Unit 4 Test Review
Multiple Choice
Identify the choice that best completes the statement or answers the question.
____
1.
Generally, small, easy-to-distribute, low-priced goods that are purchased frequently are classified as 

	a.
	specialty goods.
	c.
	convenience goods.

	b.
	esoterica.
	d.
	shopping goods.


____
2.
The prize in a cereal box is a good example of a type of consumer promotion called a

	a.
	rebate.
	c.
	premium.

	b.
	bonus pack.
	d.
	none of the above


____
3.
The shipping document that verifies the contents of the goods being shipped and their final destination is the 

	a.
	export declaration.
	c.
	insurance certificate.

	b.
	destination control statement.
	d.
	none of the above


____
4.
Which of the following is not one of the four Ps of marketing?

	a.
	principal

	b.
	product 

	c.
	place

	d.
	All of the above are part of the marketing mix.


____
5.
Which of the following is not a phase of a typical product life cycle?

	a.
	recycling

	b.
	introduction 

	c.
	growth

	d.
	All of the above are phases of a typical product life cycle.


____
6.
If a company produces all of the components of its goods internally it is

	a.
	buy-sourcing.
	c.
	outsourcing.

	b.
	make-sourcing.
	d.
	none of the above


____
7.
The type of discounts given by a company to a company that carries the former’s products is a

	a.
	cash payment discount.
	c.
	trade discount.

	b.
	shipping discount.
	d.
	none of the above


____
8.
Which of the following products is generally not noted for its high or universal level of acceptance among consumers of many nations?

	a.
	food products

	b.
	raw materials

	c.
	construction items

	d.
	All of the above have high levels of acceptance.


____
9.
The most commonly used demographic categories are 

	a.
	occupation and gender.
	c.
	education and occupation.

	b.
	age and occupation.
	d.
	none of the above.


____
10.
Psychographic segmentation is not done on the basis of 

	a.
	consumer interests.
	c.
	consumer location.

	b.
	consumer attitudes.
	d.
	consumer opinions.


____
11.
Which of the following is not an example of the fixed costs associated with the production of a good?

	a.
	the cost of obtaining production equipment

	b.
	the cost of the raw materials for each product

	c.
	the cost of building, buying, or leasing the production plant

	d.
	All of the above are examples of such fixed costs.


____
12.
Psychographic segmentation closely parallels the study of people in groups, which is known as 

	a.
	psychology.
	c.
	geography.

	b.
	sociology.
	d.
	none of the above.


____
13.
Which of the following factors does not need to be considered when company managers are deciding whether to enter a foreign market with a new product?

	a.
	technological factors

	b.
	country factors

	c.
	product factors

	d.
	All of the above need to be considered.


____
14.
Soccer moms and those who enjoy Xtreme sports are representative of market segmentation done by

	a.
	age.
	c.
	psychographics.

	b.
	income.
	d.
	geographic regions.


____
15.
Which of the following is not an example of formal feedback?

	a.
	customer surveys

	b.
	statistics 

	c.
	complaints from customers

	d.
	All of the above are examples of formal feedback.


____
16.
Of the various types of appeals that advertisers use to support the theme of their advertising, which of the following is not used?

	a.
	emotions

	b.
	fear

	c.
	romance

	d.
	All of the appeals listed above are used.


____
17.
The value-to-weight ratio of a good compares the 

	a.
	selling price of the item to the actual weight.

	b.
	selling price of the item to the cost of shipping the item.

	c.
	manufacturing cost of the item to the cost of shipping the item.

	d.
	none of the above


____
18.
Which of the following intermediaries is not a traditional marketing channel?

	a.
	retailers

	b.
	transporters

	c.
	wholesalers

	d.
	All of the above are included in the traditional marketing channel.


____
19.
In the text, the act of changing an input into an output by adding value to it is referred to as the 

	a.
	transformation process.
	c.
	value formation process.

	b.
	valuation process.
	d.
	none of the above.


____
20.
An international trade intermediary that specializes in combining small shipments from several companies into one larger, less expensive, shipment is known as a(n)

	a.
	export trading company.
	c.
	customs broker.

	b.
	freight forwarder.
	d.
	none of the above


____
21.
The policy of setting the price of a new or prestige product as high as possible is referred to as 

	a.
	skimming pricing.
	c.
	penetration pricing.

	b.
	pirating.
	d.
	none of the above


____
22.
Which of the following is not a component of the promotional mix?

	a.
	personal selling

	b.
	advertising

	c.
	financing the purchase

	d.
	All of the above are components of the promotional mix.


