Chapter 1 – Introduction to Managing Marketing
True/False Questions

1.
A firm embracing marketing as a philosophy has an external orientation.


True (moderate)

2.
Sales and finance orientations are both examples of internal orientations based on marketing as a philosophy.


True  (moderate)

3.
The firm with an operations orientation typically focuses upon reducing unit costs.


True (easy)

4.
Firms with a technology orientation spend little on marketing research and planning, target customers indiscriminately, offer too many products, and over-invest in finished-goods inventories.


False  (moderate)

5.
The firm with a finance orientation mortgages its future by indiscriminately cutting back on R&D, capital investment, marketing research, and/or advertising.


True  (moderate)

6.
Determine and recommend which markets to address is the first of the six marketing imperatives.


True  (easy)

7.
Marketing imperative 6 states that marketing should decide on the firm’s strategic direction and positioning.


False (moderate)

8.
The marketing mix is the total benefits package the firm offers to its customers.


False  (moderate)

9.
Promotion embraces the various ways the firm communicates with its customers—informing and persuading customers to purchase its products.


True  (moderate)

10.
The Principle of Customer Value states that success depends on providing value to customers.


True  (moderate)

11.
The Principle of Differential Advantage is similar to having a competitive advantage, unique selling proposition, or edge, and lies at the heart of every successful marketing strategy.


True  (moderate)

12.
A differential advantage is a net benefit or cluster of benefits, offered to a sizable group of customers, which they value and are willing to pay for, but cannot get, or believe they cannot get, elsewhere.

True  (moderate)

13.
The Principle of Selectivity and Concentration focuses on key issues of realizing the danger of attempting too much and dissipating the impact of limited resources by spreading them over too many alternatives.


True  (moderate)

14.
According to the text, the best-known marketing manifestation of selectivity and concentration is market penetration.


False  (difficult)

15.
The Principle of Integration states that the firm’s marketplace success depends on providing value to its customers.


False  (moderate)

16.
The Principle of Differential Advantage is closely related to the Principle of Customer Value.

True  (moderate)

17.
The Principle of Differential Advantage asserts that the firm should offer customers something they value but cannot get elsewhere.

True  (moderate)

18.
The Principle of Customer Value is about choosing the firm’s battles.

False  (moderate)

19.
To achieve integration at the customer, the firm must carefully integrate and coordinate all internal functional activities.  

True  (moderate)

20.
Firms with an internal orientation are more likely to achieve integration because shared value of serving customers promote a common purpose.

False  (difficult)

21.
According to the Prinicple of Customer Value, customers do not want the firm’s products; they only want the value those products deliver.

True  (moderate)

Multiple Choice Questions

22.
A firm embracing marketing as a philosophy has a(n) ______________.

a.) operations orientation

b.) external orientation (moderate)

c.) finance orientation

d.) technology orientation

23.
All of the following are examples of internal orientations based on marketing as a philosophy EXCEPT:

a.) operations orientation

b.) sales orientation

c.) finance orientation

d.) marketing orientation (easy)

24.
The firm with a(n) ________________ orientation typically focuses upon reducing unit costs.

a.) sales

b.) finance

c.) operations  (easy)

d.) technology

25.
Firms with a(n) _________________ orientation spend little on marketing research and planning, target customers indiscriminately, offer too many products, and over-invest in finished-goods inventories.

a.) sales (moderate)
b.) finance

c.) operations

d.) technology

26.
The firm with a(n) _______________ orientation  mortgages its future by indiscriminately cutting back on R&D, capital investment, marketing research, and/or advertising.

a.) sales 
b.) finance (easy)
c.) operations

d.) technology

27.
A firm with a(n) _________________ orientation focuses on research, development, and engineering and pays little attention to customer value.

a.) sales 
b.) finance

c.) operations

d.) technology (moderate)
28.
Which of the following is the first of the six marketing imperatives?

a.) Determine and recommend which markets to address (moderate)

b.) Identify and target market segments

c.) Set strategic direction and positioning

d.) Design the marketing offer

29.
Which of the following is the final stage of the six marketing imperatives?

a.) Determine and recommend which markets to address (moderate)

b.) Set strategic direction and positioning

c.) Secure support from other functions

d.) Monitor and control execution and performance (difficult)

30.
Which of the following imperatives states that marketing should identify market opportunities and advise top management on potential strategic actions?

a.) Marketing Imperative 1 (moderate)

b.) Marketing Imperative 2

c.) Marketing Imperative 3

d.) Marketing Imperative 4

31.
___________________ states that marketing must identify and target market segments—groups of customers with similar needs that value similar benefits, with similar priority levels.

