Chapter 2

Company and Marketing Strategy

Multiple-Choice

  1._____ is the task of selecting an overall company strategy for long-run survival and

      growth.

a. Strategic market planning

b. Annual market planning

c. Short-term planning

d. None of the above is correct

      Answer: (a) Difficulty (1) Page: 41

2. Adapting the firm to take advantage of opportunities in its constant changing environment is called _____.

a. Long-range planning


b. Short-range planning

c. annual planning

d. strategic planning

Answer: (d) Difficulty: (1) Page: 42

3. What is our business?  Who is our customer? What do our customers value? What should our business be? All these simple-sounding questions define a firm’s _____.

a. objectives and goals

b. mission statement

c. business portfolio

d. marketing and functional strategies

Answer: (b) Difficulty: (2) Page: 42

4. A _____ defines a business in terms of satisfying basic customer needs

a. market oriented mission statement

b. strategic plan

c. annual plan

d. none of the above is correct

      Answer: (a) Difficulty: (2) Page: 43

5. All of the following are accurate descriptions of a company’s mission statement, except which one?

a. Mission statement should be realistic.

b. Mission statement should be broad.

c. Mission statement should fit the market environment.

d. Mission statements should be written for ‘public relations’ purposes.

Answer: (b) Difficulty: (2) Pages: 43, 44

6. All of the following are market-oriented mission statements, except which one?
a. eBay’s mission is to connect individual buyers and sellers online.

b. Singapore Airlines is the world’s largest airline.

c. Girl Scouts of America, “where girls grow strong.”

d. Wal-Mart, “we deliver low prices everyday.”

Answer: (b); Difficulty: (1) Page: 43

7. The collection of businesses and products that make up a company is called its _____.

a. strategic business unit

b. mission statement

c. strategic plan

d. business portfolio

Answer: (d) Difficulty: (1) Page: 44

8. _____ can be a company division, a product line within a division, or sometimes a single product or brand.

a. A market

b. The BCG

c. An SBU

d. All of the above are correct

Answer: (c) Difficulty: (1) Page: 44

9. The purpose of _____ is to find ways in which the company can best use its strengths to take advantage of attractive opportunities in the environment.

a. a market

b. an SBU

c. strategic planning

d. short-term planning

      Answer: (c); Difficulty: (2) Page: 45

10. The best known product portfolio planning method was developed by _____.

a. Philip Kotler

b. Harvard University

c. SRI Consulting firm

d. Boston Consulting Group

Answer: (d) Difficulty: (1) Page: 45

11. Most portfolio analysis methods evaluate SBUs on two dimensions, namely _____ and _____.

a. market share; sales

b. market growth rate; relative market share

c. market attractiveness; market growth rate

d. none of the above is correct  

Answer: (b) Difficulty: (2) Page: 45

12. The BCG growth-share matrix classifies four types of SBUs.  They are _____, _____, _____ and _____.

a. product; price; place and promotion

b. sales; market share; price and promotion

c. stars; cash cows; question marks and dogs

d. none of the above is correct

Answer: (c) Difficulty: (2) Page: 45

13. In the BCG approach, _____ are high share-high growth businesses or products. They need heavy investment to finance rapid growth. When their growth slows down, they turn into _____.

a. cash cows; stars

b. question marks; dogs

c. stars; question marks

d. stars; cash cows 

Answer: (d) Difficulty: (2) Pages: 45, 46

14. All of the following phrases accurately reflect problems with the BCG matrix approach, except which one? 

a. They are easy to implement.

b. They can be costly.

c. They can be time consuming to implement.

d. It is difficult to define SBUs and measure market share and growth.

Answer: (a) Difficulty: (2) Page: 46

15. Unlike former strategic-planning efforts, today’s strategic planning has been _____. 

a. short-term oriented

b. decentralized

c. limitation free

d. customer friendly

Answer: (b) Difficulty: (2) Page: 46

16. Making more sales to current customers without changing a firm’s products is _____.

a. market development

b. market growth

c. market penetration

d. product development

Answer: (c) Difficulty: (2) Page: 48

17. _____ are low-growth, high share businesses or products. They generate a lot of cash that the firm uses to pays its bills and support other SBUs that need investment.

a. Stars

b. Cash cows

c. Question Marks

d. Dogs

Answer: (b) Difficulty: (2) Page: 45

18. Management must think hard about which _____ it should try to build into stars and which should be phased out.

a. "Stars"

b. "Dogs"

c. "Question Marks"

d. "Cash cows"

Answer: (c) Difficulty: (2) Page: 45

19. Disney is identifying and developing new markets for its theme parks. Disney is exploring possibilities for _____.

a. market penetration

b. market development

c. Japan

d. product development

Answer: (b) Difficulty: (2) Page: 49

20. In 1999, Starbucks purchased Hear Music and began making compilation music CDs to play and sell in its stores. It has also tested new restaurant concepts, such as Circadia in San Francisco. Starbucks is considering _____.

