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1) Digital marketing through online, mobile, and social media provides a sense
of brand engagement and community.

2) Social media marketing is a traditional direct marketing tool.

3) Market offerings include entities such as people, places, information, and
ideas.

4) A market is a segment of potential consumers who share a common need or
want.

5) Marketing is primarily concerned with engaging customers and secondarily
with managing profitable customer relationships.

6) When backed by buying power, wants become needs.

7) The augmented product is considered the basic level among the three levels
of product.

8) A product is defined as anything that can be offered to a market for attention,
acquisition, use, or consumption that might satisfy a want or need.

9) The first step for most firms that are venturing into online marketing involves
sending promotional e-mails.

10) An effective MIS assesses information needs, develops needed information,
and distributes the information to help managers with decision making.

11) Selective distortion describes the tendency of people to interpret information
in a way that will support what they already believe.

12) According to Maslow's theory, safety and social needs must be fulfilled
after self-actualization needs.

13) Walmart's microenvironment includes suppliers.

14) Companies today are moving away from target marketing and toward mass
marketing.

15) While designing a customer-driven marketing strategy, marketers are likely
to divide the market into smaller segments.
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1.A is made up of a company, its suppliers, distributors, and,
ultimately, customers who "partner" with each other to improve the performance of
the entire system.

A) manufacturing chain
B) distribution center
C) marketing intermediary
D) value delivery network
E) disintermediation system
2. are sets of interdependent organizations that help make the

product or service of a company available for use by consumers or business users.
A) Research and development channels
B) Upstream channels
C) Marketing channels
D) Raw materials suppliers
E) Backward integration chains
3. Mary Kay Cosmetics and Amway sell their products through home and
office sales parties, online Web sites, and social media. Both companies use a(n)
channel to distribute their offerings.
A) functional
B) indirect
C) direct
D) layered
E) behavioral
4, All the institutions in a channel are connected by several types of flows.
When a retailer conveys to a wholesaler that a new line of hip-hop clothing is not
selling, this is an example of
A) payment flow
B) flow of ownership
C) physical flow
D) information flow
E) promotion flow
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5. A firm that uses direct marketing would most likely sell its products
through
A) one marketing intermediary
B) big box retailers
C) large wholesalers
D) multiple intermediaries
E) the company Web site
6. A(n) is considered a marketing intermediary.
A) customer
B) producer
C) manufacturer
D) wholesaler
E) advertiser
7. Kevin Pinker is a freelance computer programmer who writes computer
algorithms for companies such as SoftStar and BlueHill. SoftStar and BlueHill use
these algorithms to make specific programs based on online market research. These
programs are then sold to the online retailer, Abundon, which then sells them to
individual consumers and businesses. Which of the following is a marketing
intermediary in this chain?
A) SoftStar
B) BlueHill
C) the consumer
D) Abundon
E) Kevin Pinker
8. A consists of producers, wholesalers, and retailers acting as a

unified system. The system can be dominated by any one of the interdependent
members.

A) direct marketing system

B) horizontal distribution channel

C) lateral marketing system

D) conventional distribution channel

E) vertical marketing system
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9. Which of the following is an example of a horizontal conflict in a

distribution channel?

A) a Nike shoe dealer complaining that the shoes provided to the dealer are defective

B) a Ford car dealer complaining that another Ford dealer is underpricing the same
models

C) a FedEx agent complaining that a DHL agent is cutting off his business

D) a Walmart executive complaining to a Pepsi executive for not replenishing stocks
on time

E) a Gucci executive complaining to Gucci's suppliers of delays in shipping
consignments

10. Which of the following is true of a vertical marketing system?

A) It is formed when two 01 more companies at one level join together to follow a
new marketing opportunity.

B) It is formed when a single firm sets up two or more marketing channels to reach
one or more customer segments.

C) It does not give overall power to any one member in the channel.

D) It has each channel member acting as a separate business unit trying to maximize
its own profits.

E) It has one channel member owning all the other channel members or has
contracts with all other channel members.

11. Integrating the entire distribution chain — from its own design and
manufacturing operations to distribution through its own managed stores — has
turned Spanish clothing chain Zara into the world's fastest-growing fast-fashion
retailer. This is an example of a(n) marketing system.

A) contractual vertical

B) corporate vertical

C) administered vertical

D) horizontal

E) direct

_____12. More than 80 percent of McDonald's restaurants worldwide are owned
and operated by franchisees. This illustrates a(n) marketing system.
A) corporate vertical

B) horizontal

C) contractual vertical

D) administered vertical

E) direct
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___13.Luccia's is a restaurant based in Illinois that exclusively sells Italian food.
Luccia's sells the rights to its recipes to a British firm, Clover Trading, which then
opens an outlet in London under the Luccia's brand name. Which kind of channel
arrangement does Luccia's most likely have with Clover Trading?
A) a horizontal marketing system
B) a direct marketing system
C) an administered vertical marketing system
D) a contractual vertical marketing system
E) a corporate vertical marketing system
14. In a(n) marketing system, leadership over production and
distribution is assumed through the size and power of one or a few dominant channel
members.
A) direct
B) contractual vertical
C) horizontal
D) corporate vertical
E) administered vertical
___15.Achanne] arrangement in which two or more companies at one level join
together to follow a new marketing opportunity is referred to as a(n)
A) corporate vertical marketing system
B) contractual vertical marketing system
C) direct marketing system
D) horizontal marketing system
E) administered vertical marketing system
_____16. Producers of convenience products and common raw materials typically
seek distribution — a strategy in which they stock their products in as
many outlets as possible
A) selective
B) exclusive
C) intensive
D) exponential
E) comprehensive
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17. High-end luxury brands like Bentley for cars, Louis Vuitton for handbags,
and Rolex for watches use distribution, giving a limited number of dealers
the sole right to sell products in a specified geographic territory.

A) inclusive
B) horizontal
C) intensive
D) exclusive
E) vertical
18. refers to the activities involved in selling products or services

directly to final consumers for their personal, nonbusiness use.
A) Sole sourcing
B) Retailing
C) Manufacturing
D) Procurement
E) Warehousing
_____19. Stores that provide moderate sales assistance because they carry shopping
goods about which customers need a moderate level of information are called
retailers.
A) self-service
B) full-service
C) off-price
D) limited-service
E) convenience
20. Which types of stores are characterized by specialty goods for which
customers need assistance and higher operating costs that are passed along to
customers as higher prices?
A) self-service stores
B) convenience stores
C) full-service stores
D) discount stores
E) off-price stores
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1. Define the difference of sales promotion and advertising (5%), and name some
consumer promotion tools (10%)

2. What are blogs (5%), and how are marketers using blogs to market their products
and services? (5%) What advantages and disadvantages do blogs pose for
marketers? (5%)
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