     Principles of Marketing Online
     Chapter 4, Learning Module 4

      E-Commerce:  Marketing in The Digital Age

Test 4

     Test 4 is true and false.   Each student is to key in their answers on the ANSWER    

     SHEET and e-mail to the instructor by 12:00 midnight on Sunday (9/20/09).       

     This is not a group test, you are to do your own work.   
ANSWER SHEET REQUIRED

1.
E-marketing is essentially the same thing as e-commerce.

2.
A firm uses the Internet to collect and analyze business information and to communicate with suppliers and customers.  This firm is engaged in e-marketing.

3.
Profit-seeking organizations have proven to be the only benefactors of the Internet because of their successful use of marketing techniques in that medium.

4.
Organizations of all kinds are beginning to emphasize marketing's role in achieving set goals.

5.
Marketing's function of bringing buyers and sellers together is now being done faster and more efficiently than ever before through the Internet.

6.
One of the advantages of using the Internet for shopping is that it is open twenty-four hours a day, seven days a week.
     7.
   Internet marketers have difficulty reaching individual consumers worldwide because there are so few available computer and communications technologies to do the job.

8.
E-commerce is the means by which the larger activity of e-marketing is facilitated.

9.
An example of e-marketing would be purchasing the right to download copies of articles from The Manchester Guardian for use in a research paper.

10.
Online marketing refers to marketing activities that connect buyers and sellers electronically through interactive computer systems.

11.
Electronic marketing differs from online marketing in using non computer digital technologies such as fax machines in addition to the computer technologies used in online marketing.

12.
E-commerce preserves the geographic protections of local businesses.

13.
Interactive marketing consists of buyer-seller communications in which the customer controls the amount and type of information received from a marketer.

14.
Amazon.com stores a record of each customer’s purchases and makes recommendations based on purchase behavior whenever the customer logs back on.  This is an example of the interactive marketing capability of e-commerce.

15.
An extranet is a corporate network that allows communication between a firm and selected customers, suppliers, and business partners outside the firm.

16.
Today, e-commerce is the primary function of the World Wide Web, with almost 80 percent of all Web sites devoted to some aspect of e-commerce.

17.
The basic pathway for going online is through an ISP such as Earthlink or Prodigy that provides individuals and organizations with direct access to the Internet.  ISP stands for the term Internet Service Provider.

18.
Wi-Fi is short for wireless fidelity and is the standard for wireless Web access.

19.
Conducting business on the Internet amounts to nothing more than creating a great-looking Web site.

20.
A Web site must provide a platform for communication between organizations, customers, and suppliers.

21.
E-commerce is now a leading force in changing the way the world lives and breathes.

22.
Currently 5 percent of gross domestic product (GDP), e-commerce is expected to increase to 25 percent of U.S. GDP by the end of the decade.

23.
Business-to-business online marketing is, for the most part, even more glitzy and glamorous than business-to-consumer online marketing.

24.
In the B2B (business-to-business) market online, some businesses are now buying and selling through electronic exchanges, Web-based marketplaces that cater to a specific industry's needs.

25.
B2B e-commerce is growing faster in the U.S. than it is in either Europe or Asia.

26.
Search marketing means getting a firm’s Web site listed with one of the major search engines.

27.
A first step for the would-be Internet vendor is to list the firm with the major search engines and also with one or more Internet yellow pages publications such as Verizon's SuperPages.com.

28.
As yet, physicians, attorneys, and accountants have not found a way to reach existing and potential clients using the Internet.

29.
Amazon.com is more than just an online retailer; it is also a major e-commerce services company.

30.
An important objective of online marketing is to distinguish a firm and its products from competitors' offerings.

31.
Successful online B2B marketers serve their customers by thinking like a vendor.

32.
The main benefit of B2B e-commerce is speed.  Cost savings are minimal when compared with other methods of B2B commerce.

33.
Business-to-business online strategies produce cost savings in every area of the marketing mix - product, promotion, price, and distribution - as electronic marketing replaces the traditional brick-and-mortar approach.

34.
Online marketing greatly increases the time involved for marketers to reach target markets.

35.
A company's Web site should capture its personality and serve as an effective public relations tool.

36.
The Web inhibits an organization's operations by reducing distances and removing time zones, thus forcing the organization into excessively long hours of operation.

37.
A firm's Internet home page should simply be a guide to how to get in touch with the proper people within the company using conventional letters, phone calls, faxes, and personal visits.

38.
Online marketing need not be part of an overall marketing strategy before it can create value for customers.

39.
The main reason people give for shopping online is lower prices.

40.
"Bots" -- short for robots -- are search programs that examine hundreds of sites on the Web, gather and assemble information, and bring it back to the sender.