a. new product development

b. market development

c. diversification

d. market penetration

      Answer: (c) Difficulty: (2) Page: 49

21. Increasingly in today’s marketplace, competition takes place between the _____.

a. large and small competitors

b. number 1 and number 2 spot firms

c. entire value-delivery networks of firms.

d. none of the above is correct

Answer: (c); Difficulty: (1) Page: 52 

22. The process of dividing a market into distinct groups of buyers with different needs, characteristics, or behaviors is called _____.

a. target marketing

b. positioning

c. marketing strategy

d. market segmentation

Answer: (d) Difficulty: (1) Page: 54

23. For Hyundai Corporation, customers who care about price and operating economy make up the firm’s _____.

a. position

b. value network

c. market segment

d. none of the above is correct

Answer: (c) Difficulty: (1) Page: 54

24. _____ entails reducing the business portfolio by eliminating products that no longer fit the company’s overall strategy.

a. Market segmentation

b. BCG

c. Product line extension

d. Downsizing

Answer: (d) Difficulty: (1) Page: 49

25. ______ involves evaluating each market segment’s attractiveness and selecting one or more segments to enter.

a. Market segmentation

b. Product differentiation

c. Target marketing

d. all of the above are correct

Answer: (c) Difficulty: (2), Page: 54

26. _____ is the place a product occupies in the consumer’s mind relative to competition.

a. Product placement

b. Product positioning

c. Market segmentation

d. Target marketing

Answer: (b) Difficulty: (1) Page: 54

27. Saturn is “a different kind of company, different kind of a car”; the Hummer is “like nothing else.” These statements reflect a firm’s _____.

a. product portfolio

b. target markets

c. market positioning

d. all of the above are correct

Answer: (c) Difficulty: (2), Page: 54

28. Effective positioning begins with actually _____ the company’s marketing offer so that it gives consumers more value.

a. pricing

b. aligning

c. differentiating

d. promoting

Answer: (c) Difficulty (2) Page: 56

29. Jack Welch, GE’s former CEO once told his employees: “Companies can’t give job security. Only _____ can!”

a. CEOs

b. government

c. customers

d. all of the above

Answer: (c) Difficulty (2) Page: 51

30. Most companies today enter a new market by serving a _____, and if this proves successful, they _____.

a. single market segment; add segments

b. multitude of segments; add more segments

c. few segments; add more segments

d. none of the above is correct

Answer: (a) Difficulty: (2) Page: 54

31. _____ involves looking at whether a company’s basic strategies are well matched to its opportunities.

a. Operating control

b. Marketing audit

c. Marketing control

d. Strategic control

Answer: (d) Difficulty (3) Page: 62

32. Evaluating the results of marketing strategies and plans and taking corrective action to ensure that objectives are attained is called _____.

a. marketing control

b. strategic control

c. operating control

d. none of the above

Answer: (a); Difficulty: (1) Page: 62

33. To ensure that the company achieves the sales, profits, and other goals set out in its annual marketing plan is called _____.

a. marketing control

b. operating control

c. strategic control

d. marketing audit

Answer: (b) Difficulty: (2) Page: 62

34. The marketing control process entails the following steps in order: setting goals, _____, evaluating performance and _____.

a. evaluating goals; measuring performance

b. achieving goals; measuring performance

c. taking corrective action;  measuring performance

d. measuring performance; taking corrective action

Answer: (d) Difficulty: (3) Page: 62

35. The _____ is normally conducted by an objective and experienced outside party. The findings are later presented to management. Management then decides which actions make sense and how and when to implement them.

a. marketing planning

b. marketing audit

c. advertising plan

d. none of the above

Answer: (b) Difficulty: (2) Page: 62

36. The uncontrollable macro forces to which a firm must adapt is called the _____.

a. micro environment

b. marketing environment

c. marketing audit

d. none of the above

Answer: (b) Difficulty: (1) Page: 62

37. All of the following are steps in the strategic planning process, except which one?

a. Defining the company mission.

b. Setting company objectives and goals

c. Planning marketing and other functional strategies

d. Collaborating with suppliers on all fronts

Answer: (d) Difficulty: (2) Page: 42, Figure 2.1

38. Starbucks has an annual plan in place to deal with the company’s current SBUs and their operations. However, Starbucks as a growth-oriented firm is interested in both domestic and international markets. This requires Starbucks to constantly monitor the environment and adapt to the opportunities it is presented with. Starbucks needs a _____ in place. 