a.) Marketing Imperative 1

b.) Marketing Imperative 2 (difficult)

c.) Marketing Imperative 3

d.) Marketing Imperative 4

32.
The marketing imperative that indicates marketing should decide on the firm’s strategic direction and positioning is ____________.

a.) Marketing Imperative 1

b.) Marketing Imperative 2

c.) Marketing Imperative 3 (moderate)

d.) Marketing Imperative 4

33.
Which of the following marketing imperative states that the firm should design the market offer using the tools of the marketing mix:  product, promotion, distribution (place), and, prices?

a.) Marketing Imperative 1

b.) Marketing Imperative 2

c.) Marketing Imperative 3

d.) Marketing Imperative 4  (moderate)
34.
___________ indicates that marketing must monitor and control the firm’s actions and performance to keep it on track.

a.) Marketing Imperative 3

b.) Marketing Imperative 4

c.) Marketing Imperative 5

d.) Marketing Imperative 6 (moderate)
35.
The _______________ is the total benefits package the firm offers to its customers.

a.) target market

b.) marketing offer  (moderate)

c.) post purchase dissonance

d.) marketing mix
36.
Which of the following is not an example of impersonal communication?
a.) advertising
b.) sales promotion

c.) sales force  (moderate)

d.) data mining
37.
In general, the ______________ embodies the major benefits the firm offers to satisfy customer needs.

a.) price

b.) promotion

c.) product  (moderate)

d.) distribution

38.
_______________ embraces the various ways the firm communicates with its customers—informing and persuading customers to purchase its products.

a.) price

b.) promotion (moderate)

c.) product

d.) distribution

39.
_______________ focuses on how and where the customer secures the product.

a.) price

b.) promotion

c.) product

d.) distribution (moderate)
THE FOUR PRINCIPLES OF MARKETING
40.
Which of the following is NOT one of the four principles that are fundamental to successful execution of the marketing role?

a.) The Principle of Selectivity and Concentration

b.) The Principle of Customer Value

c.) The Principle of Cost Reduction  (difficult)

d.) The Principle of Differential Advantage

41.
According to the text, which of the following principles is about choosing a firm’s battles?

a.) The Principle of Selectivity and Concentration  (moderate)

b.) The Principle of Customer Value

c.) The Principle of Differential Advantage

d.) The Principle of Integration

42.
Which of the following principles focuses on the key issues of realizing the danger of attempting too much and dissipating the impact of limited resources by spreading them over too many alternatives?

a.) The Principle of Selectivity and Concentration (moderate)

b.) The Principle of Customer Value

c.) The Principle of Differential Advantage

d.) The Principle of Integration

43.
According to the text, the best-known marketing manifestation of selectivity and concentration is ______________.

a.) related diversification
b.) identifying and targeting market segments  (moderate)

c.) geographic expansion
d.) reverse engineering
44.
_______________ states that success depends on providing value to customers.

a.) The Principle of Selectivity and Concentration

b.) The Principle of Customer Value  (moderate)

c.) The Principle of Differential Advantage

d.) The Principle of Integration

45.
Which of the following was NOT included in the original four Ps of marketing formulation?

a.) Product

b.) Price

c.) Distribution

d.) Service (moderate)

46.
_______________ is similar to having a competitive advantage, unique selling proposition, or edge, and lies at the heart of every successful marketing strategy.

a.) The Principle of Selectivity and Concentration

b.) The Principle of Customer Value

c.) The Principle of Differential Advantage  (moderate)

d.) The Principle of Integration

47.
The principle that states the firm should offer customers something they want but cannot get elsewhere is _______________.

a.) The Principle of Selectivity and Concentration

b.) The Principle of Customer Value

c.) The Principle of Differential Advantage  (difficult)

d.) The Principle of Integration

48.
Which of the following principles states that to assure success, all elements in design and execution must be carefully integrated and coordinated?

a.) The Principle of Selectivity and Concentration

b.) The Principle of Customer Value

c.) The Principle of Differential Advantage

d.) The Principle of Integration  (moderate)

49.
In which of the following processes does the firm divide the market into groups of customers?

a.) The distribution process

b.) The promotion process

c.) The pricing process

d.) The market segmentation process  (moderate)

50.
_____________ is critical for all marketing efforts and has 2 dimensions, at the customer and in the firm.
a.) The Principle of Selectivity and Concentration

b.) The Principle of Customer Value

c.) The Principle of Differential Advantage

d.) The Principle of Integration (difficult)
Essay Questions 

51.
In a short essay, list and discuss the four elements of the marketing mix.


Answer

a.) Product – in general, the product embodies the major benefits the firm offers to satisfy customer needs – these benefits provide value to customers.  If the firm offers greater value than its competitors, customer purchases increase.  The term product typically embraces both physical products and services.
b.) Promotion – promotion embraces the various ways the firm communicates with customers – informing and persuading them to purchase its products.  Promotion includes impersonal communications and personal communications.

