
	


ch. 21 marketing quiz

	1.
	Jennifer just bought a birthday gift for her best friend at www.Amazon.com.  Where did this transaction occur? 

	A)
	in the marketspace 

	B)
	in the traditional marketplace 

	C)
	at an ATM 

	D)
	in a bricks-and-mortar store 

	E)
	on a televised shopping network 


	2.
	Which of the following characteristics of electronic commerce create customer value by contributing to time and place utility? 

	A)
	Electronic commerce makes goods and services available to customers to use faster. 

	B)
	Comparison shopping is easier in the marketspace than in the marketplace. 

	C)
	Customers anywhere can shop in the marketspace any time. 

	D)
	Products available in the marketspace are customized. 

	E)
	Consumers can tell marketers exactly what they want in the marketspace. 


	3.
	In the marketspace, consumers can tell marketers exactly what their requirements are, making customization of a product or service to fit the buyer's exact needs possible.  This means that marketers can use electronic commerce to enhance customer value by contributing to: 

	A)
	place utility. 

	B)
	form utility. 

	C)
	time utility. 

	D)
	possession utility. 

	E)
	none of the above. 


	4.
	Matthew is planning a trip to Mexico for spring break.  One night about midnight, he decides to visit Orbitz, the electronic reservation system, to book his flight using the computer in his dorm room.  It takes him about 5 seconds to connect to Orbitz where he is prompted to enter his preferred travel dates and times and to specify which of several criteria such as schedule or price is most important to him.  Matt is on a tight budget, so he checks price.  A second or two after submitting this information, data about several flights on various airlines, arranged from least to most expensive, appears on his computer screen.  He requests seats on the connection that best meets his budget and scheduling preferences and receives instantaneous confirmation of his reservation. After providing his credit card number he prints out a copy of his itinerary.  The total time to complete the transaction is less than five minutes.  Orbitz created customer value for Matt by contributing to which of the following forms of utility? 

	A)
	time utility 

	B)
	place utility 

	C)
	possession utility 

	D)
	form utility 

	E)
	all the above utilities 


	5.
	_____ is identified as buyer-seller electronic communications in a computer-mediated environment in which the buyer controls the kind and amount of information received from the seller. 

	A)
	Multichannel marketing 

	B)
	Electronic commerce 

	C)
	Interactive marketing 

	D)
	Electronic materials handling 

	E)
	Electronic logistics 


	6.
	A _____ is an interactive, Internet/Web-enabled system that allows individual customers to design their own products by answering a few questions and choosing from a menu of product attributes, prices, and delivery systems. 

	A)
	seller menu 

	B)
	seller cookie 

	C)
	content screen 

	D)
	choiceboard 

	E)
	bot 


	7.
	Educational publisher Irwin/McGraw-Hill allows instructors to visit is Primus website and publish customized books comprised of content from its published books.  An instructor can select the information he or she wants included in a text.  Irwin/McGraw-Hill will deliver the hardcopy of the text for the instructor's students in about four weeks.  The selection of text material is made possible through the use of a: 

	A)
	seller menu. 

	B)
	seller cookie. 

	C)
	content screen. 

	D)
	choiceboard. 

	E)
	bot 


	8.
	Amazon.com uses _____ to compare each user's purchases with the purchases of other users with similar preferences to create a list of purchase recommendations.  Based on a customer's desire to purchase the latest Gary Allan CD, Amazon might recommend the CDs by Brad Paisley. 

	A)
	real-time e-commerce 

	B)
	connectivity 

	C)
	collabourative filtering 

	D)
	interactive marketing 

	E)
	seller personalization 


	9.
	Monster.com is a leading online, job-hunting website.  A person hunting for a new job does not have to look at every listing at the website.  He or she can type in a job description, and monster.com will find all the matching jobs plus continue the search and e-mail any new relevant listings.  If the individual has to stop looking before seeing all the relevant jobs, monster.com will remember where he or she left off.  Monster.com uses buyer-initiated: 

	A)
	choiceboards. 