a. mission statement

b. supporting objectives

c. business portfolio

d. strategic plan

Answer: (d) Difficulty: (2) Page: 47, 48

39. Monsanto operates in many businesses, including pharmaceuticals and food products. The company defines its _____ as creating “abundant food and a healthy environment.”

a. objectives

b. goals

c. product portfolio

d. mission

Answer: (d) Difficulty: (2) Page: 42

40. The mission statement of the Girl Scouts of America reads as follows: “where girls grow strong.” This reflects the fact that mission statements must _____.

a. be realistic

b. be motivating

c. be narrow

d. fit the market environment

Answer: (d) Difficulty: (2) Page: 43 

41. All of the following are examples of market-oriented mission statements, except which one?

a. We make the Internet buying experience fast, easy and enjoyable.

b. We create customer connectivity anytime, anywhere
.

c. We create fantasies.

d. We hold online auctions.

Answer: (d) Difficulty: (2) Table 43

42. All of the following are examples of product-oriented mission statements, except which one?

a. At America Online we provide online services.

b. In Disney, we run theme parks.

c. At Nike, we sell shoes.

d. At Wal-Mart, we deliver low prices every day.

Answer: (d) Difficulty: (2) Page: 43

43. _____ should be market oriented and defined in terms of _____.

a. Strategic plans; company needs

b. Annual plans; product needs

c. Long-range plans; company needs

d. Mission statements; customer needs

Answer: (d) Difficulty (2) Page: 43

44. Atlantic Furniture has defined the company mission, set company objectives and

goals and designed the company's business portfolio. Atlantic Furniture is delineating

steps in _____. The next step in the process is to _____.

a. planning; plan marketing strategies

b. long-range planning; plan functional strategies only

c. strategic market planning; plan marketing and other functional strategies

d. all of the above are correct

Answer: (c) Difficulty: (2) Page: 42, Figure 2.1

45. A vendor for Ford Motor Company received the following message from Ford's

marketing manager: “As we move forward during the 21st century, it is incumbent upon us to inform you that Ford is committed to building profitable customer relationships by creating environmentally better cars and getting them to market faster at lower costs." The marketing manager is referring to Ford's _____.

a. marketing strategy

b. marketing tactics

c. business portfolio

d. mission statement

Answer: (d) Difficulty: (2) Page: 43

46. To increase its U.S. market share, Starbucks has stepped up efforts in the areas of

product availability and promotion. These are examples of broad _____.

a. marketing objectives

b. marketing strategies

c. marketing goals

d. none of the above is correct

Answer: (b) Difficulty: (2), Page: 47, 48

47. Revlon has clearly defined its "mission" of selling lifestyle and self-expression. As the firm prepares to launch its strategic plan, the mission needs to be turned into a detailed _____ that guide the whole company.

a. set of strategies

b. set of tactics

c. set of product mixes

d. supporting objectives

Answer: (d) Difficulty: (2) Page: 44

48. McDonald’s has traditionally been preoccupied with its current businesses and how

to keep them going. It has been accused of being complacent when it comes to opportunities in its constantly changing environment. _____ involves adapting McDonalds to capitalize upon opportunities in its constantly changing environment.

a. Long-range planning

b. Annual planning

c. Strategic planning

d. None of the above 

Answer: (c) Difficulty: (2) Page: 42, Figure 2.1

49. All of the following are generic market-oriented mission statements, except which

one?

a. We are committed to serving and enhancing the quality of life of cultures and

communities everywhere on this planet.
b. We strive very hard to serve the needs of all stakeholders, whether they are

customers, suppliers, employees, or shareholders, to the highest ethical standards of integrity.

c. We are committed to feed the hungry and poor on this planet.

d. None of the above

Answer: (d) Difficulty (3) Page: 43, Table 2.1

50. Colgate toothpaste, the flagship product of Colgate-Palmolive company, has been a

success for generations. The parent company's success is so well known that it could enter the solar energy business, but that would not take advantage of its core competency, providing a plethora of brands to large groups of customers. This reflects that Colgate Palmolive should base its mission on its _____.

a. market environment

b. distinctive competencies

c. bottom-line orientation

d. resource strengths

Answer: (b) Difficulty: (2) Page: 43

51. All of the following are problems with matrix approaches, except which one?

a. Formal planning approaches can place too much emphasis on market-share

growth or growth through entry into new markets.

b. Many companies can plunge into unrelated and new high-growth businesses that

they did not know how to manage -- with bad results.

c. Many companies often too quickly abandon, sell, or milk to death their healthy

mature businesses.

d. Many firms have dropped formal matrix methods in favor of more customized

approaches that are better suited to their specific situations.

