    Principles of Marketing Online
  
    Chapter One





            


     Test 1
    TRUE/FALSE

Test 1 is true and false.   Each student is to key in their answers on the ANSWER SHEET and return or e-mail to the instructor by 9:00 p.m. on Thursday (8/27/09).   This is not a group test, you are to do your own work.   


1.
By combining fabric, thread, wood, springs, and other components, a furniture maker creates time utility for consumers.

2.
Marketing creates only time, form, and possession utilities.

3.
When Sammy purchased a new TV ownership utility was created.

4.
Designing and marketing want-satisfying goods, services, and ideas is the foundation for the creation of utility.

5.
All organizations must create utility to survive.

6.
Marketers are responsible for functions such as identifying customer needs and designing products to meet these needs.  Pricing decisions are typically left to the finance or accounting department.

7.
Around half of all new products introduced eventually succeed in the marketplace.

8.
An increase in output, along with more sophisticated production techniques, helped to usher in the marketing era in the 1950s.

9.
The marketers for Zardoz Consumer Goods use a combination of personal selling and advertising in an attempt to convince consumers to purchase the firm’s products.  Zardoz has a sales orientation.

10.
The marketing era was characterized by the slogan “the consumer rules.”

11.
A focus on maintaining and satisfying existing customers is consistent with the relationship era in marketing history.

12.
While many firms claim to have embraced relationship marketing and have adopted the marketing concept, there is still very little evidence that a strong market orientation contributes to market success and overall financial performance.

13.
A firm with a fully developed marketing concept is one with a companywide consumer orientation with the objective of achieving long-term success.

14.
Marketing myopia exists when management fails to recognize the scope of its business.

15.
If management has a consumer-orientation, rather than a product-orientation, future growth is endangered.

16.
Firms that define their organizational goals narrowly can often avoid the problem of marketing myopia.

17.
If Verizon describes itself as a telecommunications company, rather than a telephone company, it is suffering from marketing myopia.

18.
The CEO of Revlon Cosmetics has stated “In our factory we make perfume; in our advertising we sell hope.”  This statement suggests that Revlon doesn’t suffer from marketing myopia.

19.
The public sector in America has a more diverse array of not-for-profit organizations than does the private sector.

20.
The University of Southern California football team and the local United Way are examples of not-for-profit organizations operating in the public sector.

21.
Some not-for-profit organizations such as the Lance Armstrong Foundation have adopted the marketing concept by partnering with for-profit companies such as Nike to promote the not-for-profit’s message or image.

22.
Not-for-profit organizations are less concerned with the bottom line than are other organizations.

23.
One important difference between for-profit and not-for-profit organizations is the fact that for-profits often must market to multiple publics rather than the single public on which not-for-profits may focus.

24.
The five major types of nontraditional marketing are:  person marketing, place marketing, political marketing, event marketing, and advocative marketing.

25.
Celebrities such as Tiger Woods and Tom Hanks use person marketing to increase their value in the marketplace.

26.
Singer Jimmy Buffet’s thirty-year campaign to convince the “Parrot Heads” that “he is their man” and that they should attend his concerts and buy his CDs is an example of cause marketing.

27.
Prior to, and during, the 2004 Summer Olympics Greece and Athens were engaged in place marketing.

28.
Marketing efforts designed to attract visitors to a particular area or to improve the image of a city, state, region, or nation would be examples of cause marketing.

29.
Marketing of sporting, cultural, and charitable activities to selected target markets is known as cause marketing.

30.
Nike’s sponsorship of the Lance Armstrong Foundation’s “Wear Yellow” campaign is an example of a for-profit organization linking its products to a social objective in cause marketing.

31.
Assume a rock band promotes a concert to aid in the fight against AIDS.  This is an example of a combination of both cause marketing and event marketing.

32.
The Lake Michigan Foundation’s “Save Our Lake” campaign is an example of cause marketing.

33.
The NCAA promotes the Final Four college basketball tournament.  This is an example of organization marketing.

34.
Efforts by the Scottish Society to promote its annual Scottish Games is an example of event marketing.

35.
Virtually all colleges and universities have alumni associations.  These associations publish magazines, hold reunions, and try to raise funds.  These activities constitute organization marketing.

36.
Creativity is a characteristic that allows marketers to adapt standard solutions to unique problems.

37.
Technology is any application of knowledge based on scientific discoveries, inventions, and innovations.

38.
As we move through the opening decade of the twenty-first century, we are also entering a new era of communication considered by some to be as unique as the fifteenth-century invention of the printing press or the first radio and TV broadcasts of the twentieth century.