	B)
	personalization. 

	C)
	collabourative filtering. 

	D)
	hierarchical individualization. 

	E)
	media convergence. 


	10.
	_____ is the consumer-initiated practice of generating content on a marketer's website that is custom-tailored to individual's specific needs and preferences. 

	A)
	Personalization 

	B)
	Digitalization 

	C)
	Normalization 

	D)
	Intermediation 

	E)
	Innovation by design 


	11.
	_____ is the solicitation of a consumer's consent to receive e-mail and advertising based on personal data supplied by the consumer. 

	A)
	Opt-out marketing 

	B)
	Seller personalization 

	C)
	E-mail intermediation 

	D)
	E-mail facilitation 

	E)
	Permission marketing 


	12.
	In terms of the customer experience, context is defined as the: 

	A)
	website's ability to tailor itself to different users or to allow users to personalize the website. 

	B)
	layout and design of the website. 

	C)
	degree the website is linked to other websites. 

	D)
	text, pictures, sound, and videos that the website contains. 

	E)
	ways the website enables user-to-user communication. 


	13.
	In terms of the customer experience, content is defined as the: 

	A)
	text, pictures, sound, and videos that the website contains. 

	B)
	website's capabilities to enable commercial transactions. 

	C)
	degree the website is linked to other websites. 

	D)
	layout of the website. 

	E)
	ways the website enables user-to-user communication. 


	14.
	_____ is the ability of a website to modify itself or be modified by each individual user. 

	A)
	Context 

	B)
	Customization 

	C)
	Content 

	D)
	Communication 

	E)
	Connection 


	15.
	In terms of the customer experience, connection is defined as the: 

	A)
	text, pictures, sound, and videos that the website contains. 

	B)
	website's capabilities to enable commercial transactions. 

	C)
	degree the website is linked to other websites. 

	D)
	layout of the website. 

	E)
	website's ability to tailor itself to different users or to allow users to personalize the website. 


	16.
	In terms of the customer experience, _____ is defined as the dialogue that unfolds between the website and its users. 

	A)
	context 

	B)
	communication 

	C)
	commerce 

	D)
	connection 

	E)
	community 


	17.
	GolfWeb.com, is a-popular website for golfing enthusiasts.  Its members pay an annual fee of $39.95 to get discounts on merchandise and to trade tips and stories about the best courses and the toughest holes in its chat rooms.  This is a description of a website with a strong _____ design element. 

	A)
	context 

	B)
	community 

	C)
	choice 

	D)
	convenience 

	E)
	connection 


	18.
	A visitor to schoolpop.com will notice that it contains little text and no pictures, sound, or video and a large number of links that have one thing in common—they are all retailers hoping to attract environmentally-conscious consumers.  Which of the following best describes the schoolpop.com website? 

	A)
	The website has an emphasis on context and minimal content. 

	B)
	The website has minimal context and an emphasis on community. 

	C)
	The website has no content whatsoever. 

	D)
	The website has minimal content and an emphasis on connection. 

	E)
	The website emphasizes commerce and makes little or no use of the other six elements of website design. 


	19.
	Compared to the general population, online consumers tend to be: 

	A)
	female. 

	B)
	better educated. 

	C)
	less affluent. 

	D)
	older. 

	E)
	male. 


	20.
	Which of the following is NOT one of the six distinct online consumer lifestyle segments? 

	A)
	hunter-gatherers 

	B)
	click-and-mortar 

	C)
	cocooners 

	D)
	hooked, online, and single 

	E)
	time-sensitive materialists 


	21.
	The online consumer lifestyle segment called brand loyalists: 

	A)
	are homemakers who do their actual purchasing at traditional retail stores. 

	B)
	rarely spend money online and use the Internet as an information source. 

	C)
	regularly visit their favourite bookmarked websites and spend the most money online. 