Answer: (d) Difficulty: (2) Page: 46

52. Starbucks has introduced a debit card, which lets customers prepay for coffee and

snacks. Starbucks management is considering whether the company can achieve deeper _____.

a. market development

b. product development

c. diversification

d. market penetration

Answer: (d) Difficulty: (2) Page: 48

53. Wal-Mart, the world's largest retailer, has successfully launched its stores in Mexico, Canada, the U.K. and Germany, among others. Wal-Mart is considering _____ as a growth strategy.

a. market penetration

b. product development

c. demographic markets

d. geographical markets

Answer: (d) Difficulty: (2) Page: 49

54. All of the following are reasons that a firm might want to abandon products or

markets, except which one?

a. The market environment might change, making some of the products 

less profitable.

b. A strong competitor has opened shop next door.

c. The economic climate is showing signs of recovery.

d. The firm has grown too fast.

Answer: (c) Difficulty: (2) Page: 49

55. All of the following statements are true, except which one?

a. Management should focus on promising growth opportunities, not waste energy


trying to salvage fading ones.

b. Small businesses can benefit from sound strategic planning.

c. Strategic planning is crucial to a small company's future.

d. Strategic planning cannot help small business managers anticipate problem

situations that are likely to occur in the near future.

       Answer: (d) Difficulty: (2) Page: 49

56. All of the following statements are true, except which one?

a. It is important to do strategic planning at a site very close to the office.

b. An off-site location offers neutral ground where employees can be much more

candid during strategic planning efforts.

c. An off-site location takes entrepreneurs too far away from the scene of the fires

they spend time stamping out.

      d.
all of the above

      Answer: (a) Difficulty: (2) Page: 49

57. Companies increasingly are partnering with other members of the supply chain to

improve the performance of the customer _____. 

a. experience

b. satisfaction

c. value-delivery network

d. none of the above

Answer: (c) Difficulty: (2) Page: 52

58. In its quest to create customer value, McDonald's is effective only to the extent that

_____. 

a. it pioneered the fast food industry.

b. McDonald's finely tuned system delivers a high standard of quality and service.

c. it successfully partners with its franchises, suppliers, and others to jointly deliver

exceptionally high customer value.

d. McDonald's hamburgers are loved all over the world.

Answer: (c) Difficulty: (2) Page: 52

59. Multinationals like Honda Motor Co. and Wal-Mart stores have designed programs to

work closely with their suppliers to help them reduce their costs and improve quality.

This illustrates the importance of an efficient _____.

a. business model

b. low-cost operator

c. product mix

d. value delivery network

Answer: (d) Difficulty (2) Page: 52

60. _____ is the marketing logic by which a company hopes to achieve profitable

customer relationships. 

a. Price

b. Being a low-cost operator

c. A consistent product mix

d. Marketing strategy

Answer: (d) Difficulty: (3) Page: 53

61. Holiday Inn has divided the total customer market into smaller segments and selected

the most promising segments. Deciding how to service these segments is called _____.

a. targeting

b. segmentation

c. positioning

d. all of the above

Answer: (c) Difficulty: (2) Page: 54

62. A company's marketing strategy entails three steps: _____, _____ and _____.

a. product; price; promotion

b. market segmentation; target marketing; market positioning

c. marketing analysis; planning; implementation

d. analysis; implementation; control

Answer: (b) Difficulty: (2) Page: 53

63. All of the following statements are true, except which one?

a. Companies know that they cannot profitably serve all consumers in a given

market in the same way.

b. Consumer needs vary considerably.

c. Most companies are not in a position to serve some segments better than others.

d. Sound marketing requires a careful customer analysis.

Answer: (c) Difficulty: (3) Page: 53

64. All of the following statements are true, except which one?

a. Amazon.com is wise not to focus its efforts on meeting the distinct

needs of individual market segments.

b. Johnson and Johnson's Tylenol would gain little by distinguishing between male

and female users of pain relievers if both respond the same way to marketing efforts.

c. Ritz Carlton has carefully positioned itself at the high end of the customer

service spectrum.

d. Hyundai Corporation first started out targeting customers who mainly cared about

Price.

Answer: (a) Difficulty: (2) Page: 54

65. What is wrong with the following mission statement?  "The goal of American


       furniture is to sell modern home furnishings for today's consumer." 
       a.
It is product oriented.
       b.
It is vague.
       c.
It is too generic. 
       d.
All of the above.
       Answer: (d) Difficulty: (2) Page: 42, 43

66. When the makers of a ballpoint pen state they are in the communication

equipment business, they are defining their mission too _____.