c.) Distribution – distribution focuses on how and where customers secure the product.  To confirm to the 4Ps framework, marketers sometimes refer to distribution as place.

d.) Price – price is what customers pay.  The firm establishes the feasible price by the equivalent amount of value it offers through its product, promotion, distribution and service.
(moderate)
52.
In a short essay, list four cticial questions that the firm should answer regarding the portfolio of businesses that should comprise the set of product or markets in which it will compete.


Answer

a.) In which new businesses and markets shall we invest – people, time dollars?
b.) From which businesses and markets shall we withdraw?

c.) In which current businesses and markets shall we continue to invest?

d.) How much investment shall we make in these various businesses and markets?

(easy)

53.
In a short essay, list and discuss the six marketing imperatives.


Answer

a.) Marketing imperative1:  Determine and recommend which markets to address – The firm must choose those markets where it will compete.  To help make these choices, the firm should ask:  What businesses are we in?  What businesses do we want to be in?  Choosing markets is often more important than choosing technologies and/or products.  The firm must continually make market-choice decisions.
b.) Marketing imperative 2:  Identify and target market segments – imperative 2 states that marketing must identify market segments.  When the firm does marketing segmentation well, the needs, benefits, and values that define one segment are quite different from the needs, benefits, and values that define other segments.  Once the firm has identified market segments, it must decide which to target.
c.) Marketing imperative 3:  Set strategic direction and positioning – in imperative 3, the firm decides how to compete in those market segments it has targeted.  For each target segment, marketing must formulate performance objectives.  These objectives guide the firm’s strategic directions in the target segments.  Second, the firm must decide on its positioning for each segment.  It must identify target customers and target competitors, design a more persuasive value proposition than competitors, and provide reasons for customers to believe the firm can deliver that value.
d.) Marketing imperative 4:  Design the marketing offer – the market offer is the total benefits package the firm provides customers.  The marketing mix (product, promotion, distribution and price) is an important part of marketing, but represents just one out of six marketing imperatives.  When the firm designs good market offers, customers purchase its products.  When the firm targets multiple market segments, it should design multiple offers.
e.) Marketing imperative 5:  Secure support from other functions – imperative 5 focuses on how firm functions work together to ensure the firm executes the market offer as designed.  Marketing requires two different types of support (1) support for design and (2) support for implementation.
f.) Marketing imperative 6:  Monitor and control execution and performance – imperative 6 focuses on monitor and control – is the firm achieving its desired results?  All things equal, if the firm is successful, it should keep moving forward, otherwise, it should make changes.
(difficult)

54.
In a short essay, list three questions that marketing should ask when monitoring and controlling execution and performance of a marketing offer.


Answer

a.) Are the firm’s various functions and departments implementing the marketing offer?
b.) Are the firm’s market and financial performance reaching planned objectives?

c.) Based on the current environment, are the firm’s objectives, strategies, and implementation plans on track, or should it make changes?
(easy)

55.
In a short essay, list and discuss the four principles of strategic marketing that are fundamental to successful execution of the marketing job.


Answer

a.) Principle 1 - Selectivity and concentration – this principle is about choosing the firm’s battles.  It is dangerous to dissipate limited resources over too many alternatives by trying to do too much.  No organization, no matter how large or successful, has infinite resrouces.  EAch must make timely choices.  The selectivity element is fundamental to recommending which markets to target.  

b.) Principle 2 - Customer value – the firm’s marketplace success depends on providing value to customers.  This principle is central to marketing’s job.  Customer insight should drive design and implementation of market offers.  Customer value should drive the firm’s product and investment decisions – and its performance evaluations. 

c.) Principle 3 - Differential advantage – differential advantage is similar to having a competitive advantage, a unique selling proposition, or an edge.  The principle of differential advantage asserts that the firm should offer customers something they value but cannot get elsewhere.  To implement this principle, the firm must develop well-designed market offers based on the marketing mix elements.
d.) Principle 4 - Integration – successful integration – critical to all marketing efforts – has two dimensions (1) at the customer (2) in the firm.  Firms with an external orientation are more likely to achieve integration because the shared value of serving customers promotes a common purpose.  Sharing responsibility for designing and implementing market offers drives agreement on priorities, together with close and cooperative working relationships.
(moderate)
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