem Recognition 
3.2. Evaluation of Alternatives 
3.3. Purchase Decision 

3.4. Postpurchase Behavior 
3.5. Moderating Effects on Consumer Decision Making 
4. Behavioral Decision Theory and Behavioral Economics 
BASIC CONCEPTS AND TERMS

anchoring and adjustment heuristic 
aspirational groups 
availability heuristic 
belief 
brand associations 
brand personality 
conjunctive heuristic 
consumer behavior 
consumer involvement 
core values 
cues 
discrimination 
dissociative groups 
elimination-by-aspects heuristic 
expectancy-value model 
family of orientation 
family of procreation 
hedonic bias 
heuristics 
learning 
lexicographic heuristic 
lifestyle 
market partitioning 
membership groups 
memory encoding 
memory retrieval 
mental accounting
motive 
multitasking 
noncompensatory models 
opinion leader 
perception 
primary groups 
prospect theory 
reference groups 
representativeness heuristic
role 
secondary groups 
selective attention selective distortion 
selective retention 
status 
subliminal perception 
QUESTIONS

1. How do consumer characteristics influence buying behavior?

2. What major psychological processes influence consumer responses to the marketing program?

3. How do consumers make purchasing decisions?

4. In what ways do consumers stray from a deliberative, rational decision process?

TOPIC 7. ANALYZING BUSINESS MARKETS
1. What Is Organizational Buying? 
1.1. The Business Market versus the Consumer Market 
1.2. Buying Situations 
1.3. Systems Buying and Selling 
2. Participants in the Business Buying Process 
2.1. The Buying Center 
2.2. Buying Center Influences 
2.3. Targeting Firms and Buying Centers

3. The Purchasing/Procurement Process 
4. Stages in the Buying Process 
4.1. Problem Recognition. General Need Description and Product. Specification. Supplier Search. Proposal Solicitation. Supplier Selection. Order-Routine Specification. Performance Review
5. Managing Business-to-Business Customer Relationships 
5.1. The Benefits of Vertical Coordination Business Relationships: Risks and Opportunism 
5.2. New Technology and Business Customers 
6. Institutional and Government Markets 
BASIC CONCEPTS AND TERMS

approvers
business market
buyers
continuous replenishment programs.
customer value assessment (CVA)
deciders
gatekeepers
influencers
initiators
institutional market
opportunism
organizational buying
prime contractors
product value analysis (PVA)
risk and gain sharing
second-tier contractors.
specific investments
stockless purchase plans
systems contracting,
users
vendor-managed inventory (VMI).
QUESTIONS

1. What is the business market, and how does it differ from the consumer market?

2. What buying situations do organizational buyers face?

3. Who participates in the business-to-business buying process?

4. How do business buyers make their decisions?

5. How can companies build strong relationships with business customers?

6. How do institutional buyers and government agencies do their buying?

TOPIC 8. IDENTIFYING MARKET SEGMENTS AND TARGETS
1. Bases for Segmenting Consumer Markets 
1.1. Geographic Segmentation 
1.2. Demographic Segmentation 
1.3. Psychographic Segmentation 
1.4. Behavioral Segmentation 
2. Bases for Segmenting Business Markets 
3. Market Targeting 
3.1. Effective Segmentation Criteria 
3.2. Evaluating and Selecting the Market Segments 
BASIC CONCEPTS AND TERMS

market segment
grassroots marketing
customer cloning
demographic segmentation

life stage
multicultural marketing
psychographics
psychographic segmentation,
behavioral segmentation,

flexible market offering
needs-based market segmentation approach
mass marketing
differentiated marketing,

selective specialization,

supersegment
product specialization,

market specialization,

niche
customerization

QUESTIONS

1. What are the different levels of market segmentation?

2. In what ways can a company divide a market into segments?

3. What are the requirements for effective segmentation?

4. How should business markets be segmented?

5. How should a company choose the most attractive target markets?

TOPIC 9. BUILDING STRONG  BRANDS
1. Creating Brand Equity 
1.1. What Is Brand Equity? 

1.1.1. The Role of Brands. The Scope of Branding. Defining Brand Equity. Brand Equity Models 
1.2. Building Brand Equity 
1.2.1. Choosing Brand Elements. Designing Holistic Marketing Activities. 

1.2.2. Leveraging Secondary Associations. Internal Branding. Brand Communities 

1.3. Measuring Brand Equity. Managing Brand Equity 
1.3.1. Brand Reinforcement. Brand Revitalization 
1.4. Devising a Branding Strategy 
1.4.1. Branding Decisions. Brand Portfolios. Brand Extensions 

1.6. Customer Equity 
2. Crafting the Brand Positioning 
2.1. Developing and Establishing a Brand Positioning 
2.1.1. Determining a Competitive Frame of Reference 
2.1.2. Identifying Optimal Points-of-Difference and Points-of-Parity. Choosing POPs and PODs. Brand Mantras. Establishing Brand Positioning
2.2. Differentiation Strategies 
2.2.1. Alternative Approaches to Positioning 
2.3. Positioning and Branding a Small Business 
3. Competitive Dynamics 
3.1. Competitive Strategies for Market Leaders 
3.1.1. Expanding Total Market Demand. Protecting Market Share. Increasing Market Share 
3.2. Other Competitive Strategies 
3.2.1. Market-Challenger Strategies. Market-Follower Strategies. Market-Nicher Strategies 
3.3. Product Life-Cycle Marketing Strategies 
3.3.1. Product Life Cycles. Style, Fashion, and Fad Life Cycles 
3.3.2. Marketing Strategies: Introduction Stage and the Pioneer Advantage, Growth Stage, Maturity Stage, Decline Stage 
3.3.3. Evidence for the Product Life-Cycle Concept. Critique of the Product Life-Cycle Concept. Market Evolution 
3.4. Marketing in an Economic Downturn 
3.4.1. Explore the Upside of Increasing Investment. Get Closer to Customers 
3.4.2. Review Budget Allocations. Put Forth the Most Compelling Value Proposition. Fine-tune Brand and Product Offerings 
BASIC CONCEPTS AND TERMS

brand
branding
brand equity
customer-based brand equity
brand knowledge
brand promise
brand strength
brand stature
brand salience
brand performance 
brand imagery 
brand judgments 
brand feelings 
brand resonance 
brand equity drivers

brand elements
brand contact
integrated marketing
internal branding
brand bonding
brand community
brand audit
brand-tracking studies
brand valuation
branding strategy
brand extension
sub-brand
parent brand.

master brand
line extension
brand line
brand mix
branded variants
licensed product
brand portfolio
brand dilution
positioning
competitive frame of reference
category membership
industry
competitors
points-of-difference (PODs)
points-of-parity (POPs)
competitive advantage
product life cycle (PLC)
QUESTIONS

1. What is a brand, and how does branding work?

2. What is brand equity?

3. How is brand equity built, measured, and managed?

4. What are the important brand architecture decisions in developing a branding strategy?
5. How can a firm develop and establish an effective positioning in the market?

6. How do marketers identify and analyze competition?

7. How are brands successfully differentiated?

8. What are the differences in positioning and branding with a small business?

9. How can market leaders expand the total market and defend market share?

10. How should market challengers attack market leaders?

11. How can market followers or nichers compete effectively?

12. What marketing strategies are appropriate at each stage of the product life cycle?

13. How should marketers adjust their strategies and tactics for an economic downturn or recession?

TOPIC 10. SETTING PRODUCT STRATEGY
1. Product Characteristics and Classifications 
1.1. Product Levels: The Customer-Value Hierarchy 
1.2. Product Classifications 
2. Product and Services Differentiation 

3. Design 
4. Product and Brand Relationships 
4.1. The Product Hierarchy. Product Systems and Mixes. Product Line Analysis. Product Line Length. Product Mix Pricing 
4.2. Co-Branding and Ingredient Branding 
5. Packaging, Labeling, Warranties, and Guarantees 
BASIC CONCEPTS AND TERMS

product

customer-value hierarchy

core benefit

basic product

expected product

augmented product

potential product

consumption system

nondurable goods

durable goods

convenience goods

shopping goods

specialty goods

unsought goods

materials and parts

capital items

supplies and business services

form

features

mass customization

performance quality

conformance quality

durability

reliability

repairability

style

ordering ease

delivery

installation

customer training

customer consulting

maintenance and repair

design

need family

product family

Product class

Product line

Product type

item (also called stock-keeping unit or product variant)

product system

product mix

product map

line stretching

product mix pricing

captive products

two-part pricing

pure bundling

mixed bundling

co-branding

ingredient branding

packaging

warranties
QUESTIONS

1. What are the characteristics of products, and how do marketers classify products?

2. How can companies differentiate products?

3. Why is product design important and what factors affect a good design?

4. How can a company build and manage its product mix and product lines?

5. How can companies combine products to create strong co-brands or ingredient brands?

6. How can companies use packaging, labeling, warranties, and guarantees as marketing tools?

TOPIC 11. DESIGNING AND MANAGING SERVICES
1. The Nature of Services 
1.1. Service Industries Are Everywhere. Categories of Service Mix 
1.2. Distinctive Characteristics of Services 
2. The New Services Realities 
2.1. A Shifting Customer Relationship 
3. Achieving Excellence in Services Marketing 
3.1. Marketing Excellence 
3.2. Best Practices of Top Service Companies 
3.3. Differentiating Services 
4. Managing Service Quality 
4.1. Managing Customer Expectations 
4.2. Incorporating Self-Service Technologies (SSTs) 
5. Managing Product-Support Services 
5.1. Identifying and Satisfying Customer Needs. Postsale Service Strategy 
BASIC CONCEPTS AND TERMS

service

pure tangible good

tangible good with accompanying services

hybrid

major service with accompanying minor goods and  

   services

pure service

intangibility

inseparability

variability

perishability

customer service representatives (CSRs)

reliability

responsiveness

assurance

confidence

empathy

tangibles

customer-service interface

life-cycle cost
QUESTIONS

1. How do we define and classify services, and how do they differ from goods?

2. What are the new services realities?

3. How can we achieve excellence in services marketing?

4. How can we improve service quality?

5. How can goods marketers improve customer-support services?

TOPIC 12. DEVELOPING PRICING STRATEGIES AND PROGRAMS
1. Understanding Pricing 
1.1. A Changing Pricing Environment 
1.2. How Companies Price 
1.3. Consumer Psychology and Pricing 
2. Setting the Price 
2.1. Step 1: Selecting the Pricing Objective 
2.2. Step 2: Determining Demand 
2.3. Step 3: Estimating Costs 
2.4. Step 4: Analyzing Competitors’ Costs, Prices, and Offers 
2.5. Step 5: Selecting a Pricing Method 
2.6. Step 6: Selecting the Final Price 
3. Adapting the Price 
3.1. Geographical Pricing (Cash, Countertrade, Barter) 
3.2. Price Discounts and Allowances 
3.3. Promotional Pricing 
3.4. Differentiated Pricing 
4. Initiating and Responding to Price Changes 
4.1. Initiating Price Cuts. Initiating Price Increases 
4.2. Responding to Competitors’ Price Changes 
BASIC CONCEPTS AND TERMS
reference prices

survival

maximize current profits

maximize market share

maximize market skimming

market-skimming pricing

product-quality leader

partial cost recovery

price sensitivity

surveys

price experiments

statistical analysis

price elasticity of demand

fixed costs (overhead)

variable costs

total costs

average cost

experience curve or learning curve

target costing

markup pricing

target-return pricing

perceived-value pricing

value pricing

everyday low pricing (EDLP)

high-low pricing

going-rate pricing

auction-type pricing

countertrade

barter

compensation deal

buyback arrangement 

offset

loss-leader pricing 

special event pricing

special customer pricing 

cash rebates

low-interest financing

longer payment terms 

warranties and service contracts

psychological discounting

price discrimination

yield pricing
QUESTIONS

1. How do consumers process and evaluate prices?

2. How should a company set prices initially for products or services?

3. How should a company adapt prices to meet varying circumstances and opportunities?

4. When should a company initiate a price change?

5. How should a company respond to a competitor’s price change?

TOPIC 13. DESIGNING AND MANAGING INTEGRATED MARKETING CHANNELS
1. Marketing Channels and Value Networks 
1.1. The Importance of Channels. Hybrid Channels and Multichannel Marketing 
1.2. Value Networks 
2. The Role of Marketing Channels 

2.1. Channel Functions and Flows 
2.2. Channel Levels 
2.3. Service Sector Channels 
3. Channel-Design Decisions 
3.1. Analyzing Customer Needs and Wants 
3.2. Establishing Objectives and Constraints 
3.3. Identifying Major Channel Alternatives. Evaluating Major Channel Alternatives 
4. Channel-Management Decisions 
4.1. Selecting Channel Members 
4.2. Training and Motivating Channel Members 
4.3. Evaluating Channel Members. Modifying Channel Design and Arrangements. Channel Modification Decisions 
4.4. Global Channel Considerations 
5. Channel Integration and Systems 
5.1. Vertical Marketing Systems 
5.2. Horizontal Marketing Systems 
5.3. Integrating Multichannel Marketing Systems 
6. Conflict, Cooperation, and Competition 
6.1. Types of Conflict and Competition 
6.2. Causes of Channel Conflict. Managing Channel Conflict 
6.3. Dilution and Cannibalization. Legal and Ethical Issues in Channel Relations 
7. E-Commerce and M-Commerce Marketing Practices

