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       Test 2

Test 2 is true and false.   Each student is to key in their answers on the ANSWER SHEET and e-mail to the instructor by 9:00 p.m. on Thursday (9/3/09).   This is not a group test, you are to do your own work.   

1. The planning process creates a blueprint for everyone in the organization to follow for achieving organizational objectives.


2.
The planning process defines checkpoints where people within the organization can compare actual performance with expectations to indicate whether current activities are moving the organization towards its objectives.

3.
Relationship-building goals and strategies are seldom included in the plans of business firms.

4.
Good relationships with customers can arm a firm with vital strategic weapons.

5.
Marketing planning establishes the basis for any marketing strategy.

6.
The strategic planning process involves allocation of necessary resources.

7.
Strategic planning has only a slight impact on a firm's destiny because it provides long-term direction for its decision makers.

8.
An example of strategic planning would be a decision by Burger King to experimentally introduce a new                      fish sandwich in their restaurants.


9.
A decision by DaimlerChrysler to strengthen its relationship with women through long-term campaigns designed to make their attitude toward the firm more positive is an example of strategic planning.

10.
A decision by Honda to offer a new car model only in apple green, school bus yellow, and riotous red would be strategic in its implications.

11.
Marketing planning establishes the basis for the firm's overall strategy.

12.
Tactical planning involves actions that focus on current and near-future activities that must be completed to implement larger strategies.

13.
Middle and supervisory-level managers do not spend as much time as CEOs on planning activities.

14.
Top management such as the chief executive officer (CEO) and chief marketing officer of a firm spend a greater proportion of their time on operational planning than do managers at other organizational levels.

15.
Operational planning, such as creating and implementing tactical plans for the departments within an organization, is primarily the responsibility of top level management.
        16.
Tactical planning usually involves production of quarterly and semi-annual plans and divisional budgets, policies, and procedures.


17.
The advertising director, marketing research manager, and other middle-level managers should be involved in planning fundamental organization-wide strategies and the corporate budget.

18.
Organization-wide objectives, fundamental strategies, long-term plans, and total budget formulation are all examples of strategic planning activities handled by top management.

19.
To be most effective, the planning process should include input from a wide range of sources -- employees, suppliers, and customers.

20.
Naomi is the senior vice-president for marketing.  She will likely be closely involved in her firm’s strategic planning.

21.
Fran is a middle-level sales manager.  She spends much of her time working on revisions to the firm’s strategic plan.

22.
The planning process begins at the corporate level with the development of objectives.

23.
A firm's mission statement specifies its overall goals and operational scope and provides general guidelines for future management action.

24.
In a firm, the planning process begins with activities to define the firm's mission, the essential purpose that differentiates that company from all the others.

25.
A firm's mission is the essential purpose that differentiates that company from all others.

26.
Adjustments to a firm's mission statement typically reflect stable business environments and unchanging management philosophies.

27.
Statements such as “achieve a 25 percent market share by 2008” or “open between 50 and 75 new stores annually for each of the next five years” are typically part of mission statements.

28.
The second step in the process of planning is corporate development of the organization's objectives.

29.
A firm spells out its overall goals and operational scope in its organization chart.

30.
Soundly conceived organizational objectives should state specific intentions, such as: "Snapple Corporation seeks to increase its share of the non-carbonated soft drink market to 25 percent within the next two years."

31.
Well-phrased business objectives should specify time horizons for specific achievements, such as "It is anticipated that we will achieve our $77 million sales objective by March 31, 2005."

32.
The third step of the planning process involves a back-and-forth assessment of the strengths, risks, and available opportunities facing the organization at the marketing department level.

33.
A firm's planners should pinpoint its weaknesses. Those weaknesses help them set objectives, develop plans for meeting those objectives, and take advantage of marketing opportunities.

34.
Guided by the information developed by planning at the corporate level, marketers then formulate marketing strategy.

35.
Environmental effects can emerge only from the external environment.

36.
All planning strategies have the goal of creating temporary competitive advantages for an organization.

37.
According to Porter’s Five Forces model, the potential of new entrants, the threat of substitute products, the bargaining power of buyers, and the bargaining power of suppliers, all influence rivalry among competitors.

38.
One affect on the Internet has been to increase barriers to entry making it more difficult for new firms to enter established markets.

39.
The number of available suppliers to a retailer affects their bargaining power.

40.
The fact that car shoppers can now obtain detailed pricing information on the Internet has increased their bargaining power with car dealers.

41.
eBay is an example of a first mover that turned out to be very successful.

42.
The evidence suggests that firms that adopt the first-mover strategy will almost always be the long-term market winners.

