 Midterm Exam, Mark 6361, Spring, 2009 
Name: __________________________________

UH ID: __________________________________

Please write your UH ID# on the scantron as well and blacken the matching circles.  
Multiple Choice: Each questions worth 2 points. Choose the one alternative that best completes the statement or answers the question.

1.  In terms of its effect on the marketing process, undifferentiated marketing:
a) increases administrative and production costs
b) keeps down advertising and R&D costs  pp. 123-4
c) increases the firm’s cost for product modification
d) creates more total sales than differentiated marketing
e) puts the company at risk of being supplanted by an entirely new technology

2. Nick Grahmann, our speaker from Champion Technologies (slides were posted) made the point that
a) a preferred supplier has attained the best position to influence a customer

b) repeat buyers are the only customers worth pursuing for a business-to-business company such as his

c) the cost of becoming a “trusted advisor” is so great that a company selling to many customers can only afford this role for a small proportion of them.

d) a “blue ocean” strategy allows a firm to avoid head-to-head competition
e) a technical company such as his needs to spend all it can on R&D before considering spending on marketing  

3. Marketers selling to organizations are likely to encounter inelastic demand, we said in class. Therefore:

a) Personal relationships will not be important 

b) Price cuts may not increase total sales p. 96
c) Salespeople may “adjust” their forecasting estimates

d) Compared to consumer marketing, buyers will be smaller and more widely dispersed geographically

e) Purchases by governments will not be factor in total sales 

4. For a bank to segment the market for its services by marital status and target recently divorced individuals will be most effective if 

a) banks are susceptible to “churning” 
b) the recently divorced group is a large enough segment to justify the extra cost of creating and promoting services to them p. 121
c) other banks are also targeting this segment
d) other marketers, not only banks, are targeting this segment 
e) demand for bank services is not only price elastic but also advertising elastic
5. Database marketing uses information about a customer and that customer’s purchasing behavior to 
a) ask for referrals 
b) plan promotional expenditure levels 
c) build a relationship with that customer  p. 71
d) select channel partners 
e) find Zip Codes in other cities with customers similar to customers in the “home” city 
6. If there is one theme to derive from the first half of this class, it would be that sophisticated marketers excel at:
a)   advertising decisions 
b) pricing decisions 

c) resource allocation decisions 
d) product development decisions 

e) distribution decisions 
7. We talked about the “beer man” at our first class to make the point that  

a) People buy benefits, not products 
b) Technological superiority guarantees competitive advantage, according to Porter’s Five Forces

c) A characteristic that is of no importance to customers can be a core competency if a marketer truly excels at it.
d) The “marketing concept” has many exceptions 
e) Pure salesmanship is more important than other aspects of marketing
8. Segments that present the greatest profit opportunity that fits a firm’s objectives should be selected as   __________

a) market positions

b) growth markets 

c) reference markets
d) value segments
e) target markets p. 122 

9.  Don’t go after all potential customers, says the textbook. Additional advice offered by the book concerning one-to-one marketing that can be adapted to the task of maximizing customer loyalty includes:  
a) tailoring offerings differently for customer needs p. 67
b) adjusting marketing expenditures so that less is spent on customers already loyal to the firm 
c) offering an experience as the value sought by the buyer

d) successfully promoting the idea that a given product represents the past and tradition

e) targeting successful business leaders

10. As consumers evaluate alternatives for purchase, the textbook advises a marketer to  communicate in such a way as to 
a) change unfavorable attitudes, so that “our” product looks the best
b) compare our product to a lower quality offering, so that it looks better by comparison 
c) fit our product into the existing attitudes of the potential buyer  p. 87
d) shorten the time spent on comparison by offering a limited-time deal 

e) lengthen the time spent on comparison so that the merits of our product can be fully explained 
11. A (n) _______, which would be characterized as a structural tie between supplier and customer, establishes a long-term relationship in which the supplier promises to re-supply the buyer as needed at agreed upon prices over a specified period.

a) over-run contract

b) purchase order contract

c) superior order contract

d) blanket contract p. 104
e) specialized contract

12. How can a company grow in sales?  We showed a 2 x 2 matrix of possibilities and suggested as the first choice to target:

a) competitors’ customers
b) one’s own customers, with a product they do not now purchase

c) one’s own customers, to sell them more of the product they are now buying

d) a new set of customers, with a new product

e) a new set of customers with a service, not with tangible goods 
13. When we talked about stars, dogs, cash cows, and the like, we made the point that
a) it is useful for a company to relocate periodically

b) it makes sense to earn surplus cash with some products and invest that cash in other products

c) tax considerations should be included in marketing decisions

d) growth markets are the least profitable

e) companies with high market share relative to competitors have the most difficult time gaining profits  
14. Marketing strategy has three elements, we said in class:
a) concentration, development, and diversity
b) sales potential, sales budgets, and sales forecasts
c) markets to target, products to offer, and differential advantage over competitors

d) attaining, retaining, and growing customers
e) customer identification, customer relationship management, and customer experience management   
15.  Learning leads to generalization, according to the textbook.  The authors offer as an example:

a) Somebody who has shopped extensively for printers will see them all as similar, compared to someone who has seen only a few brands

b) Somebody who has a good experience with a computer will expect that the same company will make high quality printers   p. 83
c) The experience of owning one printer and using it for a period of time will make someone a more astute shopper for his or her second printer

d) Someone who buys printers for a business instead of his or her own use will know more about how to compare features

e) Someone who looks for value in buying a printer will examine more features more carefully 