7.1. Pure-Click Companies. Brick-and-Click Companies 
BASIC CONCEPTS AND TERMS

marketing channels

marketing channel system

hybrid channels or multichannel marketing

push strategy

pull strategy

demand chain planning

value network

direct marketing channel (zero-level channel)

jobbers

selective distribution

intensive distribution

channel power

conventional marketing channel

vertical marketing system (VMS)

wholesaler-sponsored voluntary chains

retailer cooperatives

franchise organizations

horizontal marketing system

integrated marketing channel system

channel conflict

channel coordination

e-commerce

m-commerce
QUESTIONS

1. What is a marketing channel system and value network?

2. What work do marketing channels perform?

3. How should channels be designed?

4. What decisions do companies face in managing their channels?

5. How should companies integrate channels and manage channel conflict?

6. What are the key issues with e-commerce and m-commerce?

TOPIC 14. MANAGING RETAILING, WHOLESALING, AND LOGISTICS
1. Retailing 
1.1. Types of Retailers 
1.2. The New Retail Environment 
1.3. Marketing Decisions 
1.4. Channels 
2. Private Labels 
2.1. Role of Private Labels 
2.2. Private-Label Success Factors 
3. Wholesaling 
3.1. Trends in Wholesaling 
4. Market Logistics 
4.1. Integrated Logistics Systems 
4.2. Market-Logistics Objectives 
4.3. Market-Logistics Decisions 
4.4. Organizational Lessons 
BASIC CONCEPTS AND TERMS

retailing

retailer

store retailers

nonstore retailing

corporate retailing

franchising

direct product profitability (DPP)

store atmosphere

private label brand

generics

wholesaling

supply chain management (SCM)

market logistics

lean manufacturing

order-to-payment cycle

containerization

transportation
QUESTIONS

1. What major types of marketing intermediaries occupy this sector?

2. What marketing decisions do these marketing intermediaries make?

3. What are the major trends with marketing intermediaries?

4. What does the future hold for private label brands?

TOPIC 15. DESIGNING AND MANAGING INTEGRATED MARKETING COMMUNICATIONS
1. The Role of Marketing Communications 
1.1. The Changing Marketing Communications Environment 
1.2. Marketing Communications, Brand Equity, and Sales 
1.3. The Communications Process Models 
2. Developing Effective Communications 
2.1. Identify the Target Audience 
2.2. Determine the Communications Objectives 
2.3. Design the Communications 
2.4. Select the Communications Channels 
2.5. Establish the Total Marketing Communications Budget 
3. Deciding on the Marketing Communications Mix 
3.1. Characteristics of the Marketing Communications Mix 
3.2. Factors in Setting the Marketing Communications Mix 
3.3. Measuring Communication Results

4. Managing the Integrated Marketing Communications Process 
4.1. Coordinating Media. Implementing IMC 
BASIC CONCEPTS AND TERMS

marketing communications

marketing communications mix

advertising

sales promotion

events and experiences

public relations

direct marketing

interactive marketing

word-of-mouth marketing

personal selling

message strategy

informational appeals

transformational appeals

personal communications channels

nonpersonal (mass) communications channels

integration of communications channels

affordable method

percentage-of-sales method

competitive-parity method

objective-and-task method

integrated marketing communications (IMC)
QUESTIONS

1. What is the role of marketing communications?

2. How do marketing communications work?

3. What are the major steps in developing effective communications?

4. What is the communications mix, and how should it be set?

5. What is an integrated marketing communications program?

TOPIC 16. MANAGING MASS AND PERSONAL COMMUNICATIONS
1. Developing and Managing an Advertising Program 
1.1. Setting the Objectives 
1.2. Deciding on the Advertising Budget

1.3. Developing the Advertising Campaign

2. Deciding on Media and Measuring Effectiveness 
2.1. Deciding on Reach, Frequency, and Impact 
2.2. Choosing among Major Media Types

2.3. Alternate Advertising Options 
2.4. Selecting Specific Media Vehicles Deciding on Media Timing and Allocation. Evaluating Advertising Effectiveness

3. Sales Promotion.  Events and Experiences. Public Relations
3.1. Objectives. Advertising versus Promotion 
3.2. Major Decisions 
3.3. Events Objectives 
3.4. Major Sponsorship Decisions 
3.5. Creating Experiences 
3.6. Marketing Public Relations 
3.7. Major Decisions in Marketing PR 
4. Direct Marketing 
4.1. The Benefits of Direct Marketing 
4.2. Direct Mail. Catalog Marketing. Telemarketing. Other Media for Direct-Response Marketing. Public and Ethical Issues in Direct Marketing 
5. Interactive Marketing 
5.1. Advantages and Disadvantages of Interactive Marketing 
5.2. Interactive Marketing Communication Options 
6. Word of Mouth 
6.1. Social Media 
6.2. Buzz and Viral Marketing 
6.3. Opinion Leaders 
6.4. Measuring the Effects of Word of Mouth 
7. Designing the Sales Force. Managing the Sales Force 
7.1. Sales Force Objectives and Strategy. Sales Force Structure. Sales Force Size. Sales Force Compensation 
7.2. Recruiting and Selecting Representatives 
7.3. Training and Supervising Sales Representatives. Sales Rep Productivity 
7.4. Motivating Sales Representatives. Evaluating Sales Representatives 
8. Principles of Personal Selling 
8.1. The Six Steps 
8.2. Relationship Marketing 
BASIC CONCEPTS AND TERMS

advertising objective

advertising elasticity

media selection

place advertising

point of purchase (P-O-P).

communication-effect research

sales-effect research

sales promotion

supply-side methods

demand-side method

public relations (PR)

marketing public relations (MPR)

paid search

banner ads

interstitials

mobile marketing

word of mouth

online communities and forums

blogs

social networks
QUESTIONS

1. What steps are required in developing an advertising program?

2. How should sales promotion decisions be made?

3. What are the guidelines for effective brand-building events and experiences?

4. How can companies exploit the potential of public relations and publicity?
5. How can companies conduct direct marketing for competitive advantage?

6. How can companies carry out effective interactive marketing?

7. How does word of mouth affect marketing success?

8. What decisions do companies face in designing and managing a sales force?

9. How can salespeople improve their selling, negotiating, and relationship marketing skills?

TESTS
1) Which of the following statements about marketing is true? 

A) It is of little importance when products are standardized.

B) It can help create jobs in the economy by increasing demand for goods and services.

C) It helps to build a loyal customer base but has no impact on a firm's intangible assets.

D) It is more important for bigger organizations than smaller ones.

E) It is seldom used by nonprofit organizations.

2) ________ is the art and science of choosing target markets and getting, keeping, and growing customers through creating, delivering, and communicating superior customer value. 

A) Marketing management 

B) Knowledge management

C) Operations management

D) Strategic management

E) Distribution management

3) Identify the correct statement about marketing management.

A) It is primarily concerned with the systematic gathering, recording, and analysis of data about issues related to marketing products and services.

B) It focuses mostly on monitoring the profitability of a company's products and services.

C) It focuses solely on attaining an organization's sales goals in an efficient manner. 

D) It is defined as the field that deals with planning and managing a business at the highest level of corporate hierarchy.

E) It occurs when at least one party to a potential exchange thinks about the means of achieving desired responses from other parties.

4) A social definition of marketing says ________. 

A) effective marketing requires companies to remove intermediaries to achieve a closer connection with direct consumers 

B) a company should focus exclusively on achieving high production efficiency, low costs, and mass distribution to facilitate the broadest possible access to the company's products 

C) marketing is the process by which individuals and groups obtain what they need and want through creating, offering, and freely exchanging products and services of value with others 

D) marketing is the process of extracting the maximum value from consumers to facilitate corporate growth 

E) marketing is the process of aggressive selling and promotion to encourage the purchase of products that might otherwise be unsought by the consumer 

5) ________ goods constitute the bulk of most countries' production and marketing efforts. 

A) Durable 

B) Impulse 

C) Physical 

D) Luxury

E) Intangible 

6) As economies advance, a growing proportion of their activities focuses on the production of ________. 

A) products

B) events 

C) experiences 

D) luxury goods

E) services 

7) Car rental firms, hair dressers, and management consultants provide ________. 

A) goods 

B) experiences 

C) events

D) services 

E) information 

8) The Soccer World Cup is promoted aggressively to both companies and fans. This is an example of marketing a(n) ________.

A) idea 

B) place

C) luxury item

D) event

E) service

9) The "Malaysia, Truly Asia" ad campaign that showcased Malaysia's beautiful landscape and its multicultural society in order to attract tourists is an example of ________ marketing.

A) event

B) property

C) service

D) place

E) idea

10) In Walt Disney's Magic Kingdom, customers can visit a fairy kingdom, a pirate ship, or even a haunted house. Disney is marketing a(n) ________.

A) experience 

B) service

C) event 

D) organization

E) good

11) Janet is very upset that she can't get tickets to the Rolling Stones concert because they are sold out. Which of the following demand states applies to Janet's situation? 

A) nonexistent demand 

B) latent demand 

C) full demand 

D) unwholesome demand 

E) overfull demand 

12) Sales of woollen clothing usually increase during the winter season and decline thereafter. This is an example of ________ demand.

A) irregular 

B) declining 

C) impulse 

D) latent 

E) negative 

13) Julia is worried about the rising pollution levels in her city. She doesn't mind paying extra for goods and services that use sustainable processes to help control pollution. This is an example of ________ for pollution. 

A) declining demand 

B) nonexistent demand 

C) latent demand 

D) negative demand 

E) unwholesome demand 

14) People in emerging countries today are becoming increasingly health conscious and are seeking healthy food choices. As a result, demand for health foods is rising steadily, creating an opportunity for marketers to exploit this ________ market.

A) demographic

B) business

C) need

D) geographic

E) service

15) When consumers share a strong need that cannot be satisfied by an existing product, it is called ________. 

A) negative demand 

B) latent demand 

C) declining demand 

D) irregular demand 

E) nonexistent demand 

16) When demand is ________, it implies that more customers would like to buy the product than can be satisfied. 

A) latent 

B) irregular

C) overfull

D) full

E) negative

17) In the case of ________, consumers dislike the product and may even pay a price to avoid it. 

A) nonexistent demand 

B) overfull demand 

C) irregular demand 

D) negative demand 

E) declining demand 

18) Organizations catering to the ________ need to price their offerings carefully because these markets usually have limited purchasing power.

A) business market

B) global market

C) nonprofit market

D) consumer market

E) exclusive market

19) Which of the following is true of business markets?

A) Buyers are usually not skilled at comparing competitive product offerings.

B) Buyers have limited purchasing power.

C) Property rights, language, culture, and local laws are the most important concerns.

D) Products sold in such markets are usually highly standardized.

E) Business buyers buy goods to make or resell a product to others at a profit.

20) A ________ is a cluster of complementary products and services that are closely related in the minds of consumers but are spread across a diverse set of industries. 

A) metamarket 

B) vertically integrated market

C) horizontally integrated market

D) marketspace

E) synchronized market

21) Consider the real estate industry. The ________ for this industry includes construction companies, financing institutions, paint manufacturers, interior decorators, furniture manufacturers, and plumbing industries.

A) marketspace

B) latent market

C) need market

D) metamarket

E) geographic market

22) Automobile manufacturers, new car and used car dealers, financing companies, and insurance companies are all part of the automobile ________. 

A) marketplace 

B) marketspace 

C) metamediary 

D) marketportal 

E) metamarket 

 23) ________ are basic human requirements, while ________ are the ways in which those requirements are satisfied. 

A) Wants; needs 

B) Demands; wants 

C) Needs; wants 

D) Needs; demands 

E) Demands; needs 

24) When Frank buys his own house, he would like to have a home theater system and a jacuzzi. He plans to save enough money in the next three years so that he can fulfill his wish. Frank's desire for the home theater and the jacuzzi is an example of a(n) ________.

A) need

B) want

C) demand

D) unstated need

E) latent demand

25) When companies measure the number of people who are willing and able to buy their products, they are measuring ________.

A) demand

B) price elasticity

C) real needs

D) standard of living

E) disposable income

26) A(n) ________ need is one that the consumer is reluctant or unwilling to explicitly verbalize. 

A) secondary

B) unstated 

C) delight 

D) secret 

E) stated 

27) A(n) ________ need is a need that the consumer explicitly verbalizes. 

A) stated 

B) affirmative

C) unsought

D) delight

E) secret 

28) The identification and profiling of distinct groups of buyers who might prefer or require varying product and service mixes is known as ________. 

