Sample Questions:

1. The four P’s of marketing are:

a. Product, price, planning, and place.

b. Purpose, price, promotion, and place.

c. Purpose, product, price, and place.

d. Product, price, promotion, and place.

e. Price, promotion, place, and preference.

2. Domino’s Pizza is offering racing fans a chance to earn points toward NASCAR-branded merchandise via the NASCAR RacePoints loyalty program.  Customers who buy $20 worth of Domino’s Pizza will receive 100 NASCAR RacePoints.  Consumers save their box receipt and mail in their points slip.  NASCAR RacePoints will be credited to members’ accounts.  Racing fans can rack up points to earn NASCAR merchandise, including apparel and hats or one-of-a-kind experiences, such as driving a real racecar.  A(n) ___________ will occur when a NASCAR fan trades in his or her points for a mug autographed by a favorite driver.

a. synergy

b. sublimation

c. entropy

d. exchange

e. reciprocity

3. Which of the following is NOT a marketing management philosophy?

a. sales orientation

b. societal marketing orientation

c. market orientation

d. profitability orientation

e. production orientation

4. Due to consumer concerns about skin cancer and other negative outcomes associated with sun exposure, the trend in sun-care products throughout most of the 1990s was in favor of higher SPF sunscreens.  This seems to be changing now, at least for some target segments.  In response to the latest trends of teenagers using baby oil, Crisco and even motor oil to enhance tanning effects, Coppertone and Hawaiian Tropic have introduced new low-UV-protection products.  While giving customers what they want indicates a _________ orientation, creating a potential problem (an increase in skin cancer) shows a potential absence of a __________ orientation.

a. production; sales

b. sales; market

c. societal marketing; production

d. market; societal marketing

e. business; market

5. Frequent-flyer programs are an example of financial incentives to customers in exchange for their continuing patronage.  After flying a certain number of miles or flying a specified number of times, the frequent-flyer program participant earns a free flight or some other award such as free lodging.  Airlines that use frequent-flyer programs are practicing:

a. commitment selling

b. transaction marketing

c. transformational marketing

d. relationship marketing

e. marketing engineering

True or False

1. Marketing can be simply defined as selling products.

2. In the early 1920s, Ford promised its customers any color vehicle they wanted as long as it was black.  Ford’s management assumed anyone buying a car would accept the color black, so it made products affordable by offering only one variety in large quantities.  Ford is an example of market-oriented firm.

3. Salespeople who work for market-oriented organizations are generally perceived by their customers to be order takers