a.
narrowly

      b.
realistically

      c.
specifically

      d.
broadly

      Answer: (d) Difficulty: (1) Page: 43

67. The first step in strategic planning is to _____.

       a.
set objectives and goals

       b.
develop the business portfolio

       c.  define the company mission

       d.
plan marketing strategies

       Answer: (c) Difficulty: (1) Page: 42

68. The first step in the marketing control process is to _____.

       a.
measure performance

       b.
evaluate performance

       c.  set goals

       d.  take corrective action

       Answer: (c) Difficulty: (1) Page: 62, Figure 2.7

69. As Starbucks continues to grow, it is faced with myriad challenges during the

implementation of marketing plans. Hence, the marketing department must practice constant _____.

 a.
strategic control

       b.
corrective action

       c.  performance measurement

       d.  marketing control

       Answer: (d) Difficulty: (1) Page: 62

70.  The steps in the marketing control process include all, except which one?

       a.
setting goals

       b.
measuring performance

       c.
taking corrective action

       d.  defining the mission

       Answer: (d) Difficulty: (3) Page: 62, Figure 2.7

71. McDonald's has to scan the marketing environment it operates in. This includes

      all these forces, except which one?

      a.
Forces close to the company that affects its ability to serve consumers.

      b.
Forces close to the company like other company departments, suppliers, etc.

      c.
Broader demographic trends. 

      d.
Marketing planning information.

      Answer: (d) Difficulty: (2) Page: 62

72. To be successful at planning good strategies, companies must also be effective at

        _____.

       a.
marketing analysis

       b.
marketing implementation

       c.
marketing control

       d.
marketing audits

       Answer: (b) Difficulty: (2) Page: 59

73. An increasingly large number of firms are changing their organizational focus

      from _____ to _____.

      a. 
product management to functional management

      b.
product management to territory management

      c.   brand management to customer relationship management

      d.
territory management to functional management

      Answer: (c) Difficulty: (3) Page: 61

74. According to the authors of your text, many managers think "implementation" is as

      important as or even more important than "_____."

      a.
analysis

      b.
control

      c.
strategy

      d.   all of the above

      Answer: (c) Difficulty: (3) Page: 59

75. Under the _____ organizational format of marketing departments, different marketing

      activities are headed by a functional specialist.

      a.
geographic

      b.
product management

      c.
market management 

      d.
functional

      Answer: (d) Difficulty: (2) Page: 61

76. Modern marketing departments are arranged in the following ways, except which

      one?

       a.
functional organization

       b.
market management organization

       c.
product management organization

       d.
vertical organization

       Answer: (d) Difficulty: (2) Page: 61

77. The _____ organizational format was founded by Procter and Gamble in 1929.

       a.
functional 

       b.
market management 

       c.
geographic

       d.
product management

       Answer: (d) Difficulty: (2) Page: 61

78.  The _____ organizational system's main advantage is that the company is organized

around the needs of specific market segments.

      a.
product management

      b.
market management

      c.
geographic management

      d.   functional management

      Answer: (b) Difficulty: (3) Page: 61

79. More and more companies are shifting their brand management focus toward _____.

      a.
ERP

      b.
CRM

      c.
BCG

      d.
BPOs

      Answer: (b) Difficulty: (2) Page: 61

80. In the BCG matrix, income from _____ will help finance the company's question

      marks and stars. 

      a.
dogs

      b.
SBUs

      c.
cash cows

      d.
sales revenue

      Answer: (c) Difficulty: (2) Page: 45

81. In the Boston Consulting Group approach, _____ provide(s) a measure of market

      attractiveness.

      a.
relative market share

      b.
SBUs

      c.
cash cows

      d.
market growth rate

      Answer: (d) Difficulty: (2) Page: 45

82. In the Boston Consulting Group approach, _____ serve(s) as a measure of company

      strength in the market.

      a.
relative market share

      b.
SBUs

      c.
cash cows

      d.
market growth rate

      Answer: (a) Difficulty: (2) Page: 45

83. The Bank of New York bought Pershing, a part off-shore BPO firm with operations

      in India, from Credit Suisse First Boston. The Bank of New York is pursuing _____ 

      for growth.

      a.
product development strategy

      b.
market development strategy

      c.
diversification strategy

      d.
market penetration strategy

      Answer: (c) Difficulty: (2) Page: 49

84. All of the following are accurate descriptions of the role marketing plays in a

      company's strategic planning, except which one?

      a.
Marketing provides a guiding philosophy.

      b.
Marketing provides inputs to strategic market planners.

      c.
Marketing designs strategies for reaching the unit's objectives.

      d.   Once a unit's objectives are set, marketing's task is to cautiously help carry them


out profitably.

      Answer: (d) Difficulty: (2) Page: 41, 42

85. Amazon.com has pursued acquisition and strategic alliances as a growth strategy 

      in various product categories. This illustrates the _____.

      a.
product development strategy

      b.   market development strategy

      c.
market penetration strategy

      d.
diversification strategy

      Answer: (d) Difficulty: (2) Page: 49

True/False 

86. According to the authors of your text, many managers think "implementation" is as

      important as or even more important than "control."