A) segmentation 

B) integration 

C) disintermediation 

D) cross-selling

E) customization

29) Companies address needs by putting forth a ________, a set of benefits that they offer to customers to satisfy their needs. 

A) brand 

B) value proposition 

C) deal

D) marketing plan

E) demand 

30) During market segmentation analysis, the marketer identifies which segments present the greatest opportunity. These segments are called ________. 

A) target markets 

B) capital markets 

C) tertiary markets 

D) demographic markets 

E) developing markets 

31) ________ reflects a customer's judgment of a product's performance in relation to his or her expectations. 

A) Brand equity

B) Satisfaction 

C) Value 

D) Perception

E) Brand image

32) The value of an offering is described as ________. 

A) the price consumers are charged for a product 

B) the cost of manufacturing a product

C) the degree to which consumer demand for a product is positive 

D) the sum of the tangible and intangible benefits and costs to customers 

E) the intangible benefits gained from a product

33) When Volvo runs ads suggesting that its cars are the safest that money can buy, it is trying to ________. 

A) segment the market

B) provide a service

C) enter new a new market

D) develop brand loyalty

E) position its product

34) If a marketer uses warehouses, transportation companies, banks, and insurance companies to facilitate transactions with potential buyers, the marketer is using a ________. 

A) service channel

B) distribution channel

C) communication channel

D) relationship channel

E) standardized channel

35) The ________ is the channel stretching from raw materials to components to final products that are carried to final buyers. 

A) communication channel 

B) distribution channel 

C) supply chain 

D) service chain

E) marketing chain

36) The actual and potential rival offerings and substitutes that a buyer might consider are referred to as the ________.

A) supply chain 

B) global market

C) value proposition 

D) competition 

E) marketing environment 

37) The ________ includes the actors involved in producing, distributing, and promoting an offering. The main actors are the company, suppliers, distributors, dealers, and the target customers. 

A) economic environment 

B) management environment 

C) strategic environment 

D) task environment 

E) tactical environment 

38) In an attempt to create greater competition and growth opportunities, countries often ________.

A) increase trade barriers

B) protect industries

C) deregulate industries

D) encourage intermediation

E) reduce privatization

39) Rising promotion costs and shrinking profit margins are the result of ________. 

A) new and improved technology 

B) disintermediation

C) industry convergence

D) privatization 

E) heightened competition 

40) Industry boundaries are blurring rapidly as companies identify new opportunities at the intersection of two or more industries. This is called ________. 

A) globalization 

B) customization 

C) industry convergence 

D) disintermediation

E) privatization

41) The success of online purchasing resulted in ________ in the delivery of products and services by intervening in the traditional flow of goods through distribution channels.

A) disintermediation 

B) diversification

C) reduced competition

D) deregulation

E) privatization

42) In response to threats from such companies as AOL, Amazon.com, Yahoo!, eBay, E*TRADE, and dozens of others, established manufacturers and retailers became "brick-and-click" oriented by adding online services to their existing offerings. This process is known as ________. 

A) reintermediation 

B) disintermediation 

C) retail transformation

D) e-collaboration 

E) new-market synchronization 

43) When eBay and Amazon.com cut out the majority of middlemen that normally would participate in the exchange process, it is an example of ________. 

A) deregulation

B) reverse auctioning

C) reintermediation 

D) disintermediation 

E) diversification

44) Disintermediation via the Internet has resulted in ________.

A) higher prices 

B) stronger brand loyalty

C) greater emphasis on personal selling 

D) well-established brand names 

E) greater consumer buying power

45) Each of the following is true about the Internet's impact on the way business is conducted today, EXCEPT one. Identify the exception. 

A) It has facilitated high-speed communication among employees.

B) It has empowered consumers with easy access to information.

C) It can be used as a powerful sales channel.

D) It has facilitated mass marketing but not the sale of customized products.

E) It enables marketers to use social media to advertise their products.

46) The ________ process consists of analyzing marketing opportunities, selecting target markets, designing marketing strategies, developing marketing programs, and managing the marketing effort.

A) marketing planning 

B) strategic planning 

C) market research 

D) opportunity analysis 

E) operational management

47) Kotler and Casoline suggested eight factors that marketers must keep in mind in order to deal with risk and uncertainty. Which of the following statements are they most likely to agree with when the environment is uncertain?

A) Companies should be prepared to implement ad hoc strategies whenever required.

B) Companies should push aggressively for the market share of their competitors.

C) Companies should focus less on their core segments, and more on new target markets.

D) Companies should not increase marketing budgets in times of uncertainty.

E) Companies should focus and improve their marginal brands.

48) What are customer touch points?

A) all aspects of the offering that directly affect consumer preferences

B) all needs and wants of customers

C) all direct or indirect interactions between the customer and the company

D) all interactions between customers and competitors

E) all factors that affect buying behavior

49) Which of the following holds that consumers prefer products that are widely available and inexpensive?

A) the product concept

B) the production concept

C) the selling concept

D) the performance concept

E) the marketing concept

50) Managers of ________ businesses concentrate on achieving high manufacturing efficiency, low costs, and mass distribution.

A) selling-oriented

B) product-oriented

C) production-oriented

D) marketing-oriented

E) consumer-oriented

51) The ________ concept holds that consumers will favor offerings with the best quality, performance, or innovative features. 

A) product 

B) marketing 

C) production 

D) selling 

E) holistic marketing 

52) Which of the following categories of goods and services is most likely to require an aggressive use of the selling concept?

A) shopping goods

B) unsought goods

C) necessary goods

D) luxury goods 

E) complementary goods

53) As a major steel manufacturer, SteelMakers Inc. focuses on having the most efficient manufacturing processes in place. The company believes that its competitive edge lies in its ability to offer the best prices. They also maintain an excellent distribution network that ensures wide availability of their products. SteelMakers has a ________.

A) selling orientation 

B) production orientation 

C) product orientation 

D) marketing orientation 

E) social orientation 

54) Webmax Inc. produced and marketed cameras. After considerable research and development, they developed a new digital camera that had an array of new features. Webmax was so sure about the new offering that they even reduced their marketing budget. What sort of orientation does Webmax have toward the marketplace?

A) production orientation

B) product orientation

C) selling orientation

D) marketing orientation 

E) holistic marketing orientation

55) Rick Johnson trains his company's sales force to go after the consumer. He repeatedly asks his team to bear in mind the essential fact that it is the sales team's responsibility to rouse the consumer's interest and make him feel that he needs the product. A true salesman is one who can convert an indifferent consumer walking into the store into a new customer. Johnson believes in the ________ concept.

A) product

B) production

C) selling

D) marketing

E) social responsibility

56) Marketers at Johnny Inc. believe in putting their customers ahead of everything else. Their products are carefully designed to meet customer requirements and the entire focus is on achieving customer satisfaction. Johnny Inc., follows the ________ concept in doing business.

A) production

B) product 

C) selling 

D) marketing

E) social responsibility 

57) The ________ concept holds that consumers and businesses, if left alone, will ordinarily not buy enough of the organization's products. 

A) production 

B) selling 

C) marketing 

D) product 

E) holistic marketing 

58) Identify the concept that emerged in the mid-1950s as a customer-centered, sense-and-respond philosophy.

A) the product concept

B) the production concept

C) the selling concept

D) the marketing concept

E) the holistic marketing concept

59) The marketing concept holds that ________.

A) a firm should find the right products for its customers, and not the right customers for its products

B) customers who are coaxed into buying a product will most likely buy it again

C) a new product will not be successful unless it is priced, distributed, and sold properly

D) consumers and businesses, if left alone, won't buy enough of the organization's products

E) a better product will by itself lead people to buy it without much effort from the sellers

60) ________ is based on the development, design, and implementation of marketing programs, processes, and activities that recognize their breadth and interdependencies.

A) Niche marketing 

B) Holistic marketing 

C) Relationship marketing 

D) Supply chain marketing 

E) Demand-centered marketing 

61) Which of the following is considered as a "sin" in the marketing discipline?

A) focusing too much on new opportunities

B) targeting a competitor's market share

C) prioritizing customer relationships over everything else

D) using technology in an inefficient manner

E) increasing the marketing budget in times of uncertainty and risk

62) What are the four broad components of holistic marketing?

A) relationship, internal, position, and performance marketing

B) integrated, internal, position, and performance marketing

C) relationship, integrated, internal, and performance marketing

D) integrated, relationship, social responsibility, and position marketing

E) relationship, social responsibility, internal, and performance marketing

63) ________ marketing aims to build mutually satisfying long-term collaboration with key constituents, such as customers, employees, suppliers, distributors, and other marketing partners, in order to earn and retain their business.

A) Integrated 

B) Demand-based 

C) Direct 

D) Relationship 

E) Internal

64) Tracy's is a chain of hair dressing salons for women. They use the television, magazines, radio, and newspapers to advertise their services. The owners ensure that all communication channels deliver a common message to prospective customers. Tracy's believes in ________.

A) internal marketing 

B) integrated marketing 

C) socially responsible marketing 

D) global marketing 

E) relationship marketing 

65) The ultimate outcome of relationship marketing is a unique company asset called the ________, consisting of the company and its supporting stakeholders.

A) brand

B) supply chain

C) marketing network 

D) value proposition

E) service channel

66) Which of the following is most consistent with the integrated marketing approach?

A) A good product will sell itself.

B) If left alone, consumers are inclined to purchase only inexpensive products.

C) All communication to consumers must deliver a consistent message irrespective of the medium.

D) In order to succeed, the main focus should be on having an efficient production process in place.

E) Online marketing is less important than traditional marketing efforts.

67) Which aspect of holistic marketing motivates employees and ensures that everyone in the organization embraces appropriate marketing principles, especially senior management?

A) relationship marketing

B) integrated marketing

C) internal marketing 

D) network marketing

E) performance marketing

68) Financial accountability and social responsibility marketing are elements of ________.

A) performance marketing

B) relationship marketing

C) internal marketing

D) social marketing

E) mass marketing 

69) Companies are recognizing that much of their market value comes from ________, particularly their brands, customer base, employees, distributor and supplier relations, and intellectual capital. 

A) variable assets 

B) value propositions

C) intangible assets 

D) market offerings

E) industry convergence

70) Holistic marketing incorporates ________, an understanding of broader concerns in the ethical, environmental, legal, and social context of marketing activities. 

A) internal marketing

B) cultural marketing 

C) social responsibility marketing 

D) relationship marketing 

E) integrated marketing

71) The ________ holds that the organization's task is to determine the needs, wants, and interests of target markets and to deliver the desired satisfactions more effectively and efficiently than competitors in a way that preserves or enhances the consumer's and the society's well-being.

A) selling concept

B) integrated marketing concept

C) social responsibility marketing concept 

D) production concept

E) relationship marketing concept

72) Joanna owns a chain of fast-food joints. As the chain became more and more successful, she decided to contribute a share of her profits each year to support cancer research. This is an example of ________.

A) corporate community involvement

B) environmental marketing 

C) cause-related marketing 

D) benefit marketing 

E) responsible marketing 

73) McCarthy classified marketing activities into the four Ps of the marketing mix. These four Ps stand for ________. 

A) product, positioning, place, and price 

B) product, production, price, and place 

C) promotion, place, positioning, and price 

D) place, promotion, production, and positioning 

E) product, price, promotion, and place 

74) Incorporating the holistic view of marketing, the four Ps of the marketing mix can be updated to ________.

A) product, positioning, people, and price 

B) people, processes, place, and promotion

C) product, processes, price, and people

D) people, processes, programs, and performance

E) product, price, promotion, and people

75) Which of the following reflects the "people" component of the marketing mix?

A) the creativity, discipline, and structure brought to marketing management

B) the development of new products by the marketers

C) the firm's consumer-directed activities

D) the right set of processes to guide activities and programs within the firm

E) the internal marketing of the firm

76) Which of the four new Ps encompasses the old four Ps as well as a range of other marketing activities that might not fit well into the old view of marketing?

A) programs

B) processes

C) promotion

D) people

E) performance

77) At the heart of any marketing program is the firm's ________, its tangible offering to the market.

A) strategy

B) product 

C) brand

D) value

E) people

78) ________ activities include those the company undertakes to make the product accessible and available to target customers. 

A) Line extension

B) Segmentation 

C) Marketing research 

D) Channel 

E) New-product development 

79) The traditional view of marketing is that a firm makes something and then sells it. In this view, marketing takes place in the second half of the process. Companies that subscribe to this view have the best chance of succeeding __________.

A) in highly competitive markets

B) in economies marked by goods shortages where customers are not fussy about quality 

C) where consumers have plenty of choices of high quality and competitively-priced goods

D) against competitors who carefully define their target markets and position their offerings accordingly

E) in a marketplace where many micro niche products are available

80) The value delivery model of marketing focuses on which of the following?

A) making and selling products

B) having and holding customers

C) finding and communicating with the customer

D) placing marketing at the beginning of the process 

E) serving the profitable mass market

81) In the Value Creation and Delivery Sequence, the first phase involves “choosing the value.” In this strategic marketing process, the firm must do the marketing homework of __________.