____
23.
A group in which a facilitator asks for feedback from a select group of potential customers is called a 

	a.
	observation group.
	c.
	development group.

	b.
	focus group.
	d.
	none of the above


Matching
Match each item with the correct statement below.

	a.
	consumer promotions
	f.
	organizational market

	b.
	demographics
	g.
	personal selling

	c.
	market
	h.
	product differentiation

	d.
	market segmentation 
	i.
	promotional mix

	e.
	marketing
	j.
	trade promotions


____
24.
tactics used to sell products to end-users or consumers
____
25.
tactics used to sell goods and services to other businesses
____
26.
any form of direct contact between a salesperson and a customer
____
27.
a set of people who share similar wants or needs and are capable of buying products
____
28.
the process of analyzing and classifying customers in a market to create a smaller, more precise market
____
29.
the process of planning, pricing, promoting, selling, and distributing products to satisfy customers’ needs and wants
____
30.
statistics that describe a population in terms of personal characteristics
____
31.
a group of companies that buy and resell goods and companies that use these goods to create other products
____
32.
any combination of the four components of promotion
____
33.
an advertising approach whereby a company suggests its product is different from and better than similar products of its competitors
Match each item with the correct statement below.

	a.
	channel of distribution
	f.
	indirect channel of distribution

	b.
	direct channel of distribution
	g.
	penetration pricing

	c.
	direct marketing
	h.
	renewable goods

	d.
	convenience consumer goods
	i.
	skimming pricing

	e.
	specialty goods
	j.
	industrial goods


____
34.
goods sold in organizational or B2B markets
____
35.
the path a product takes from the producer to the customer
____
36.
goods that can be regenerated or regrown
____
37.
a path used to sell products directly to consumers without using wholesalers or retailers
____
38.
the practice of contacting consumers directly
____
39.
the practice of setting the price for a product as low as possible so as to quickly enter a market
____
40.
a path that uses consumer agents or merchant middlemen to distribute products from producer to consumer
____
41.
products that have unique brands and characteristics
____
42.
items that are small, easily distributed, low-priced, and frequently purchased
____
43.
the practice of setting the price of a new or prestige product as high as possible
Short Answer

44.
Name and explain the importance of any four of the six factors identified in the text as being pertinent to the target country and also need to be evaluated before deciding to market a product in that country.

45.
Define and distinguish between the three basic methods of product distribution.
True/False
Indicate whether the statement is true or false.
____
46.
Magazines have a shorter shelf life than newspapers.
____
47.
Monetary exchange rates do not affect the price of a product sold in the international marketplace.
____
48.
The cost of each unit, or item, produced by a manufacturing operation is known as the maximum efficient scale.
____
49.
According to economic theory, where there is perfect competition, the market sets a product’s price.
____
50.
The placement of products for sale in every possible place is selective distribution.
____
51.
Products in the United States carry two implied warranties: The product will work as described, and it is safe if used correctly.
____
52.
According to the text, the initial step in developing an international marketing plan is to set company goals for sales, market share, and production share.
____
53.
Beyond using the appropriate language for the country, the packaging and labeling of a product do not have to change from country to country.
____
54.
Psychographics is one of the three main types of characteristics that are used to identify market segments of consumers.
____
55.
Companies that produce parts internally for their own manufacturing processes are vertically integrated firms.
____
56.
Businesses do not segment markets by race, religion, or nationality.
____
57.
The International Organization for Standardization (ISO) is a United Nations agency concerned with the development of fair quality-control systems.
____
58.
Direct marketing is not possible by using television as the medium.
____
59.
Shopping goods tend to have higher prices than convenience goods.
____
60.
As a company produces more items in the same plant, the production cost for each item is usually lowered.
____
61.
Ads on T-shirts and caps and trailers in movie theaters are good examples of specialty advertising.
____
62.
The practice of setting the price of a new product extremely low, in order to prevent a competitor from entering the market with a competing product, is known as defensive pricing.
____
63.
A standardized advertising message is one that stays the same in all countries.
____
64.
The three major types of markets in which companies sell products are occupational markets, consumer markets, and governmental markets.
____
65.
The two main tasks associated with advertising are preparing the message and developing the product.