	D)
	regard the Internet as a convenient tool for buying music, books, and computer software. 

	E)
	consist of young, affluent single consumers who spend more time online than any other segment. 


	22.
	Which online consumer lifestyle segment is most likely to visit entertainment websites? 

	A)
	hunter-gatherers 

	B)
	click-and-mortar 

	C)
	brand loyalists 

	D)
	hooked, online, and single 

	E)
	time-sensitive materialists 


	23.
	The online consumer lifestyle segment called ebivalent newbies: 

	A)
	are homemakers who do their actual purchasing at traditional retail stores. 

	B)
	rarely spend money online and use the Internet as an information source. 

	C)
	regularly visit their favourite bookmarked websites and spend the most money online. 

	D)
	regard the Internet as a convenient tool for buying music, books, and computer software. 

	E)
	consist of young, affluent single consumers who spend more time online than any other segment. 


	24.
	.Which of the following product categories is particularly well suited for electronic commerce? 

	A)
	computers and computer accessories 

	B)
	CDs, videos, and books 

	C)
	travel reservations 

	D)
	clothing and accessories 

	E)
	all the above 


	25.
	Electronic booksellers like amazon.com and barnesandnoble.com are likely to enjoy strong sales in the future because books are a product category that: 

	A)
	can be delivered digitally. 

	B)
	are highly standardized. 

	C)
	require audio or video demonstration. 

	D)
	do not require pre-purchase trial. 

	E)
	are purchased mainly on the basis of price. 


	26.
	The six reasons why consumers shop and buy online are: 

	A)
	interest, intuitive, cost, control, flexibility, and customization. 

	B)
	customization, customerization, price, service, entertainment, and convenience. 

	C)
	cost, convenience, customization, communication, control, and choice. 

	D)
	content, context, utility, entertainment, communication, and cost. 

	E)
	control, utility, interest, personalization, choice, and flexibility. 


	27.
	_____ are electronic shopping agents that comb websites to compare prices and product features. 

	A)
	Cookies 

	B)
	Weblinks 

	C)
	Intranets 

	D)
	Bots 

	E)
	Extranets 


	28.
	Which of the following is NOT one of the six reasons why consumers say they prefer to shop online? 

	A)
	convenience 

	B)
	cost 

	C)
	choice 

	D)
	cookies 

	E)
	customization 


	29.
	Megan is looking for a gift for her older brother who enjoys reading mysteries.  A book by one of his favourite authors was recently published and she plans to buy it. However, she is on a limited budget so wants to find the lowest price.  The most convenient way for Megan to find the best price for the book would be to: 

	A)
	drive to a large shopping centre where there are several bookstores to see which one has the book at the lowest price. 

	B)
	call all the bookstores in her community to inquire about the price of the book at each one. 

	C)
	use a bot to comb the websites of online booksellers and locate the website with the best price. 

	D)
	use a cookie to contact various bookstores and find the one with the best price. 

	E)
	do none of the above. 


	30.
	On eBay.com, the Internet auction website, sellers design the web page on which they sell their merchandise.  One individual who was selling a Coca-Cola tray from the 1920s used a background that resembled fluffy clouds in a blue sky.  The page contained six pictures of the tray from different angles and an animated depiction of an American flag.  Many potential buyers abandoned the page before all the pictures downloaded.  The seller must have been unaware of the: 

	A)
	eight-second rule. 

	B)
	80/20 principle. 

	C)
	iceberg principle. 

	D)
	hierarchy of needs. 

	E)
	equity theory. 


	31.
	Bolt.com is a popular online destination for people between the ages of 15 and 24.  The main reason users come to this website is to communicate with their peers and voice their opinions through chat rooms, message boards, instant messaging, and polling.  Topics of discussion range from school to music to dating.  Bolt.com is an example of: 

	A)
	spam. 

	B)
	a shopping bot. 

	C)
	a web community. 

	D)
	interactive linking. 

	E)
	a web café. 