A) segmenting the market, targeting a customer group, and positioning the offering 

B) understanding the customer through market research

C) providing the proper product mix to the relevant retailers

D) measuring success or failure and feeding that knowledge back to the planners

E) setting a price that provides the proper perceived value to the final consumer

82) In the Value Creation and Delivery Sequence, tactical marketing follows strategic marketing, and includes all of the following EXCEPT:

A) product development

B) sales promotion

C) value positioning 

D) advertising

E) sourcing and making

83) In the traditional process of value creation, making the product precedes selling the product, and includes all of the following EXCEPT:

A) product design

B) procurement of inputs to make the product

C) procurement of resources to make the product

D) actually making the product

E) distribution of the product 

84) The third task in the Value Creation and Delivery Sequence is called __________. It involves utilizing the sales force, advertising, sales promotion, and other tools to announce and promote the product. 

A) choosing the value

B) communicating the value 

C) entering the consumer’s zone

D) doing the homework

E) providing the value

85) The __________ involves nine strategically relevant activities that create value and cost for the organization.

A) Core Business Process

B) Value Creation and Delivery Sequence

C) Generic Value Chain 

D) Traditional Marketing Model

E) Guide for Strategic Thinking

86) Which of the following is NOT considered a support activity in Porter’s Value Chain?

A) firm infrastructure

B) human resource management

C) procurement

D) technology development

E) outbound logistics 

87) Which of the following is NOT considered a primary activity in Porter’s Value Chain?

A) inbound logistics

B) service

C) marketing

D) human resource management 

E) operations

88) In the first half the 20th century, Ford Motor Company owned rubber plantations in Brazil to supply itself with raw materials for tire making. At some point, Ford began to buy all tires from outside vendors, and put more energy and focus on making the vehicles themselves. This is an example of _________.

A) the value chain

B) outsourcing

C) fulfillment management

D) portfolio balancing

E) inbound logistics

89) A state university with growing budget concerns decided to lay off all groundskeepers and hire the work out to a large, local landscaping firm. That firm hired most of the laid off workers. Most campus visitors and students were never aware of the change. This is an example of _________.

A) inbound logistics

B) the value chain

C) outsourcing 

D) open markets

E) portfolio management

90) Bernardo Sampson has a restaurant in Bullhead City, Arizona that makes the best cheesesteak sandwich in the West, according his well-traveled customers. According to Bernardo, the key is controlling the meat preparation process and making his own bread from an old family recipe. Other inputs to the business, such as vegetable supplies, kitchen equipment, and in some ways, employees, are less important to creating the best sandwiches. The meat preparation and homemade bread could be considered Bernardo’s _________.

A) outsourcing genius

B) less critical resources

C) holistic marketing effort

D) core competency 

E) outbound logistics

91) Which of the following is NOT a characteristic of a core competency?

A) It has applications in a wide variety of markets.

B) It is a source of competitive advantage.

C) It makes a significant contribution to perceived customer benefits.

D) It is difficult for competitors to imitate.

E) It can easily be outsourced. 

92) Within the five core business processes identified, __________ involves researching, developing, and launching high-quality offerings quickly and within budget.

A) the market sensing process

B) the new offering realization process 

C) the customer acquisition process

D) the customer relationship management process

E) the best in class practices

93) Ethikos Research seeks clients for its marketing research services. Firms that hire Ethikos are engaging in part of the __________, one of the five core business processes.

A) market sensing process 

B) strategic support process

C) marketspace acquisition process

D) customer relationship management process

E) fulfillment marketing process

94) __________ integrates the value exploration, value creation, and value delivery activities with the purpose of building long-term, mutually satisfying relationships and co-prosperity among key stakeholders.

A) Holistic marketing 

B) A distinctive capability

C) A core competency

D) Outsourcing

E) The Value Chain

95) Within the five core business processes identified, __________ involves receiving and approving orders, shipping goods on time, and collecting payments.

A) the market sensing process

B) the new offering realization process

C) the customer benchmarking process

D) the customer relationship management process

E) the fulfillment management process 

96) Blind Bill makes custom window treatments and sells exclusively to commercial homebuilders. CEO William Learned III often follows site finish managers around onsite to see how the customers view the products and to strengthen the partnership he feels he has with them. Learned’s goal is to improve the company’s offerings. In the holistic marketing framework, this type of activity would be called _________.

A) core competency strengthening

B) value exploration

C) value creation 

D) value fulfillment

E) value delivery

97) In the Holistic Marketing Framework, when the key management question of how to deliver value is applied to the company’s core competencies, the major resulting activity should be a focus on _________.

A) the customer’s cognitive space

B) strengthening business partnerships

C) managing customer relationships

D) managing internal resources 

E) increasing customer benefits

98) Strategic planning goes on at all of the following organizational levels, EXCEPT:

A) corporate level

B) retail level 

C) division level

D) business unit level

E) product level

99) The late business guru Peter Drucker asked all of the following questions about defining an organization’s mission, EXCEPT:

A) What should our business be?

B) What will our business be?

C) What is our business?

D) Who is our customer?

E) What has the business been? 

100) Which of the following is NOT normally a part of the Strategic Planning Process?

A) corporate planning

B) business unit planning

C) division planning

D) retail planning 

E) product planning

101) What is the proper order for the Strategic Control Process?

A) measure results ( diagnose results ( take corrective action 

B) diagnose results ( measure results ( take corrective action

C) organize results ( implement results

D) corporate panning ( division planning ( business planning ( retail planning

E) planning ( implementing ( controlling

102) A good mission statement can provide all of the following to employees, EXCEPT:

A) a shared sense of purpose

B) a shared sense of company profits 

C) a shared sense of direction

D) a guide that helps geographically distant employees work independently and collectively

E) a shared sense of opportunity

103) Good mission statements can define the company’s major competitive spheres. The vertical sphere includes __________.

A) the range of products and applications the company will supply

B) the type of market or customers the company will serve

C) the number of channel levels from raw material to final product 

D) the range of regions or countries in which a company operates

E) the range of core competencies the company will master and leverage

104) Which of the following is an example of a competence sphere?

A) Dell Computer defines the range of products and applications they will supply. 

B) Saab decides to compete in both sport sedan and sport utility segments but not in minivan and truck segments.  

C) A private equity firm decides to purchase a raw materials manufacturer as well as the corresponding finished goods company.  

D) NEC has identified capabilities in computing, communications, and components to support laptop computer production. 

E) Starbucks select new countries to expand their business.  

105) According to Levitt, market definitions that are business-oriented rather than product-oriented are superior. Such definitions include each of the following, EXCEPT:

A) customer needs

B) geographical constraints 

C) customer groups

D) technology

E) relevant target markets

106) Carmaker Toyota has the Scion division that is aimed at providing entry-priced vehicles to new members of the Toyota “family.” Scion has independent budgeting, management direction, and profit/loss responsibility within the larger company. Scion is __________.

A) only sold on the west coast

B) only one market segment for Toyota, because the Camry is so popular

C) a strategic business unit 

D) a competitor for Lexus vehicles

E) horizontally integrated with the parent company

107) Many executives make decision about assigning resources to units based on shareholder value analysis and __________.

A) whether the company has identified growth opportunities

B) whether the company’s market value is greater with an SBU or without it 

C) whether the company has a marketing dashboard

D) whether the company practices holistic marketing

E) whether the company’s return on net worth is positive

108) Attempting to gain market share with current products in current markets is called _________.

A) forward integration

B) horizontal integration

C) concentric diversification

D) market development

E) market penetration 

109) Russ Clark, a NAPA auto parts dealer, bought out a competitor’s store. This is an example of _________.

A) market penetration

B) backward integration

C) horizontal diversification 

D) conglomerate diversification

E) horizontal integration 

110) Many years ago, French utilities management company Vivendi decided to buy a portfolio of entertainment businesses that included theme parks and rights to a music catalog. The purpose of the acquisition was to grow company revenues and profits. This was an example of __________.

A) integrative diversification

B) horizontal integrative growth

C) conglomerate diversification 

D) market development

E) concentric diversification

111) Tired of high prices and poor service, and convinced she can do better, funeral home owner Macy Mbacke-Abdullah decides to purchase the wholesaler that she has been buying caskets from. This is an example of __________.

A) backward integration 

B) forward integration

C) diversified integration

D) horizontal integration

E) concentric integration

112) A company’s __________ consists of its structures, policies, and corporate culture.

A) headquarters

B) organization 

C) sales position

D) industry

E) scenario

113) __________ has been defined as the shared experiences, stories, beliefs, and norms that characterize an organization.

A) Corporate structure

B) Corporate history

C) Corporate strategy

D) Corporate culture 

E) Corporate organization

114) Which of the following is NOT considered to be a part of an organization’s culture?

A) experiences

B) stories

C) beliefs

D) salaries 

E) norms

115) Which of the following is NOT one of Hamel’s recommendations for crafting corporate strategy?

A) Management should encourage fresh ideas.

B) Employees with youthful perspectives should participate.

C) Those that are new to the industry should be asked to contribute.

D) The company should not forget to include ideas from those who do not work close to headquarters.

E) Senior management should make and hand down strategy. 

116) Which of the following would NOT be considered a part of scenario analysis for General Motors?

A) The company adopts the most probably scenario and watches for signs that confirm it.

B) The CEO asks for plausible representations of the company’s future to be considered.

C) Company analysts present last quarter's earnings for the board. 

D) Managers consider how they will deal with a declaration of bankruptcy by a major supplier.

E) Unit chiefs map out strategies in case a strike disrupts production during upcoming contract negotiations with labor.

117) The process that follows a SWOT analysis is __________?

A) mission ( SWOT ( strategy formulation ( implementation 

B) external analysis ( internal analysis ( program formulation ( mission statement

C) program formulation ( strategy formulation ( goal formulation

D) program formulation ( strategy formulation ( feedback ( control

E) mission ( SWOT ( program formulation ( strategy formulation

118) SWOT refers to __________.

A) semper wit omnicus terapis

B) strategy with operations talent

C) strategic watching of technology

D) strengths, weaknesses, opportunities, threats 

E) strategy formulation, willingness to negotiate, operational excellence, temperament suitable to succeed

119) Marketing opportunity analysis (MOA) involves asking each of the following questions, EXCEPT: 

A) Does the company have access to the resources needed to deliver customer benefits?

B) Can the benefits involved in the opportunity be articulated to the target customer?

C) Can the company deliver the benefits at least as well as competitors? 

D) Will the financial rate of return meet or exceed the company’s threshold for investment?

E) Can the target market(s) be located and reached with cost-effective media and trade channels?

120) A(n) __________ is a challenge posed by an unfavorable external trend or development that would lead, in the absence of defensive marketing action, to lower sales or profit.

A) environmental threat 

B) SWOT team

C) outside sales investment

D) marketing opportunity

E) organizational weakness

121) The process that follows a SWOT analysis is __________.

A) creative implementation
B) goal formulation 

C) situation analysis

D) sales-variance analysis

E) marketing dashboard

122) Which of the following is NOT part of effective goals?

A) Goals must be consistent.

B) Goals must be realistic.

C) Goals must be arranged hierarchically, from most to least important.

D) Goals must be available to all organizational stakeholders. 

E) Goals must be stated quantitatively whenever possible.

123) Apple Computer designs its computers and other technological products, such as the popular iPod so that they stand out in the marketplace from equally-effective, but more boring-looking competitors. This is an example of using the ________ strategy, as proposed by Porter.

A) cost leadership

B) differentiation 

C) horizontal integration

D) focus

E) all-in-one

124) Costco has higher sales per square foot than powerful rival Sam’s Club (a Wal-Mart company). Costco have achieved this through a deep understanding of its highly targeted customer group. This is an example of using Porter’s __________ strategy.

A) cost leadership

B) differentiation 

C) horizontal integration

D) focus 

E) price and performance

125) According to McKinsey & Company, successful strategy involves seven “S” elements. Which of the following is included among the “hardware” needed to successfully implement strategy?

A) style

B) staff.

C) systems 

D) shared values

E) skills

126) Which of the following statements is in line with Peter Drucker’s notion of effectiveness?

A) Do the important thing.

B) Do the right thing. 

C) Do things right.

D) Do unto others as you would have them do unto you.

E) Do the best thing.

127) What type of analysis are companies showing a growing interest in when attempting to identify the true profitability of different activities?

A) market-oriented strategic planning

B) marketing opportunity analysis

C) efficiency analysis

D) activity-based cost accounting 

E) SWOT

128) Which of the following is it NOT necessary to know in order to calculate rate of return on net worth?

A) net profits

B) net sales

C) total assets

D) net worth

E) revenue growth 

129) ________ is the study of how individuals, groups, and organizations select, buy, use, and dispose of goods, services, ideas, or experiences to satisfy their needs and wants. 

A) Target marketing 

B) Mind mapping 

C) Consumer activism

D) Consumer behavior 

E) Product differentiation 

130) Which of the following would be the best illustration of a subculture? 