      Answer: (True), Difficulty: (3) Page: 59

87. In the Boston Consulting Group approach, relative market share provides a measure

      of market attractiveness.

      Answer: (False) Difficulty: (2) Page: 45

88. The product management organizational format was founded by Procter and Gamble.

       Answer: (True) Difficulty: (2) Page: 61

89. Marketing strategy is the marketing logic by which a company hopes to achieve

      profitable customer relationships.

      Answer: (True) Difficulty: (3) Page: 53

90. Starbucks has introduced a debit card, which lets customers prepay for coffee and

      snacks. Starbucks management is considering whether the company can achieve

      deeper product development.

      Answer: (False) Difficulty: (2) Page: 42

91.  The first step in strategic planning is to define the company mission.

        Answer: (True) Difficulty: (2) Page: 42

92.  The first step in the marketing control process is to measure performance.

        Answer: (True) Difficulty: (2) Page: 62

93.  The image a product reflects in the minds of consumers is called market

       segmentation.

       Answer: (False) Difficulty: (2) Page: 54

94.  The uncontrollable macro forces to which a firm must adapt is called the micro

        environment.

        Answer: (False) Difficulty: (2) Page: 62

95.   Strategic control involves looking at whether a company’s basic strategies are well

        matched to its opportunities.

        Answer: (True) Difficulty: (2) Page: 62

96.   Strategic market planning is the task of selecting an overall company strategy for

        long-run survival and growth.

        Answer: (True) Difficulty: (2) Page: 41

97.   A market segment consists of consumers who respond in different ways to a given

        set of marketing efforts.

         Answer: (False) Difficulty: (2) Page: 54

98.   Through annual marketing planning, the company decides what it wants to do with 

         each business unit.

         Answer: (False) Difficulty: (2) Page: 59

99. Guided by marketing strategy, the company designs a marketing mix made up of

   factors under its control—product, price, place, and promotion.

        Answer: (True) Difficulty: (2) Page: 53

100. A company with limited resources might decide to serve all segments of a market.

  Answer: (False) Difficulty: (2) Page: 54

101. Marketing mix is the set of uncontrollable, marketing tools that the firm can

        use to influence the demand for its product.
    

        Answer: (False) Difficulty: (2), Page: 57

102. The elements of the marketing mix commonly known as the "four Ps" include:

        product, price, place and promotion.

        Answer: (True) Difficulty: (2) Page: 57

103.  Holiday Inn has divided the total customer market into smaller segments and

         selected the most promising segments. Deciding what position it wants to occupy in

         these segments is called targeting.

         Answer: (False) Difficulty: (2) Page: 54

104.  At America Online, "we create customer connectivity, anytime, anywhere," is

         a product-oriented business definition.

         Answer: (False) Difficulty: (2) Page: 43, Table 2.1

105. At America Online, "we provide online services," is a market-oriented business

         definition.

        Answer: (False) Difficulty: (2) Page: 43, Table 2.1

106. "At Nike we sell shoes" is a market-oriented business definition.

         Answer: (False) Difficulty: (2) Page: 43, Table 2.1

107.  Revlon has clearly defined its "mission" of selling lifestyle and self-expression. As

         the firm prepares to launch its strategic plan, the mission needs to be turned into a

        detailed set of objectives that guide the whole company.

        Answer: (True) Difficulty: (2) Page: 44

108. Making more sales to current customers without changing a firm’s products is

        market penetration.

        Answer: (True) Difficulty: (2) Page: 48

109. Unlike former strategic planning efforts, today’s strategic planning has been

        centralized.

        Answer: (False) Difficulty: (2) Page: 46

110. Mission statements must fit the market environment, as indicated here by the Girl

        Scouts of America’s mission: “where girls grow strong.”

        Answer: (True) Difficulty: (2) Page: 43

111. Jack Welch, GE’s former CEO once told his employees: “Companies can’t give job

        security. Only CEOs can!”

        Answer: (False) Difficulty: (2) Page: 51

112. The collection of businesses and products that make up a company is called its

        marketing strategy.

        Answer: (False) Difficulty: (1) Page: 44

113. An SBU can be a company division, a product line within a division, or sometimes a

        single product or brand.

        Answer: (True) Difficulty: (1) Page: 44

114. In the Boston Consulting Group approach, relative market share serves as a measure

        of company strength in the market.