16. The textbook suggests improving the quality of marketing intelligence by
a) establishing a consumer advisory panel   p. 41
b) asking competitors to share pricing plans, in exchange for sharing one’s own pricing plans with them
c) replacing the purchase of information such as scanner data with survey data
d) using a “trial and error” approach to marketing decisions
e) avoiding observational data and focus groups  
17. The point of showing in class that an auto dealer might target women for vehicle oil changes was to emphasize the potential payoff from:

a) casting as wide a net as possible

b) selling two obviously related products 
c) focusing on one demographic segment

d) directing marketing efforts to the largest possible segment

e) directing marketing efforts to the segment closest to the organization’s current customer base 

18.  Some organizations buy strictly from the lowest price supplier, the textbook notes, and recommends in such a situation:

a) Moving on to seek business from other organizations, not that one

b) Offering a low introductory price, planning to increase it later

c) Offering testimonials from other buyers who purchase in the same product category

d) Showing that over the life of the product the buyer actually saves with what we offer   p. 103
e) Befriending the members of the Buying Center by joining organizations that they already belong to

19. The tasks of hiring, training, and motivating able employees who work together and embrace a “think customer” perspective are all a part of __________ marketing.

a) integrated

b) extrapolated 

c) myopic

d) relationship 

e) internal   pp. 14-15
20. The textbook says that it may make excellent sense for a marketer selling to organizations to segment the market by:
a) educational level of the buyers 

b) how quickly the buyer needs the product p. 120
c) geo-demographic methods that use buyer Zip codes to infer lifestyle
d) underlying motive for purchase  

e) psychographic groups
21.  John McKeever, our speaker from Gelb Consulting Group, Inc., basically made the point that
a) Advertising can raise expectations so high that a marketer inevitably disappoints customers 
b) Even a “me-too” brand can successfully charge a price higher than the price competitors charge

c) Affiliation with a well-known professional group like the American Hospital Association raises total category demand

d) Consultants learn useful information both from customers and from employees 

e) In difficult economic times, it seems unwise in Houston for a consultant to target the oil & gas industry or health care providers 
22.  It is impossible to explain the idea of positioning without recognizing 
a) Lifestyle differences among buyers
b) Technological differences among branded products
c) What a potential buyer already is considering  p. 149
d) The concept of brand equity

e) The likelihood that a business buyer may be under orders to buy at the lowest price 

23. The textbook considers it important for marketers to understand facets of the technological environment, such as the fact that 
a) The pace of technological change is slowing down  
b) A growing portion of research and development spending in the U.S. is going into development rather than research  p. 55
c) Regulation of technological change in the U.S. is becoming less relevant as companies simply shift R&D efforts to other countries 
d) The time between the introduction of a technological innovation and peak production has increased by 1/3 over the past decade 
e) Fewer new ideas are “in the works.”
24.  According to the textbook, company sales potential is 

a)   the maximum number of sales available to an industry given a specific level 


of  industry marketing effort and environmental conditions  

b)   calculated by the market buildup method, identifying all potential buyers and 

                  their potential purchases 
c)   a conservative estimate of expected sales volume, used primarily for making 

current purchasing, production, and cash flow decisions 
            d)   the sales limit approached by company demand as company marketing effort 

      increases relative to competitors   p. 48
e)   determined by weighting population and past sales figures 
25.  A “market challenger” #2 firm in a product category is advised to consider approaches such as  

a) Becoming a “niche” player 

b) Refraining from attacking the leader 

c) Imitating the leading brand  

d) Increasing the promotional budget so that buyers will perceive the #2 brand as the leader
e) Specializing in a single target market segment
26.  In positioning a branded product, if we stack up badly against competitors we should at least consider changing:
a) our forecasting techniques, so that salespeople have no incentive either to exaggerate how much their customers will buy nor to deliberately estimate too low 

b) our product, to appear better when compared to competition 

c) the environment in which the firm operates  

d) the decision to market under a brand name; we might do better as a generic 
e) the size of the potential market, to have additional opportunities
27. Taco Bell estimates that a loyal customer might be worth $11,000 to the company. This number stems from something called __________.

a)  (NPV)*(ROI)

b) customer lifetime value  p. 66
c) the competitive present value of loyalty model (CPVLM)

d) repeat purchase analysis

e) brand equity

28. While brand extensions have obvious advantages, they also have one obvious risk: 

a) They may become unintentionally become line extensions 
b) They may become indistinguishable from category extensions
c) They may dilute the image of the parent brand   p. 139
d) They may incur costs that the company does not realize are associated with the brand extension 
e) They may lead to inelastic demand despite price increases
29. Which of the following is a way of differentiating a marketing offering via personnel?

a) training  p. 154
b) ordering ease

c) coverage

d) events

e) conformance
30. Needs pre-exist marketing efforts, according to the textbook.  The statement is
a) an attempt to rebut a common complaint about marketing  pp. 6-7
b) a defense of the “selling concept” 
c) a basis for equating needs and wants .

d) an explanation of why the term “market” has more than one meaning

e) a culture-specific idea 
Please turn over to Page 10, the back of the next page, to answer the 40-point “memo” question.  You have a sheet of paper behind it that you can tear off and use to draft an answer – a recommended approach.  No need to turn in the draft.  
I grade only one memo, that you write, legibly, only on the front of this page.   But please feel free to draft a “practice” version on the blank and then copy it onto this page after a careful rereading and editing.

Assume that you are seeking a summer internship with an organization in Houston.  Write a memo to me telling me (1.) how you will segment the market of possible employers, (2.) the market segment you will then select to target.  Then JUSTIFY that  specific segmentation-then-targeting decision based on what you offer as a differential advantage to an employer.   

Or

It can be argued that a severe recession weakens the influence of at least one of Michael Porter’s “five forces” on the profitability of a chemical company such as Champion Technologies, Nick Grahmann’s firm.  Write a memo to Nick selecting a “force” that you believe becomes LESS of a threat as the economy weakens, and why you selected it over the others as less influential in a recession than it would be in prosperous times.   
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