A) a religion 

B) a group of close friends 

C) your university 

D) a fraternity or sorority 

E) your occupation 

131) The relatively homogeneous and enduring divisions in a society, which are hierarchically ordered and whose members share similar values, interests, and behavior constitute ________. 

A) a culture 

B) a subculture 

C) a social class 

D) a family 

E) a group 

132) A person's ________ consist(s) of all the groups that have a direct (face-to-face) or indirect influence on his/her attitudes or behavior. 

A) subculture

B) family 

C) social class

D) reference groups 

E) social networks 

133) A(n) ________ group is one whose values or behavior an individual rejects. 

A) aspirational 

B) disassociative 

C) membership 

D) primary 

E) procreational 

134) Joe is a computer service technician. People in his neighborhood usually depend on his suggestions for purchasing any computer accessory or hardware, as they believe that he has access to far more information on computer technology than the average consumer. The neighbors are also aware that Joe has the required knowledge and background for understanding the technical properties of the products. Within this context, Joe can be called a(n) ________.

A) transactional leader

B) opinion leader 

C) role model

D) gate-keeper

E) international marketer

135) For a high-school student, Tim is highly concerned about environmental issues. He is a strong supporter of the garbage recycling and afforestation campaigns taken up by the environmental activists in his neighborhood. He wants to become a full time volunteer for their upcoming wildlife protection program and has even saved money to contribute to the cause. This group of environmental activists can be categorized under which of the following reference groups?

A) primary group 

B) secondary group 

C) aspirational group

D) dissociative group

E) cognitive group

136) Jason writes a weekly column in his school's newspaper about movies he has seen, books he has read, and concerts he has attended. His column provides information and opinions. Feedback from his fellow students is positive, and they are appreciative of the advice that is given. Which of the following would be the most apt description of the role played by Jason? 

A) silent majority 

B) protestor 

C) protector 

D) adapter 

E) opinion leader 

137) Social classes differ in media preferences, with upper-class consumers often preferring ________ and lower-class consumers often preferring television. 

A) movies 

B) radio 

C) video or computer games 

D) magazines and books

E) music downloads 

138) If a direct-mail marketer wished to direct promotional efforts toward the family of ________, efforts need to be directed toward parents and siblings of the family members.

A) orientation 

B) procreation 

C) immediacy 

D) intimacy 

E) reference 

139) The family in a buyers life consisting of parents and siblings is the ________.

A) family of procreation

B) family of influence 

C) family of efficiency

D) family of orientation 

E) purchasing family

140) When Gary was a high school student, he enjoyed rock music and regularly purchased hip clothing sported by his favorite rock band. However, five years later, when Gary became an accountant, his preference shifted toward formal clothing. Which of the following personal characteristics is likely to have had the most influence on Gary's preferences during his high school days? 

A) education 

B) age 

C) income 

D) gender 

E) physiological needs 

141) Marriage, childbirth, and divorce constitute the ________ that shape the consumption pattern of individuals. 

A) psychological life cycle 

B) product life cycle 

C) social status 

D) postpuberty cycles 

E) critical life events

142) Identify an economic circumstance that can greatly affect any product or brand choice.

A) retirement

B) values

C) lifestyle

D) borrowing power

E) relocation

143) ________ refers to a set of distinguishing human psychological traits that lead to relatively consistent and enduring responses to environmental stimuli. 

A) Image 

B) Personality 

C) Psychological transformation

D) Lifestyle

E) Acculturation

144) Brand personality analysts identified the popular music channel MTV as daring, spirited, and highly imaginative. As per Jennifer Aaker's research, which of the following brand personality traits best suits MTV?

A) excitement

B) sincerity

C) competence 

D) ruggedness

E) sophistication

145) The Marlboro Man was depicted in the advertisements of Marlboro cigarettes as a rugged outdoor, tough cowboy type. This was done to establish what is called ________. 

A) trademarking

B) a brand name 

C) a brand personality 

D) co-branding 

E) a brand reference 

146) Consumers often choose and use brands that have a brand personality consistent with how they see themselves, also known as the ________. 

A) actual self-concept 

B) ideal self-concept 

C) others' self-concept 

D) prohibitive self-concept 

E) suggestive self-concept 

 147) Consumers often choose and use brands that have a brand personality consistent with how they think others view them, also known as the ________. 

A) actual self-concept 

B) others' self-concept 

C) ideal self-concept 

D) dual self-concept 

E) perceptual self-concept 

148) Consumers who are highly sensitive to how others see them and who choose brands whose personalities fit the consumption situation are called ________. 

A) change agents 

B) self motivators

C) self monitors

D) self adapters

E) opinion leaders

149) Within the context of Jennifer Aaker's analysis, identify the brand personality that can be associated with a new product whose promotional messages consistently portray it as being reliable, intelligent, and successful.

A) sincerity 

B) excitement 

C) competence 

D) sophistication 

E) ruggedness 

150) Ford motors, uses the ad caption "Magnify the Adventure" to promote its latest SUV, the Ford Endeavour. The ad features the car traveling through an uneven, rocky terrain. Within the context of Jennifer Aaker's brand personality analysis, Ford Endeavour is most likely to be strong on which of the following traits?

A) sincerity 

B) intelligence 

C) imagination 

D) sophistication 

E) ruggedness 

151) ________ portrays the "whole person" interacting with his or her environment. 

A) Attitude 

B) Personality 

C) Lifestyle 

D) Self-concept 

E) Subculture 

152) Consumers who worry about the environment and want products to be produced in a sustainable way have been named ________. 

A) "Green" 

B) "Tree Huggers" 

C) "LOHAS" 

D) "Socialists" 

E) "Mamas" 

153) IKEA has achieved global recognition by offering consumers leading-edge Scandinavian furniture at affordable prices. IKEA is delivering value to consumers who are ________. 

A) money constrained 

B) time constrained 

C) brand constrained 

D) value constrained 

E) self-concept constrained 

154) Marketers who target consumers on the basis of their ________ believe that they can influence purchase behavior by appealing to people's inner selves. 

A) time famine 

B) sophistication 

C) money constrain

D) social class 

E) core values 

155) The starting point for understanding consumer behavior is the ________ model in which marketing and environmental stimuli enter the consumer's consciousness, and a set of psychological processes combine with certain consumer characteristics to result in decision processes and purchase decisions.

A) self-reliance 

B) self-perception

C) psychogenic

D) stimulus-response

E) projective 

156) ________ assumed that the psychological forces shaping people's behavior are largely unconscious, and that a person cannot fully understand his or her own motivations. 

A) Abraham Maslow 

B) Frederick Herzberg 

C) Sigmund Freud 

D) John Cacioppo 

E) Karl Marx 

157) Which of the following techniques was suggested by Freud to trace a person's motivations from the stated instrumental ones to the more terminal ones?

A) laddering

B) word association

C) role playing

D) casting

E) selective attention 

158) Which of the following theories developed by Frederick Herzberg distinguishes dissatisfiers from satisfiers?

A) trait-role theory 

B) psychological constraint theory 

C) probability theory

D) leadership model 

E) two-factor theory 

159) At the top of Maslow's hierarchy of needs (shown as a pyramid in the text) are ________ needs. 

A) esteem 

B) self-actualization 

C) social 

D) safety 

E) physiological 

160) ________ is the process by which we select, organize, and interpret information inputs to create a meaningful picture of the world. 

A) Consumption 

B) Perception 

C) Acculturation

D) Assimilation

E) Cognitive dissonance 

161) ________ can work to the advantage of marketers with strong brands when consumers make neutral or ambiguous brand information more positive. 

A) Selective attention 

B) Selective distortion 

C) Selective retention 

D) Selective choice 

E) Selective embellishment 

162) ________ is the tendency to interpret information in a way that will fit our preconceptions. 

A) Selective retention 

B) Cognitive dissonance 

C) Selective distortion 

D) Subliminal perception 

E) Selective embellishment 

163) Marketers embed covert messages in ads or packaging of which the consumers are not consciously aware, yet it affects their behavior. This technique employed by the marketers targets the ________ of a consumer.

A) selective attention

B) selective distortion

C) subliminal perception

D) voluntary attention 

E) selective retention

164) ________ teaches marketers that they can build demand for a product by associating it with strong drives, using motivating cues, and providing positive reinforcement.

A) Demand theory 

B) Learning theory 

C) Economic theory 

D) Psychological theory 

E) Demographic theory 

165) Anne is a frequent purchaser of Yoplait strawberry yogurt. For once, she decides to try a different flavored yogurt. Instead of trying out the flavors offered by competing brands, Anne selects a different flavor offered by Yoplait. Here, her past experience with the brand prompts her to make the choice. Anne's behavior can be best described as ________. 

A) fallacy of proposition

B) associative networking 

C) generalization 

D) heuristic thinking 

E) self-actualization 

166) The ________ says people have a general tendency to attribute success to themselves and failure to external causes. 

A) availability heuristic 

B) trait-role theory 

C) awareness set 

D) generalization theory 

E) hedonic bias 

167) As Rita scans the yellow pages section of her phone book looking for a florist, she sees several other products and services advertised. Though interesting on first glance, she quickly returns to her primary task of finding a florist. The items that distracted her from her initial search were most likely stored in which of the following types of memory?

A) Short-term memory 

B) Long-term memory 

C) Middle memory 

D) Subconscious memory 

E) Subliminal memory 

168) Betsy, a teenager, uses most of her post school hours in either playing tennis or watching movies. She barely manages to concentrate in her lessons for a couple of hours before term exams. Being questioned about her substandard performance in the school, she points out the teacher's inability to complete the entire course during the school hours as the possible reason. Betsy's behavior is most likely to be associated with ________.

A) generalization 

B) hedonic bias 

C) discrimination 

D) selective attention 

E) psychological repositioning 

169) The associative network memory model views long-term memory as ________.

A) a subliminal perception 

B) the interplay of drives 

C) a strong internal stimulus impelling action

D) a temporary and limited repository of information

E) a set of nodes and links 

 170) ________ refers to the process in which information gets out of memory.

A) Memory encoding 

B) Memory decoding 

C) Memory classification 

D) Memory retrieval 

E) Memorization 

171) Amtex electronics, a consumer products brand, advertises its products inside supermarkets and retail stores frequently to promote the process of ________ and stimulate purchase. 

A) memory verification 

B) memory retrieval 

C) memory decoding 

D) memory formation 

E) memory augmentation 

172) Cognitive psychologists believe that memory is ________, so that once information becomes stored in memory, its strength of association decays very slowly. 

A) highly perceptual 

B) somewhat collective 

C) highly communicative 

D) often reflective 

E) extremely durable 

173) The milder information search state where a person simply becomes more receptive to information about a product is called ________.

A) active information search

B) information search 

C) heightened attention

D) purchase decision 

E) dynamic information search

174) The buying process starts when the buyer recognizes a(n) ________. 

A) product 

B) advertisement for the product 

C) salesperson from a previous visit 

D) problem or need 

E) internal cue 

175) Which of the following is considered to be a more advanced form of information search wherein the person might phone friends or go online to secure information about a product or service? 

A) heightened attention 

B) short-term memory processing 

C) subliminal processing of information 

D) long-term memory processing 

E) active information search 

176) Of key interest to marketers are the major informational sources to which the consumer will turn and the relative importance of each. Which of the following can be considered an experiential information source? 

A) consumer-rating organizations 

B) mass media 

C) acquaintances 

D) Web sites 

E) personal handing and examination

177) Brands that meet consumers' initial buying criteria are called the ________. 

A) total set 

B) awareness set 

C) consideration set 

D) choice set 

E) decision set 

178) Maria considers buying a car for herself, after she notices the advantages derived by her best friend from his new car. Which of the following forms of stimulus has activated Maria's problem recognition process? 

A) external stimuli 

B) internal stimuli 

C) peer stimuli 

D) secondary stimuli 

E) marketing induced stimuli 

179) A consumer who uses Google to find comparative reports on new automobiles, is most likely using which of the following information sources for assistance? 

A) personal 

B) public 

C) experiential 

D) commercial 

E) under-the-radar 

180) With respect to consumer decision making, the ________ is the set of strong contenders from which one will be chosen as a supplier of a good or service.

A) total set 

B) awareness set 

C) consideration set 

D) choice set 

E) decision set 

181) A(n) ________ is a descriptive thought that a person holds about something. 

A) attitude 

B) belief 

C) desire 

D) feeling 

E) emotion 

182) A(n) ________ puts people into a frame of mind, such as, liking or disliking an object, moving toward or away from it. 

A) attitude 

B) belief 

C) feeling 

D) position 

E) stance 

183) Marketers need to identify the hierarchy of attributes that guide consumer decision making in order to understand different competitive forces and how these various sets get formed. This process of identifying the hierarchy is called ________.

A) market partitioning 

B) brand association

C) market valuation

D) market estimation

E) market identification

184) ________ are a person's enduring favorable or unfavorable evaluations, emotional feelings, and action tendencies toward some object or idea.