        Answer: (True) Difficulty: (1) Page: 45
115. More and more companies are shifting their brand management focus toward

        customer relationship management.
        Answer: (True) Difficulty: (1) Page: 61

Essay 

116. Define strategic planning. Discuss the steps in strategic planning.

Answer: 

The process of developing and maintaining a strategic fit between the organization's goals and capabilities and its changing marketing opportunities is called strategic market planning. At the outset, beginning at the corporate level, each company must define its overall purpose and mission. What is our business? Who is the customer? What do our customers value? Answers to these questions are crucial in writing a clear mission statement. Thus, mission statements need to be carefully defined in terms of customer needs. Missions should be realistic, motivating, and fit the market environment. Missions lead to setting business and marketing objectives/goals in the planning process. This is followed by decisions regarding what portfolio of businesses and products is best for the company and how much support to give each one. Next, each business and product develops detailed marketing and other functional strategies. In this step plans are drawn at the business unit, product and market levels in support of companywide plans.   

Difficulty: (2); Pages: 41-42

117. What is business portfolio planning? Discuss the Boston Consulting Group’s product portfolio analysis method.

Answer:

A business portfolio is the collection of businesses and products that make up the company. Business portfolio planning entails two steps. First, there is an analysis of the company's current business portfolio, followed by what businesses should receive more, less, or no investment. Second, it must shape the future portfolio by developing strategies for growth and downsizing. The Boston Consulting Group (BCG) matrix evaluates SBU's on two important dimensions: the attractiveness of the SBU's market or industry growth rate and the strength of the SBU's position or relative market share in that market or industry. The growth-share matrix defines four types of SBU's: 

Stars: These are high-market share, high-growth businesses needing significant investment to finance their rapid growth. Eventually, their growth slows down and they turn into cash cows. 

Cash cows: Low growth-high share businesses. These established SBU's need less investment to hold their market share. They produce income to help finance other SBU's and the rest of the company. 

Question marks: Low market share business units in high-growth markets. They need significant amounts of cash to hold their share. Management is in a dilemma which question marks to turn into stars and which to phase out.

Dogs: They are low-growth, low-share businesses and products. They may generate enough cash to maintain themselves.

Difficulty: (2); Pages: 45-46

118. What are some problems with matrix approaches?

Answer: 

The BCG and other portfolio planning approaches can be difficult to execute, time consuming, and also costly to implement. Defining SBU's and the measurement of relative market share and growth can be a difficult task too. A serious flaw with the approaches is that while the approaches are helpful for classifying current businesses, little or no advice is available for future planning. There are several examples of firms that have plunged into new unrelated markets, only to scale back and get back to basics based on their core competencies.

Difficulty: (2); Page: 46

119. The BCG is a useful approach to evaluate current businesses. What devices are available to firms to identify growth opportunities in the future?

Answer: 

The product/market expansion grid is a useful device for identifying growth opportunities in the future. There are four strategies available to companies: market penetration, market development, product development and diversification. Market penetration entails making more sales to current customers without changing products. Market development involves identifying and developing new markets for a company's products. New markets include demographic groups and geographic regions, among others. Third, companies can consider product development, offering modified or new products to current markets. Finally, companies might consider acquiring or starting new businesses unrelated to their core competencies. Diversifying too broadly can be detrimental in the long run. 

Difficulty: (2); Pages: 46-49

120. Strategic planning is better suited to large and medium-sized businesses than small businesses. Discuss the merits of the statement.

Answer: 

It is a firm belief that strategic planning belongs in large companies and not in small ones. Strategic planning often falls by the wayside once small businesses start out. Strategic planning is vital to firms of all sizes; it matches a company's resources with market changes in terms of opportunities and threats. The competitive business environment forces small firms to ignore the future and think of the present due to pressures of rapid growth and profitability. Hence, cash flow is seen as a mantra for success. As companies start losing market share and face other crises due to competitors' actions, they are busy spending time "putting out fires" instead of planning. Engaging in strategic planning to prevent such fiascos from occurring in the future is recommended.

Difficulty: (3) Pages: 49-50

121. What does the term “value-delivery network” mean? Explain.

Answer: 

For decades, marketers have traditionally created value to satisfy customer needs and wants. Today, the manufacturer or retailer needs to look beyond its own value chain and into the value chains of suppliers and distributors. More companies are partnering with other members of the supply chain to improve the performance of the customer value-delivery network. When Wal-Mart supplies vital sales data to P&G regarding its brands, it is helping P&G streamline its operations and reduce costs. This information in turn gets transmitted to P&G' s vendors, who save money in turn. An efficient supply chain process benefits customers. 

Difficulty: (2); Page: 52

122. According to the authors of your text, the 4 P’s concept of the marketing mix takes a seller's view of the market, not the buyer's view. Explain.

Answer: 

In today's day and age of customer relationship marketing, the four P’s are described as the 4 C’s. In lieu of product, there is customer solution; that is, customers buy solutions to their problems or look for value in products. Customers are more interested in the total costs of obtaining, using, and disposing of a product. That is customer cost replaces price in customer relationships. The place element of the marketing mix focuses on convenience. Convenience in availability is the central focus of customers. Finally, customers and marketers want two-way communication.