39.
Interactive multimedia technologies have revolutionized the way people store, distribute, retrieve, and present information.

40.
Interactive marketing is buyer-seller communication in which the customer controls the amount and type of information received from a marketer.

41.
Point-of-sale brochures and coupon dispensers, around for over a decade, are simple forms of interactive advertising.

42.
One of the busiest areas of interactive marketing involves online auction sites such as eBay.

43.
Compared with traditional media, the hypermedia resources of the Web suffer from a number of disadvantages, particularly with regard to speed of access and facility of navigation.

44.
Interactive promotions put the customer in control because the customer can easily get tips on product usage and answers to customer service questions; he or she can also tell the company what they like or dislike about a product, and just as easily click the exit key and move on to another area of the Web.

45.
Sites on the Web provide hypermedia resources -- a system allowing storage of and access to text, graphics, audio, and video in so-called pages linked to each other in a way that integrates these different media elements.

46.
Wireless Internet connections have more than doubled over the past couple of years.

47.
Regardless of how colorful or dynamic your Web site may be, you must first convince potential customers to visit it if you expect to market your product or service to them.

48.
To date, most firms that have used the Internet as part of their marketing program have been outstandingly successful and exceptionally profitable.

49.
B2B e-commerce is much larger than B2C e-commerce.

50.
The cost of finding new customers is far less than the cost of keeping old ones.

51.
Some satellite radio services believe that it can take five years of added revenue, or more, to recoup the cost of finding each new customer.

52.
In today’s competitive environment, while it’s important to keep existing customers, it’s even more important to attract new ones.

53.
The traditional view of marketing can be described as transaction-based marketing.

54.
Relationship marketing broadens the scope of external marketing relationships to include suppliers, customers, and referral sources.

55.
Under the relationship marketing concept, employees within a firm need not apply the same high standards of customer satisfaction to internal relationships at they do to external customer relationships.

56.
Service industry firms are among the leaders in building relationships with their customers based on programs designed to encourage customer loyalty, usually based on cost savings or receipt of extra value.

57.
Airline frequent flyer programs are examples of relationship marketing concepts.

58.
One-to-one marketing is being replaced by team marketing as more and more firms have adopted relationship marketing.

59.
Zardoz customizes its products depending on the geographical location of the buyer.  This is an application of one-to-one marketing.

60.
Customized products can be created only through the use of technology.

61.
Strategic alliances can only be created between one for-profit and one not-for-profit organization.

62.
On average, one-half of the costs involved in a product can be traced directly to marketing.

63.
Marketing is responsible for the performance of eight universal functions: buying, selling, transporting, storing, standardization and grading, financing, risk taking, and securing market information.

64.
DiLimon Fluhme and Company seeks out products that will appeal to its customers and then use advertising, personal selling, and sales promotion to match the goods and services they offer to those customers' needs.  They are performing the financing function of marketing.

65.
The functions of marketing can be grouped into three major categories: the exchange functions, the physical distribution functions, and the financing functions.

66.
When we go to the grocery and buy a gallon of Grade "A"  milk, a pound of U.S.D.A. Choice steak, and a dozen Washington State Extra Fancy apples, whether we know it or not we are experiencing the effect of one of the facilitating functions of marketing.

67.
The buying function of marketing involves advertising, personal selling, and sales promotion in the attempt to match products and services to consumer needs.

68.
Manufacturers engage in risk taking when they create goods and services based on research and their belief that consumers need them.

69.
When Starbucks makes a latte for you in the morning, it is performing a distribution function.

70.
Manufacturers often provide financing for retailers and for final consumers by extending them credit for their purchases.

71.
When we go to Pep Boys and buy a set of four P225 SR 15 radial tires for our car -- because that's the size that was on it when we got it and we know they'll fit -- we are experiencing the effect of the marketing function known as standardization and grading.

72.
Marketers use marketing information to help them understand why consumers purchase some goods and services and reject others.

73.
Less than a quarter of all major corporations now offer ethics training to employees.

74.
In some cases, only media attention and pressures from consumers have motivated companies to implement social responsibility programs.

75.
Doing what is ethical in a particular situation is usually obvious.

76.
Ethical standards vary little from individual to individual.  
77. Timberland Company's large donations to charity and the paid time off given its employees so they can volunteer for their favorite charitable organizations are evidence of its social responsibility.

THE END
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