A) Discriminations

B) Values

C) Beliefs

D) Feelings

E) Attitudes

185) The expectancy-value model of attitude formation posits that consumers evaluate products and services by combining their ________. 

A) needs 

B) wants 

C) desires 

D) brand beliefs 

E) consuming attitudes 

186) Gordon Jones is considering purchasing a computer from Best Buy. He has created a scale for rating eight different computers on three different characteristics. He plans to short-list only those computers, that score at least a seven on his scale on all three characteristics. Which of the following choice heuristics has he chosen? 

A) elimination-by-aspects heuristic

B) lexicographic heuristic

C) conjunctive heuristic

D) anchoring and adjustment heuristic

E) representativeness heuristic

187) With the ________ heuristic, the consumer sets a minimum acceptable cutoff level for each attribute and chooses the first alternative that meets the minimum standard for all attributes. 

A) conjunctive 

B) lexicographic 

C) elimination-by-aspects 

D) primary 

E) secondary 

188) ________ are rules of thumb or mental shortcuts in the decision process. 

A) Attitudes 

B) Beliefs 

C) Heuristics 

D) Discriminations 

E) Biases 

189) Even if consumers form brand evaluations, two general factors can intervene between the purchase intention and the purchase decision. One of these is unanticipated situational factors. What is the other factor? 

A) Amount of purchasing power 

B) Attitudes of others 

C) Short-term memory capabilities 

D) Ability to return merchandise 

E) The self-concept 

190) A mobile phone manufacturing company observes that the main reason for an abrupt fall in their sales volume is the unconventional design of their phones that consumers found inconvenient and unattractive. The findings prompt the company to adopt a new strategy. They redesigned the product models keeping the requirements of the end-user in mind. According to the expectancy value-model, the company's strategy can be termed as ________.

A) psychological repositioning

B) real repositioning

C) competitive depositioning

D) physiological depositioning

E) prescriptive method 

191) Ford believes its cars to be of higher quality than General Motor's but thinks that consumers wrongly believe the opposite. Ford might employ a(n) ________ strategy to change buyers' perceptions of its competition. 

A) real repositioning 

B) competitive depositioning 

C) psychological repositioning 

D) biased repositioning 

E) attribute repositioning 

192) When a marketer tries to alter a consumer's beliefs about a company's brand to get the consumer to rethink a purchase decision, the marketer is using ________. 

A) psychological repositioning 

B) competitive depositioning 

C) positioning 

D) repositioning 

E) biased positioning 

193) With the ________, the consumer chooses the best brand on the basis of its perceived most important attribute.

A) lexicographic heuristic

B) conjunctive heuristic

C) elimination-by-aspects heuristic

D) availability heuristic

E) representativeness heuristic

194) ________ risk occurs if the product fails to perform up to expectations. 

A) Physical 

B) Financial 

C) Social 

D) Psychological 

E) Functional 

195) Steve has only 20 minutes to have lunch. Although he really likes McDonald's, the line is very long and he is concerned that he will not have a chance to get through the line and eat his lunch before he is due back at work. Steve perceives ________ in going to McDonald's today. 

A) time risk

B) functional risk 

C) physical risk 

D) psychological risk 

E) social risk 

196) A key driver of sales frequency is the product ________ rate. 

A) consumption 

B) disposal 

C) refusal 

D) utility 

E) option 

197) The level of engagement and active processing undertaken by the consumer in responding to a marketing stimulus is called ________. 

A) elaboration likelihood 

B) consumer disengagement 

C) consumer involvement 

D) variety seeking 

E) low involvement 

198) A consumer is persuaded to buy a product by a message that requires little thought and is based on an association with a brand's positive consumption experiences from the past. In this situation, the consumer used a ________ to arrive at this purchase decision. 

A) central route 

B) peripheral route 

C) behavioral route 

D) subjective route 

E) objective route 

199) Richard Petty and John Cacioppo's ________, an influential model of attitude formation and change, describes how consumers make evaluations in both low- and high-involvement circumstances. 

A) introspective model

B) elaboration likelihood model

C) stimulus-response model

D) associative network memory model 

E) expectancy-value model 

200) Which of the following products is most likely to be characterized by low involvement but significant brand difference?

A) toothpastes

B) digital cameras 

C) packet of salt 

D) a milk carton

E) furniture

201) With the ________, predictions of usage are based on quickness and ease of use. 

A) availability heuristic 

B) representative heuristic 

C) anchoring heuristic 

D) adjustment heuristic 

E) semantic heuristic 

202) A consumer tells another consumer, "Every time I eat at Big Bill's Steakhouse, I get poor service." Whether this is true or not, it is the consumer's perception. This is an example of consumers basing future predictions on the quickness and ease with which a particular example of an outcome comes to mind. This scenario would be an illustration of the ________ heuristic.

A) discrimination 

B) differentiation 

C) availability 

D) screening 

E) representativeness 

203) Ben always reaches for the bright blue and yellow box of Ritz crackers when he visits the snack food aisle in the grocery store. He rarely even reads the box or checks the price. Which of the following heuristics is most likely being used by Ben? 

A) Availability 

B) Representative 

C) Anchoring 

D) Adjustment 

E) Semantic 

204) ________ refers to the manner in which consumers code, categorize, and evaluate financial outcomes of choices. 

A) Cost accounting 

B) Financial accounting 

C) Behavioral accounting 

D) Mental accounting 

E) Factual accounting  

GLOSSARY

A

activity-based cost (ABC) accounting procedures that can quantify the true profitability of different activities by identifying their actual costs.

adoption an individual’s decision to become a regular user of a product.

advertising any paid form of nonpersonal presentation and promotion of ideas, goods, or services by an identified sponsor.

advertising objective a specific communications task and achievement level to be accomplished with a specific audience in a specific period of time.

anchoring and adjustment heuristic when consumers arrive at an initial judgment and then make adjustments of their first impressions based on additional information.

arm’s-length price the price charged by other competitors for the same or a similar product.

aspirational groups groups a person hopes or would like to join.

associative network memory model a conceptual representation that views memory as consisting of a set of nodes and interconnecting links where nodes represent stored information or concepts and links represent the strength of association between this information or concepts.

attitude a person’s enduring favorable or unfavorable evaluation, emotional feeling, and action tendencies toward some object or idea.

augmented product a product that includes features that go beyond consumer expectations and differentiate the product from competitors.

available market the set of consumers who have interest, income, and access to a particular offer.

availability heuristic when consumers base their predictions on the quickness and ease with which a particular example of an outcome comes to mind.

average cost the cost per unit at a given level of production; it is equal to total costs divided by production.

B

backward invention reintroducing earlier product forms that can be well adapted to a foreign country’s needs.

banner ads (Internet) small, rectangular boxes containing text and perhaps a picture to support a brand.

basic product what specifically the actual product is.

belief a descriptive thought that a person holds about something.

brand a name, term, sign, symbol, or design, or a combination of them, intended to identify the goods or services of one seller or group of sellers and to differentiate them from those of competitors.

brand architecture see branding strategy.

brand-asset management team (BAMT) key representatives from functions that affect the brand’s performance.

brand associations all brand-related thoughts, feelings, perceptions, images, experiences, beliefs, attitudes, and so on that become linked to the brand node.

brand audit a consumer-focused exercise that involves a series of procedures to assess the health of the brand, uncover its sources of brand equity, and suggest ways to improve and leverage its equity.

brand awareness consumers’ ability to identify the brand under different conditions, as reflected by their brand recognition or recall performance.

brand community a specialized community of consumers and employees whose identification and activities focus around the brand.

brand contact any information-bearing experience a customer or prospect has with the brand, the product category, or the market that relates to the marketer’s product or service.

brand development index (BDI) the index of brand sales to category sales.

brand dilution when consumers no longer associate a brand with a specific product or highly similar products or start thinking less favorably about the brand.

brand elements those trademarkable devices that serve to identify and differentiate the brand such as a brand name, logo, or character.

brand equity the added value endowed to products and services.

brand extension a company’s use of an established brand to introduce a new product.

brand image the perceptions and beliefs held by consumers, as reflected in the associations held in consumer memory.

brand knowledge all the thoughts, feelings, images, experiences, beliefs, and so on that become associated with the brand.

brand line all products, original as well as line and category extensions, sold under a particular brand name.

brand mix the set of all brand lines that a particular seller makes available to buyers.

brand personality the specific mix of human traits that may be attributed to a particular brand.

brand portfolio the set of all brands and brand lines a particular

firm offers for sale to buyers in a particular category.

brand promise the marketer’s vision of what the brand must be and do for consumers.

brand-tracking studies collect quantitative data from consumers  over time to provide consistent, baseline information about how brands and marketing program are performing.

brand valuation an estimate of the total financial value of the brand.

brand value chain a structured approach to assessing the sources and outcomes of brand equity and the manner in which marketing activities create brand value.

branded entertainment using sports, music, arts, or other entertainment activities to build brand equity.

branded variants specific brand lines uniquely supplied to different retailers or distribution channels.

branding endowing products and services with the power of a brand.

branding strategy the number and nature of common and distinctive brand elements applied to the different products sold by the firm.

breakeven analysis a means by which management estimates how many units of the product the company would have to sell to break even with the given price and cost structure.

brick-and-click existing companies that have added an online site for information and/or e-commerce.

business database complete information about business customers’ past purchases; past volumes, prices, and profits.

business market all the organizations that acquire goods and services used in the production of other products or services that are sold, rented, or supplied to others.

C

capital items long-lasting goods that facilitate developing or managing the finished product.

captive products products that are necessary to the use of other products, such as razor blades or film.

category extension using the parent brand to brand a new product outside the product category currently served by the parent brand.

category membership the products or sets of products with which a brand competes and which function as close substitutes.

cause-related marketing marketing that links a firm’s contributions to a designated cause to customers’ engaging directly or indirectly in revenue-producing transactions with the firm.

channel conflict when one channel member’s actions prevent the channel from achieving its goal.

channel coordination when channel members are brought together to advance the goals of the channel, as opposed to their own potentially incompatible goals.

channel power the ability to alter channel members’ behavior so that they take actions they would not have taken otherwise.

club membership programs programs open to everyone who purchases a product or service, or limited to an affinity group of those willing to pay a small fee.

co-branding (also dual branding or brand bundling) two or more well-known brands are combined into a joint product or marketed together in some fashion.

cohorts groups of individuals born during the same time period who travel through life together.

communication adaptation changing marketing communications programs for each local market.

communication-effect research determining whether an ad is communicating effectively.

company demand the company’s estimated share of market demand at alternative levels of company marketing effort in a given time period.

company sales forecast the expected level of company sales based on a chosen marketing plan and an assumed marketing environment.

competitive advantage a company’s ability to perform in one or more ways that competitors cannot or will not match.

company sales potential the sales limit approached by company demand as company marketing effort increases relative to that of competitors.

conformance quality the degree to which all the produced units are identical and meet the promised specifications.

conjoint analysis a method for deriving the utility values that consumers attach to varying levels of a product’s attributes.

conjunctive heuristic the consumer sets a minimum acceptable cutoff level for each attribute and chooses the first alternative that meets the minimum standard for all attributes.

consumer behavior the study of how individuals, groups, and organizations elect, buy, use, and dispose of goods, services, ideas, or experiences to satisfy their needs and wants.

consumer involvement the level of engagement and active processing undertaken by the consumer in responding to a marketing stimulus.

consumerist movement an organized movement of citizens and

government to strengthen the rights and powers of buyers in relation to sellers.

consumption system the way the user performs the tasks of getting and using products and related services.

containerization putting the goods in boxes or trailers that are easy to transfer between two transportation modes.

contractual sales force manufacturers’ reps, sales agents, and brokers, who are paid a commission based on sales.

convenience goods goods the consumer purchases frequently, immediately, and with a minimum of effort.

conventional marketing channel an independent producer, wholesaler(s), and retailer(s).

core benefit the service or benefit the customer is really buying.

core competency attribute that (1) is a source of competitive advantage in that it makes a significant contribution to perceived customer benefits, (2) has applications in a wide variety of markets, (3) is difficult for competitors to imitate.

core values the belief systems that underlie consumer attitudes and behavior, and that determine people’s choices and desires over the long term.

corporate culture the shared experiences, stories, beliefs, and norms that characterize an organization.

corporate retailing corporately owned retailing outlets that achieve economies of scale, greater purchasing power, wider brand recognition, and better-trained employees.

countertrade offering other items in payment for purchases.

critical path scheduling (PS) network planning techniques to coordinate the many tasks in launching a new product.

cues stimuli that determine when, where, and how a person responds.

culture the fundamental determinant of a person’s wants and behavior.

customer-based brand equity the differential effect that brand knowledge has on a consumer response to the marketing of that brand.

customer churn high customer defection.

customer consulting data, information systems, and advice services that the seller offers to buyers.

customer database an organized collection of comprehensive information about individual customers or prospects that is current, accessible, and actionable for marketing purposes.

customer equity the sum of lifetime values of all customers.

customer lifetime value (CLV) the net present value of the stream of future profits expected over the customer’s lifetime purchases.

customer mailing list a set of names, addresses, and telephone numbers.

customer-management organization deals with individual customers rather than the mass market or even market segments.

customer perceived value (CPV) the difference between the prospective customer’s evaluation of all the benefits and all the costs of an offering and the perceived alternatives.

customer-performance scorecard how well the company is doing year after year on particular customer-based measures.

customer profitability analysis (CPA) a means of assessing and ranking customer profitability through accounting techniques such as activity-based costing (ABC).

customer relationship management (CRM) the process of carefully managing detailed information about individual customers and all customer “touch points” to maximize loyalty.

customer training training the customer’s employees to use the vendor’s equipment properly and efficiently.

customer value analysis report of the company’s strengths and weaknesses relative to various competitors.

customer-value hierarchy five product levels that must be addressed by marketers in planning a market offering.

customerization combination of operationally driven mass customization with customized marketing in a way that empowers consumers to design the product and service offering of their choice.