Difficulty: (3); Pages: 57-58

123. Define marketing strategy. Discuss the steps in formulating marketing strategy.

Answer:       

The marketing logic by which a company hopes to achieve profitable relationships is called its marketing strategy. Marketing strategy formulation entails three specific steps: market segmentation, targeting, and positioning. The process of dividing a market into distinct groups of buyers with different needs, characteristics, or behavior is called market segmentation. Target marketing involves evaluating each market segment's attractiveness and selecting one or more segments to enter. A company should target segments in which it can profitably generate the greatest customer value and sustain it over time. Positioning is defined as the image a product projects in the eyes of consumers. Effective positioning begins with actually differentiating the company's marketing offer so that it gives consumers greater value. 

Difficulty: (2); Pages: 53-56

124. Define marketing planning. Briefly outline the major steps in a marketing plan.

Answer: 

Marketing planning involves deciding on marketing strategies that will help the company achieve its overall strategic objectives. A detailed marketing plan is needed at the business, product, or brand level.  An executive summary is the first step in the plan. 

It contains a brief summary of the main goals and recommendations of the plan for management review. The current marketing situation describing the target market and company's position in it, including information about the market, product performance, competition and distribution is presented. In the next section, major threats and opportunities are presented. The plan next states major objectives for the brand and outlines the specifics of a marketing strategy for achieving them. In addition, action programs for implementing the marketing strategy along with the details of a supporting marketing budget are presented. The final section outlines the controls used to monitor progress and corrective action.

Difficulty: (2); Page: 59-61

125. Marketing departments are organized in several ways. Discuss the most common forms of marketing organization.

Answer: 

Some common forms of marketing department organization include functional organization, geographical organization, product management organization and market management organization. Under a functional department organization, a functional specialist-sales manager, advertising manager or market research manager is responsible for all marketing activities. Under a geographic organization, sales and marketing people are assigned to specific countries, regions, and districts. Product management organization first appeared at P&G in the 1930s. Under this approach, a product manager develops and implements a complete strategy and marketing program for a specific product or brand. Under a market or customer management organization, the company is organized around the needs of specific customer segments. Herein, one product line is sold to many different types of markets and customers that have different needs and preferences. 

Difficulty: (2); Pages: 61-62.

Application

126. With the advent of technology and increased competition across several industries, companies need growth if they are to compete more effectively. Achieving profitable growth requires companies to lay down marketing strategies. Using the product/market expansion grid to identify growth opportunities, apply it to Wal-Mart, the world's largest retailer.

Answer:  

Figure 2.3 on page 46 outlines the four strategies available to corporations to achieve growth in different spaces. First, Wal-Mart might consider making more sales to current customers without changing their product mixes; this is called market penetration. Wal-Mart might add new stores in suburban/urban markets in the U.S. to increase sales to customers. In-store modifications and improvements in advertising, merchandise availability (groceries) and customer service might encourage customers to spend more; this, in turn, will help Wal-Mart get a greater share of the customer's wallet. Thanks to Wal-Mart's aggressive marketing skills, major corporations, including Disney, have been able to generate additional revenues selling their toys/memorabilia in Wal-Mart stores. Next, market development as a growth strategy entails identifying and developing new markets for Wal-Mart's current products. Since 1991, Wal-Mart has entered several new geographic markets both at home and overseas. In 1991, Wal-Mart entered Mexico in a joint venture with Cifra, a major retailer. Subsequently in 1994, Wal-Mart entered Canada by acquiring stores. Wal-Mart now operates in parts of Latin America, Europe and in Japan. In the U.S. Wal-Mart is presently expanding along the northeast corridor. Third, Wal-Mart could offer new or modified products to current markets. Wal-Mart continues to grow using product development as a marketing strategy. Adding private label brands to complement their existing merchandise mix is a viable strategy. Given Wal-Mart's low-price philosophy, it has proven to be lucrative. At the time of writing this test bank, Wal-Mart was number one in the toy and grocery business too. Fourth, Wal-Mart might consider diversification. It could start up or buy businesses outside of its current markets. Given that Wal-Mart could lose its market focus if it diversifies too broadly, caution needs to be exercised. Wal-Mart has successfully tested new formats, such as the neighborhood store format, selling groceries in different markets. In Mexico, Wal-Mart has multiple formats, including, bodegas, super-centers, discount stores, quick service restaurants, wholesale clubs and department stores. In an extreme case of diversification, Wal-Mart can leverage its strong brand name and provide advice and act as a consultant to businesses on how to increase efficiency in logistics.    

Difficulty: (3); Pages: 46-49 
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