	32.
	Which of the following statements about spam is true? 

	A)
	Online services cannot legally prevent spammers from spamming their subscribers. 

	B)
	Spam is defined as solicited e-mail. 

	C)
	Spam is the result of permission e-mail. 

	D)
	The Federal government has no interest in regulating spam. 

	E)
	None of the above statements about spam is true. 


	33.
	_____ is the Internet/Web-enabled promotional strategy that encourages individuals to forward marketer-initiated messages to others via e-mail. 

	A)
	Opt-out marketing 

	B)
	Customerization 

	C)
	Viral marketing 

	D)
	Niche marketing 

	E)
	Permission marketing 


	34.
	To which element of the marketing mix is viral marketing most closely related? 

	A)
	product 

	B)
	place 

	C)
	production 

	D)
	promotion 

	E)
	price 


	35.
	Consumers cite cost as one of the reasons they prefer to buy online because: 

	A)
	shopping in the marketspace allows for easier price comparisons. 

	B)
	the majority of the most popular items bought online can be purchased at the same price or cheaper than in retail stores. 

	C)
	the time and effort of shopping is reduced. 

	D)
	external search costs are lower. 

	E)
	all the above. 


	36.
	Portals help consumers exercise greater control over the online purchase decision process because a portal: 

	A)
	is the means by which online consumers engage in electronic dialogue with marketers. 

	B)
	gives online consumers access to information that enables them to make purchase decisions on their own terms and conditions. 

	C)
	records an online consumer's visit to a website. 

	D)
	contains information about online consumers' product preferences. 

	E)
	all the above. 


	37.
	_____ are computer files that a marketer can download onto the computer of an online shopper who visits the marketer's website. 

	A)
	Cookies 

	B)
	Bots 

	C)
	Locator websites 

	D)
	Interstitials 

	E)
	Promotional websites 


	38.
	According to the text, the two general applications of websites based on their intended purposes are: 

	A)
	information and exchange. 

	B)
	selling and promotional. 

	C)
	transactional and promotional. 

	D)
	corporate and marketing. 

	E)
	utility and promotional. 


	39.
	The primary purpose of transactional websites is to: 

	A)
	convert an online browser into an online buyer. 

	B)
	provide access to human service representatives to assist in making purchases. 

	C)
	conduct customer research. 

	D)
	obtain feedback from customers. 

	E)
	all the above. 


	40.
	____ is a problem for some consumer marketers that use transactional websites even though marketers claim this problem is offset by the number of new customers they attract to stores. 

	A)
	Cannibalization of sales volume 

	B)
	An opt-out restriction 

	C)
	Permission marketing 

	D)
	Viral marketing 

	E)
	None of the above 


	41.
	A visitor to proflowers.com can select and buy beautiful cut flower arrangements to be sent anywhere in North America.  Its home page contains exquisite photos of the month's featured bouquets.  This is an example of a _____ website. 

	A)
	portal 

	B)
	transactional 

	C)
	promotional 

	D)
	supplier 

	E)
	employee 


	42.
	Transactional websites are used less frequently by manufacturers of consumer products because: 

	A)
	in some industries, this form of vertical integration is illegal. 

	B)
	of the threat of channel conflict. 

	C)
	it is difficult to maintain a product development strategy. 

	D)
	some stakeholders are opposed to websites that drain resources without providing any direct return on investment. 

	E)
	such websites require dynamic pricing, which is difficult to use if supply and demand change frequently. 


	43.
	A ____ website is designed to advertise a company's products and provide information on how items can be used and where they can be purchased. 

	A)
	marketing 

	B)
	choiceboard 

	C)
	convenient 

	D)
	transactional 

	E)
	promotional 


	44.
	General Motors reported 80 percent of the people visiting a Saturn store first visited the brand's _____ website at www.saturn.com. 

	A)
	portal 

	B)
	convenient 

	C)
	employee 

	D)
	transactional 

	E)
	promotional 
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