D

data mining the extracting of useful information about individuals, trends, and segments from the mass of data.

data warehouse a collection of current data captured, organized, and stored in a company’s contact center.

database marketing the process of building, maintaining, and using customer databases and other databases for the purpose of contacting, transacting, and building customer relationships.

declining demand consumers begin to buy the product less frequently or not at all.

deep metaphors basic frames or orientations that consumers have toward the world around them.

delivery how well the product or service is delivered to the customer.

demand chain planning the process of designing the supply chain based on adopting a target market perspective and working backward.

demand-side method identifying the effect sponsorship has on consumers’ brand knowledge.

design the totality of features that affect how a product looks, feels, and functions to a consumer.

direct (company) sales force full- or part-time paid employees who work exclusively for the company.

direct marketing the use of consumer-direct (CD) channels to reach and deliver goods and services to customers without using marketing middlemen.

direct-order marketing marketing in which direct marketers seek a measurable response, typically a customer order.

direct product profitability (DDP) a way of measuring a product’s handling costs from the time it reaches the warehouse until a customer buys it in the retail store.

discrimination the process of recognizing differences in sets of similar stimuli and adjusting responses accordingly.

display ads small, rectangular boxes containing text and perhaps a picture to support a brand.

dissociative groups those groups whose values or behavior an individual rejects.

distribution programming building a planned, professionally managed, vertical marketing system that meets the needs of both manufacturer and distributors.

drive a strong internal stimulus impelling action.

dual adaptation adapting both the product and the communications to the local market.

dumping situation in which a company charges either less than its costs or less than it charges in its home market, in order to enter or win a market.

durability a measure of a product’s expected operating life under natural or stressful conditions.

E

e-business the use of electronic means and platforms to conduct a company’s business.

e-commerce a company or site offers to transact or facilitate the selling of products and services online.

elimination-by-aspects heuristic situation in which the consumer compares brands on an attribute selected probabilistically, and brands are eliminated if they do not meet minimum acceptable cutoff levels.

environmental threat a challenge posed by an unfavorable trend or development that would lead to lower sales or profit.

ethnographic research a particular observational research approach that uses concepts and tools from anthropology and other social science disciplines to provide deep cultural understanding of how people live and work.

everyday low pricing (EDLP) in retailing, a constant low price with few or no price promotions and special sales.

exchange the process of obtaining a desired product from someone by offering something in return.

exclusive distribution severely limiting the number of intermediaries, in order to maintain control over the service level and outputs offered by resellers.

expectancy-value model consumers evaluate products and services by combining their brand beliefs—positive and negative— according to their weighted importance.

expected product a set of attributes and conditions buyers normally expect when they purchase this product.

experience curve (learning curve) a decline in the average cost with accumulated production experience.

experimental research the most scientifically valid research designed to capture cause-and-effect relationships by eliminating competing explanations of the observed findings.

F

fad a craze that is unpredictable, short-lived, and without social, economic, and political significance.

family brand situation in which the parent brand is already associated with multiple products through brand extensions.

family of orientation parents and siblings.

family of procreation spouse and children.

features things that enhance the basic function of a product.

fixed costs (overhead) costs that do not vary with production or sales revenue.

flexible market offering (1) a naked solution containing the product and service elements that all segment members value, and (2) discretionary options that some segment members value.

focus group a gathering of six to ten people who are carefully selected based on certain demographic, psychographic, or other considerations and brought together to discuss various topics of interest.

forecasting the art of anticipating what buyers are likely to do under a given set of conditions.

form the size, shape, or physical structure of a product.

forward invention creating a new product to meet a need in another country.

frequency programs (FPs) designed to provide rewards to customers who buy frequently and in substantial amounts.

full demand consumers are adequately buying all products put into the marketplace.

G

generics unbranded, plainly packaged, less expensive versions of common products such as spaghetti, paper towels, and canned peaches.

global firm a firm that operates in more than one country and captures R&D, production, logistical, marketing, and financial advantages in its costs and reputation that are not available to purely domestic competitors.

global industry an industry in which the strategic positions of competitors in major geographic or national markets are fundamentally affected by their overall global positions.

goal formulation the process of developing specific goals for the planning period.

going-rate pricing price based largely on competitors’ prices.

gray market branded products diverted from normal or authorized distribution channels in the country of product origin or across international borders.

H

hedonic bias when people have a general tendency to attribute success to themselves and failure to external causes.

heuristics rules of thumb or mental shortcuts in the decision process.

high-low pricing charging higher prices on an everyday basis but then running frequent promotions and special sales.

holistic marketing concept a concept based on the development, design, and implementation of marketing programs, processes, and activities that recognizes their breadth and interdependencies.

horizontal marketing system two or more unrelated companies put together resources or programs to exploit an emerging market opportunity.

hub-and-spoke system product-management organization where brand or product manager is figuratively at the center, with spokes leading to various departments representing working relationships.

hybrid channels use of multiple channels of distribution to reach customers in a defined market.

I

image the set of beliefs, ideas, and impressions a person holds regarding an object.

industry a group of firms that offer a product or class of products that are close substitutes for one another.

informational appeal elaborates on product or service attributes or benefits.

ingredient branding a special case of co-branding that involves creating brand equity for materials, components, or parts that are necessarily contained within other branded products.

innovation any good, service, or idea that is perceived by someone as new.

innovation diffusion process the spread of a new idea from its source of invention or creation to its ultimate users or adopters.

installation the work done to make a product operational in its planned location.

institutional market schools, hospitals, nursing homes, prisons, and other institutions that must provide goods and services to people in their care.

integrated logistics systems (ILS) materials management, material flow systems, and physical distribution, abetted by information technology (IT).

integrated marketing mixing and matching marketing activities to maximize their individual and collective efforts.

integrated marketing channel system the strategies and tactics of selling through one channel reflect the strategies and tactics of selling through one or more other channels.

integrated marketing communications (IMC) a concept of marketing communications planning that recognizes the added value of a comprehensive plan.

intensive distribution the manufacturer placing the goods or services in as many outlets as possible.

internal branding activities and processes that help to inform and inspire employees.

internal marketing an element of holistic marketing, is the task of hiring, training, and motivating able employees who want to serve customers well.

interstitials advertisements, often with video or animation, that pop up between changes on a Web site.

irregular demand consumer purchases vary on a seasonal, monthly, weekly, daily, or even hourly basis.

J

jobbers small-scale wholesalers who sell to small retailers.

joint venture a company in which multiple investors share ownership and control.

L

latent demand consumers may share a strong need that cannot be satisfied by an existing product.

lean manufacturing producing goods with minimal waste of time, materials, and money.

learning changes in an individual’s behavior arising from experience.

lexicographic heuristic a consumer choosing the best brand on the basis of its perceived most important attribute.

licensed product one whose brand name has been licensed to other manufacturers who actually make the product.

life-cycle cost the product’s purchase cost plus the discounted cost of maintenance and repair less the discounted salvage value.

life stage a person’s major concern, such as going through a divorce, going into a second marriage, taking care of an older parent, deciding to cohabit with another person, deciding to buy a new home, and so on.

lifestyle a person’s pattern of living in the world as expressed in activities, interests, and opinions.

line extension the parent brand is used to brand a new product

that targets a new market segment within a product category currently served by the parent brand.

line stretching a company lengthens its product line beyond its current range.

long-term memory (LTM) a permanent repository of information.

loyalty a commitment to rebuy or repatronize a preferred product or service.

M

maintenance and repair the service program for helping customers keep purchased products in good working order.

market various groups of customers.

market-buildup method identifying all the potential buyers in each market and estimating their potential purchases.

market-centered organizations companies that are organized along market lines.

market demand the total volume of a product that would be bought by a defined customer group in a defined geographical area in a defined time period in a defined marketing environment under a defined marketing program.

market forecast the market demand corresponding to the level of industry marketing expenditure.

market logistics planning the infrastructure to meet demand, then implementing and controlling the physical flows or materials and final goods from points of origin to points of use, to meet customer requirements at a profit.

market-management organization a market manager supervising several market-development managers, market specialists, or industry specialists and draw on functional services as needed.

market opportunity analysis (MOA) system used to determine the attractiveness and probability of success.

market partitioning the process of investigating the hierarchy of attributes consumers examine in choosing a brand if they use phased decision strategies.

market penetration index a comparison of the current level of market demand to the potential demand level.

market-penetration pricing pricing strategy where prices start low to drive higher sales volume from price-sensitive customers and produce productivity gains.

market potential the limit approached by market demand as industry marketing expenditures approach infinity for a given marketing environment.

market share a higher level of selective demand for a product.

market-skimming pricing pricing strategy where prices start high and are slowly lowered over time to maximize profits from less pricesensitive customers.

marketer someone who seeks a response (attention, a purchase, a vote, a donation) from another party, called the prospect.

marketing the activity, set of institutions, and processes for creating, communicating, delivering, and exchanging offerings that have value for customers, clients, partners, and society at large.

marketing audit a comprehensive, systematic, independent, and periodic examination of a company’s or business unit’s marketing  environment, objectives, strategies, and activities.

marketing channel system the particular set of marketing channels employed by a firm.

marketing channels sets of interdependent organizations involved in the process of making a product or service available for use or consumption.

marketing communications the means by which firms attempt to inform, persuade, and remind consumers—directly or indirectly— about products and brands that they sell.

marketing communications mix advertising, sales promotion, events and experiences, public relations and publicity, direct marketing, and personal selling.

marketing concept is to find not the right customers for your products, but the right products for your customers

marketing decision support system (MDSS) a coordinated collection of data, systems, tools, and techniques with supporting software and hardware by which an organization gathers and interprets relevant information from business and the environment and turns it into a basis for marketing action.

marketing funnel identifies the percentage of the potential target market at each stage in the decision process, from merely aware to highly loyal.

marketing implementation the process that turns marketing plans into action assignments and ensures that such assignments are executed in a manner that accomplishes the plan’s stated objectives.

marketing information system (MIS) people, equipment, and procedures to gather, sort, analyze, evaluate, and distribute information to marketing decision makers.

marketing insights diagnostic information about how and why we observe certain effects in the marketplace, and what that means to marketers.

marketing intelligence system a set of procedures and sources managers use to obtain everyday information about  developments in the marketing environment.

marketing management the art and science of choosing target markets and getting, keeping, and growing customers through creating, delivering, and communicating superior customer value.

marketing metrics the set of measures that helps firms to quantify, compare, and interpret their marketing performance.

marketing network the company and its supporting stakeholders, with whom it has built mutually profitable business relationships.

marketing opportunity an area of buyer need and interest in which there is a high probability that a company can profitably satisfy that need.

marketing plan written document that summarizes what the marketer has learned about the marketplace, indicates how the firm plans to reach its marketing objectives, and helps direct and coordinate the marketing effort.

marketing public relations (MPR) publicity and other activities that build corporate or product image to facilitate marketing goals.

marketing research the systematic design, collection, analysis, and reporting of data and findings relevant to a specific marketing situation facing the company.

markup pricing an item by adding a standard increase to the product’s cost.

mass customization the ability of a company to meet each customer’s requirements

master brand situation in which the parent brand is already associated with multiple products through brand extensions.

materials and parts goods that enter the manufacturer’s product completely.

media selection finding the most cost-effective media to deliver the desired number and type of exposures to the target audience.

megatrends large social, economic, political, and technological changes that are slow to form, and once in place, have an influence for seven to ten years or longer.

membership groups groups having a direct influence on a person.

memory encoding how and where information gets into memory.

memory retrieval how and from where information gets out of memory.

mental accounting the manner by which consumers code, categorize, and evaluate financial outcomes of choices.

microsales analysis examination of specific products and territories that fail to produce expected sales.

microsite a limited area on the Web managed and paid for by an external advertiser/company.

mission statements statements that organizations develop to share with managers, employees, and (in many cases) customers.

mixed bundling the seller offers goods both individually and in bundles.

motive a need aroused to a sufficient level of intensity to drive us to act.

multichannel marketing a single firm uses two or more marketing channels to reach one or more customer segments.

multitasking doing two or more things at the same time.