41.
Many Web sites offer their customers added convenience by providing custom-fitted products to match individual requirements.

42.
Today's emphasis in online marketing to consumers is on one-to-one marketing creating loyal customers who will place repeat orders.

43.
Personalized marketing online is exemplified by Amazon.com's Web site welcoming back a previous customer by name and suggesting several books or other products he or she might like.

44.
The key to building strong customer relationships in both traditional and online marketing is customer service.

45.
E-commerce can markedly reduce the costs of starting and operating a business.

46.
When a sale does not close online, marketers who engage in e-commerce find that the increased costs of the lost sale leave them at a disadvantage with respect to firms that do not market online.

47.
The fact that most Internet sites are written in the English language restricts access to them by Asian consumers.

48.
Although the Internet has no geographical barriers, countries do, and issues of infrastructure, economy, and politics all come into play when marketers try to enter international markets.

49.
At present, consumers can rest assured that any personal data they may have given an online vendor will not be passed on to someone else if the company is sold or goes out of business.
 50.
The heaviest online users for shopping purposes are rural people of African-American and Hispanic descent.

51.
Company Web sites, online advertisements on other peoples' sites, and online communities constitute the primary alternatives available to firms that decide to market their goods and services online.

52.
A corporate Web site is typically designed to increase the firm's visibility and, rather than sell the firm's products directly, attempt to build good will and assist channel members in their marketing efforts.

53.
Marketing Web sites, though they may include information about company history, have as their goal increasing purchases by site visitors.

54.
An electronic storefront is a real brick-and-mortar store that uses high-tech electronic equipment to simulate the appearance and design of a Web site.

55.
Cybermalls typically feature a popular national retailer with high consumer traffic as an anchor tenant, supplemented by stores designed to provide a good match of merchandise offerings for the shopper.

56.
Banner ads are boxes placed typically at the upper right corner of someone else's Web site. Whether static or "pop-up" types, they usually call attention to themselves by covering up some significant part of the other firm's message.

57.
Online communities, which are of several types, appeal to people who share similar interests, providing a place where members congregate online to exchange views and information on topics of interest.

58.
Online communities are not limited to consumers.  They also facilitate business-to-business marketing interactions.

59.
Web kiosks are versatile, multimedia freestanding computers often located in shopping centers or retail showrooms that deliver information on demand.

60.
Web kiosks often provide discount coupons or product information and in some cases even take the place of online shopping.

61.
The goals of Web kiosks are to prevent customers from leaving empty-handed and to provide new levels of selection, especially for customers who may not otherwise have Internet access.

62.
The official name of Web kiosks is "store-assisted Web-online selling."

63.
Electronic currency is a system of exchange in which a consumer can set up accounts at Web sites and transfer money into the accounts.

64.
Virtual coupons are just like paper coupons except that the consumer has to request that they be sent by regular mail to his or her home address in order to obtain them.

65.
Though smart cards have been popular in the United States for years, they have yet to catch on in Europe and Asia.

66.
Companies are beginning to target participants in Web blogs for a variety of marketing purposes.

67.
To have a successful e-commerce business, it is not necessary that marketing activities remain customer-oriented.

68.
Because it is relatively inexpensive to go online, marketers need not strive for the highest possible return on their Web site investments.

69.
The first step in building a successful Web site is to identify the purpose of the site.

70.
Well-designed Web sites are straightforward, provide security and privacy, and, most importantly, are easy to navigate.

71.
Marketing Web sites usually don’t have to be updated frequently; once a month or once a quarter is usually sufficient

72.
Web site management involves constant attention not only to the site's content but to its technical presentation.

73.
Marketers shouldn’t worry too much about the cost associated  with Web sties because their profitability has been consistently high.

74.
Low "click-through" rates have made Web advertising less attractive than it was when it was novel and people were more likely to click on anything online.

75.
Web page counters that show how many times the page has been visited are good indicators of whether people are spending time on the page or skipping over it on the way to another page.

76.
The conversion rate is a basic measurement of the percentage of Web site visitors who make purchases at the site.

77.
Only about 15 percent of large companies use their Web sites for purposes other than generating revenue.

78.
One of the problems involved in measuring the productivity of a Web site is that a telephone order resulting from an ad on a Web site still shows the sale as a phone sale, not a Web site sale, even though the order originated at the site.

79.
Companies that use their Web sites to showcase their products and offer information about their organizations measure their success in terms of increased brand awareness and brand loyalty.

80.
In e-commerce, attempts to increase conversion rates involve firms ensuring that their sites download quickly, are easy to use, and deliver on their promises.
THE END
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