43.
A first-mover strategy is generally more risky than a second-mover strategy, though the rewards are often greater.

44.
In strategic planning, SWOT analysis refers to examination of a firm's stability, its work ethic, its organizational structure, and the time horizon of its plans.

45.
An important strategic planning tool, SWOT analysis helps planners compare internal organizational strengths and weaknesses with external opportunities and threats.

46.
A firm's core competencies are things that it does well that customers value and competitors find it difficult to duplicate.

47.
In SWOT analysis, managers face a problem when environmental threats attack their organization's weaknesses.

48.
The scrap heaps that have grown up around manufacturing plants along I-59 near Birmingham, Alabama, have led to numerous complaints about the "visual pollution" suffered by those who live and shop nearby. This situation constitutes a vulnerability of retail merchants in the area.

49.
A lack of technological expertise has caused Sewanee Agrichemical Company to miss several chances at lucrative market opportunities because the firm lacks the skill to participate in the manufacture and marketing of a number of types of newly-developed product. The firm is constrained by its lack of skill.

50.
Matching an external opportunity with an internal weakness produces for the organization a situation known as leverage.

51.
A strategic window represents an extended period of time during which the key requirements of a market and the particular competencies of a firm best fit together.
   52.
  A customer-driven organization begins its overall marketing strategy with a detailed description of its target market.

53.
Marketing strategy is an overall, company-wide program for selecting a particular target market and satisfying consumers in that market through a careful balance of the elements of the marketing mix.

54.
Each of the elements of the marketing mix - product, price, distribution, and promotion - is a subset of the overall marketing strategy.

55.
Marketers make decisions about target markets and marketing mix variables in a vacuum, largely unaware of occurrences in the five dynamic dimensions of the marketing environment.

56.
A target market is a group of customers toward whom a firm directs its marketing efforts.

57.
The firm "Just My Size" targets petite women (over half of all U.S. women) by designing casual wear, lingerie, hosiery, and jeans only in sizes 3 to 8.

58.
The target market for a cat food container that can be resealed and stored so that the contents can be used over a period of time with no deterioration of the product is the cat owner, not the cat.

59.
Diversity in the U.S. population is playing an ever-increasing role in targeting markets.
   60.  
The most recent figures from the U.S. Census Bureau indicate that the Hispanic population of the United States in now nearly even with the African-American population.

61.
The four strategies that are blended into the marketing mix to meet the needs and preferences of a specific target market are product, pricing, distribution, and planning.

62.
A product is more than a good, a service, or an idea.  It also includes satisfaction of all consumer needs in relation to that good, service, or idea.
   63. 
Retailing is a marketing channel.

64.
Distribution costs are generally a small portion of total marketing costs.

65.
Organizations may communicate promotional messages directly through salespeople or indirectly using advertisements and sales promotions.

66.
Pricing strategy is one of the most difficult areas of marketing decision making and is also closely regulated and subject to public scrutiny.

67.
Competition seldom has a significant effect on a marketer's pricing strategy.
   68.
  That an individual can download Microsoft and IBM software products directly from the Internet is part of the two firms' pricing strategy.
   69.
  Marketers do not make decisions about target markets and other marketing strategy elements in a vacuum.
  70.  Toyota's introduction of the hybrid powered "Prius," thus accommodating the future needs of consumers and meeting more stringent legal requirements, created a new market segment.
   71.
  International marketers must be especially sensitive to the socio-cultural environment.
 72.
One reason for organizing into SBUs is to help the company make decisions about which product lines warrant commitment of additional resources and which ones should be weeded from the firm's portfolio.

73.
Each SBU of a diversified company pursues the company mission; it has no specific mission of its own.
 74.
The market share/market growth matrix plots the market share of an SBU - the percentage share of a market that the SBU controls - against market growth potential.

75.
In the market share/market growth matrix, cash cows are SBUs that command a high market share of a high-growth market.

76.
A "star" in the market share/market growth approach to portfolio performance analysis is an SBU with a high market share of a high growth market.

77.
Using the market share/market growth approach to portfolio performance analysis, a "question mark" is an SBU with a high market share of a high growth market.

78.
Using the market share/market growth approach to portfolio performance analysis, "dogs" are SBUs that promise poor future prospects and provide excellent candidates for abandonment at the earliest feasible moment.
79.   Marketers seek to rid themselves of their cash cows because those products hold low market shares of    low-growth markets.

   80.  In the final steps of the marketing planning process, marketers use operating plans to put the marketing strategy into action, then let nature take its course.
THE END
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