N

negative demand consumers who dislike the product and may even pay to avoid it.

net price analysis analysis that encompasses company list price, average discount, promotional spending, and co-op advertising to arrive at net price.

noncompensatory models in consumer choice, when consumers do not simultaneously consider all positive and negative attribute considerations in making a decision.

nonexistent demand consumers who may be unaware of or uninterested in the product.

O

opinion leader the person in informal, product-related communications who offers advice or information about a specific product or product category.

ordering ease how easy it is for the customer to place an order with the company.

organization a company’s structures, policies, and corporate culture.

organizational buying the decision-making process by which formal organizations establish the need for purchased products and services and identify, evaluate, and choose among alternative brands and suppliers.

overall market share the company’s sales expressed as a percentage of total market sales.

overfull demand more consumers would like to buy the product than can be satisfied.

P

packaging all the activities of designing and producing the container for a product.

paid search marketers bid on search terms, when a consumer searches for those words using Google, Yahoo!, or Bing, the marketer’s ad will appear on the results page, and advertisers pay only if people click on links.

parent brand an existing brand that gives birth to a brand extension.

partner relationship management (PRM) activities the firm undertakes to build mutually satisfying long-term relations with key partners such as suppliers, distributors, ad agencies, and marketing research suppliers.

pay-per-click ads see paid search.

penetrated market the set of consumers who are buying a company’s product.

perceived value the value promised by the company’s value proposition and perceived by the customer.

perception the process by which an individual selects, organizes, and interprets information inputs to create a meaningful picture of the world.

performance marketing understanding the financial and nonfinancial returns to business and society from marketing activities and programs.

performance quality the level at which the product’s primary characteristics operate.

personal communications channels two or more persons communicating directly face-to-face, person-to-audience, over the telephone, or through e-mail.

personal influence the effect one person has on another’s attitude or purchase probability.

personality a set of distinguishing human psychological traits that lead to relatively consistent responses to environmental stimuli.

place advertising (also out-of-home advertising) ads that appear outside of home and where consumers work and play.

point-of-purchase (P-O-P) the location where a purchase is made, typically thought of in terms of a retail setting.

points-of-difference (PODs) attributes or benefits that consumers strongly associate with a brand, positively evaluate, and believe they could not find to the same extent with a competitive brand.

points-of-parity (POPs) attribute or benefit associations that are not necessarily unique to the brand but may in fact be shared with other brands.

positioning the act of designing a company’s offering and image to occupy a distinctive place in the minds of the target market.

potential market the set of consumers who profess a sufficient level of interest in a market offer.

potential product all the possible augmentations and transformations the product or offering might undergo in the future.

price discrimination a company sells a product or service at two or more prices that do not reflect a proportional difference in costs.

price escalation an increase in the price of a product due to added costs of selling it in different countries.

primary groups groups with which a person interacts continuously and informally, such as family, friends, neighbors, and coworkers.

principle of congruity psychological mechanism that states that consumers like to see seemingly related objects as being as similar as possible in their favorability.

private label brand brands that retailers and wholesalers develop and market.

product anything that can be offered to a market to satisfy a want or need, including physical goods, services, experiences, events, person, places, properties, organizations, information, and ideas.

product adaptation altering the product to meet local conditions or preferences.

product assortment the set of all products and items a particular seller offers for sale.

product concept proposes that consumers favor products offering the most quality, performance, or innovative features.

product invention creating something new via product development or other means.

product map competitors’ items that are competing against company X’s items.

product mix see product assortment.

product-mix pricing the firm searches for a set of prices that maximizes profits on the total mix.

product-penetration percentage the percentage of ownership or use of a product or service in a population.

product system a group of diverse but related items that function in a compatible manner.

production concept holds that consumers prefer products that are widely available and inexpensive.

profitable customer a person, household, or company that over time yields a revenue stream that exceeds by an acceptable amount the company’s cost stream of attracting, selling, and servicing that customer.

prospect a purchase, a vote, or a donation by a prospective client.

prospect theory when consumers frame decision alternatives in terms of gains and losses according to a value function.

psychographics the science of using psychology and demographics to better understand consumers.

public any group that has an actual or potential interest in or impact on a company’s ability to achieve its objectives.

public relations (PR) a variety of programs designed to promote or protect a company’s image or its individual products.

publicity the task of securing editorial space—as opposed to paid space—in print and broadcast media to promote something.

pull strategy when the manufacturer uses advertising and promotion to persuade consumers to ask intermediaries for the product, thus inducing the intermediaries to order it.

purchase probability scale a scale to measure the probability of a buyer making a particular purchase.

pure bundling a firm only offers its products as a bundle.

pure-click companies that have launched a Web site without any previous existence as a firm.

push strategy when the manufacturer uses its sales force and trade promotion money to induce intermediaries to carry, promote, and sell the product to end users.

Q

quality the totality of features and characteristics of a product or service that bear on its ability to satisfy stated or implied needs.

questionnaire a set of questions presented to respondents.

R

reference groups all the groups that have a direct or indirect influence on a person’s attitudes or behavior.

reference prices pricing information a consumer retains in memory that is used to interpret and evaluate a new price.

relationship marketing building mutually satisfying long-term relationships with key parties, in order to earn and retain their business.

relative market share market share in relation to a company’s largest competitor.

reliability a measure of the probability that a product will not malfunction or fail within a specified time period.

repairability a measure of the ease of fixing a product when it malfunctions or fails.

representativeness heuristic when consumers base their predictions on how representative or similar an outcome is to other examples.

retailer (or retail store) any business enterprise whose sales volume comes primarily from retailing.

retailing all the activities in selling goods or services directly to final consumers for personal, nonbusiness use.

risk analysis a method by which possible rates of returns and their probabilities are calculated by obtaining estimates for uncertain variables affecting profitability.

role the activities a person is expected to perform.

S

sales analysis measuring and evaluating actual sales in relation to goals.

sales budget a conservative estimate of the expected volume of sales, used for making current purchasing, production, and cash flow decisions.

sales promotion a collection of incentive tools, mostly short term, designed to stimulate quicker or greater purchase of particular products or services by consumers or the trade.

sales quota the sales goal set for a product line, company division, or sales representative.

sales-variance analysis a measure of the relative contribution of different factors to a gap in sales performance.

satisfaction a person’s feelings of pleasure or disappointment resulting from comparing a product’s perceived performance or outcome in relation to his or her expectations.

scenario analysis developing plausible representations of a firm’s possible future that make different assumptions about forces driving the market and include different uncertainties.

secondary groups groups that tend to be more formal and require less interaction than primary groups, such as religious, professional, and trade-union groups.

selective attention the mental process of screening out certain stimuli while noticing others.

selective distortion the tendency to interpret product information in a way that fits consumer perceptions.

selective distribution the use of more than a few but less than all of the intermediaries who are willing to carry a particular product.

selective retention good points about a product that consumers

like are remembered and good points about competing products are forgotten.

selling concept holds that consumers and businesses, if left alone, won’t buy enough of the organization’s products.

served market all the buyers who are able and willing to buy a company’s product.

served market share a company’s sales expressed as a percentage of the total sales to its served market.

service any act or performance that one party can offer to another that is essentially intangible and does not result in the ownership of anything.

share penetration index a comparison of a company’s current market share to its potential market share.

shopping goods goods that the consumer, in the process of selection and purchase, characteristically compares on such bases as suitability, quality, price, and style.

short-term memory (STM) a temporary repository of information.

social classes homogeneous and enduring divisions in a society, which are hierarchically ordered and whose members share similar values, interests, and behavior.

social marketing marketing done by a nonprofit or government organization to further a cause, such as “say no to drugs.”

specialty goods goods with unique characteristics or brand identification for which enough buyers are willing to make a special purchasing effort.

sponsorship financial support of an event or activity in return for recognition and acknowledgment as the sponsor.

stakeholder-performance scorecard a measure to track the satisfaction of various constituencies who have a critical interest in and impact on the company’s performance.

status one’s position within his or her own hierarchy or culture.

straight extension introducing a product in a foreign market without any change in the product.

strategic brand management the design and implementation of marketing activities and programs to build, measure, and manage brands to maximize their value.

strategic business units (SBUs) a single business or collection of related businesses that can be planned separately from the rest of the company, with its own set of competitors and a manager who is responsible for strategic planning and profit performance.

strategic group firms pursuing the same strategy directed to the

same target market.

strategic marketing plan laying out the target markets and the value proposition that will be offered, based on analysis of the best market opportunities.

strategy a company’s game plan for achieving its goals.

style a product’s look and feel to the buyer.

sub-brand a new brand combined with an existing brand.

subculture subdivisions of a culture that provide more specific identification and socialization, such as nationalities, religions, racial groups, and geographical regions.

subliminal perception receiving and processing subconscious messages that affect behavior.

supersegment a set of segments sharing some exploitable similarity.

supplies and business services short-term goods and services that facilitate developing or managing the finished product.

supply chain management (SCM) procuring the right inputs (raw materials, components, and capital equipment), converting them efficiently into finished products, and dispatching them to the final destinations.

supply-side methods approximating the amount of time or space devoted to media coverage of an event, for example, the number of seconds the brand is clearly visible on a television screen or the column inches of press clippings that mention it.

T

tactical marketing plan marketing tactics, including product features, promotion, merchandising, pricing, sales channels, and service.

target costing deducting the desired profit margin from the price at which a product will sell, given its appeal and competitors’ prices.

target market the part of the qualified available market the company decides to pursue.

target-return pricing determining the price that would yield the firm’s target rate of return on investment (ROI).

telemarketing the use of telephone and call centers to attract prospects, sell to existing customers, and provide service by taking orders and answering questions.

total costs the sum of the fixed and variable costs for any givenlevel of production.

total customer benefit the perceived monetary value of the bundle of economic, functional, and psychological benefits customers expect from a given market offering because of the product, service, people, and image.

total customer cost the bundle of costs customers expect to incur in evaluating, obtaining, using, and disposing of the given market offering, including monetary, time, energy, and psychic costs.

total customer value the perceived monetary value of the bundle of economic, functional, and psychological benefits customers expect from a given market offering.

total market potential the maximum sales available to all firms in an industry during a given period, under a given level of industry marketing effort and environmental conditions.

total quality management an organization-wide approach to continuously improving the quality of all the organization’s processes, products, and services.

tracking studies collecting information from consumers on a routine basis over time.

transaction a trade of values between two or more parties: A gives X to B and receives Y in return.

transfer in the case of gifts, subsidies, and charitable contributions: A gives X to B but does not receive anything tangible in return.

transfer price the price a company charges another unit in the company for goods it ships to foreign subsidiaries.

transformational appeal elaborates on a nonproduct-related benefit or image.

trend a direction or sequence of events that has some momentum and durability.

two-part pricing a fixed fee plus a variable usage fee.

tying agreements agreement in which producers of strong brands sell their products to dealers only if dealers purchase related products or services, such as other products in the brand line.

U

unsought goods those the consumer does not know about or does not normally think of buying, like smoke detectors.

unwholesome demand consumers may be attracted to products that have undesirable social consequences.

V

value chain a tool for identifying ways to create more customer value.

value-delivery network (supply chain) a company’s supply chain and how it partners with specific suppliers and distributors to make products and bring them to markets.

value-delivery system all the expectancies the customer will have on the way to obtaining and using the offering.

value network a system of partnerships and alliances that a firm creates to source, augment, and deliver its offerings.

value pricing winning loyal customers by charging a fairly low price for a high-quality offering.

value proposition the whole cluster of benefits the company promises to deliver.

variable costs costs that vary directly with the level of production.

venture team a cross-functional group charged with developing a specific product or business.

vertical integration situation in which manufacturers try to control or own their suppliers, distributors, or other intermediaries.

vertical marketing system (VMS) producer, wholesaler(s), and retailer(s) acting as a unified system.

viral marketing using the Internet to create word-of-mouth effects to support marketing efforts and goals.

W

warranties formal statements of expected product performance by the manufacturer.

wholesaling all the activities in selling goods or services to those who buy for resale or business use.

Y

yield pricing situation in which companies offer (1) discounted but limited early purchases, (2) higher-priced late purchases, and (3) the lowest rates on unsold inventory just before it expires.

Z

zero-level channel (direct-marketing channel) a manufacturer selling directly to the final customer.

READING LIST: 


1.  Kotler, Philip, and Kevin Keller. Marketing Management. 13th ed. Prentice Hall, 2008.

2. Best, Roger J. Market-Based Management – Strategies for Growing Customer Value and Profitability. 5th ed. Prentice Hall, 2009.

3. Chernev, Alexander. "Managing the Competition." In Strategic Marketing Management. Brightstar Media, Inc., 2009.

4. Dolan, Robert J. "Basic Quantitative Analysis for Marketing." Harvard Business School Publishing, May 24, 1984.

5. Gilbert A. Churchill, Neil M. Ford, Orville C. Walker.  Sales Force Management: Planning, Implementation and Control, 4-th cd., Homewood, IL: Irwin, 1993
PAGE  
40

