Chapter 14

Marketing In The Digital Age
Multiple-Choice 

1. According to the text, the following statements accurately describe Office Depot’s marketing practices, except which one?

a.   
Adding “clicks” to “bricks and mortar” has strengthened Office

Depot’s growth, profits, and customer relationships.

b.
The combination of online and in-store selling gives Office Depot customers anywhere, anytime access to the store.

c.
The Web site makes purchasing easier and more convenient.

d.
Office Depot’s Web operations detract from store sales.

Answer: (d) Difficulty: (2) Pages: 480-481

2. All of the following are examples of e-tailers, except which one?

a.
Amazon.com

b. Dell

c. Office Depot

d. Bank of America

Answer: (d) Difficulty: (2) Page: 481

3. Digital information, which comes in zeros and ones, is also called _____.

a.
bytes

b.
bits

c.
intranet

d.
extranet

Answer: (b) Difficulty: (2) Page: 482

4. _____ are networks that connect people within a company to each other and to the company network.

a.
Bits

b. Bytes

c. Intranets

d. Extranets

Answer: (c) Difficulty: (2) Page: 482

5. For _____ to flow from one location to another requires _____.

a.
bytes; the Internet

b. bits; the Internet

c. information; analog connections

d. bits; connectivity, a telecommunications network

Answer: (d) Difficulty: (3) Page: 482

6. _____ connect(s) people and companies.

a.
Bits

b. Bytes

c. The Intranet

d. Networks

Answer: (d) Difficulty: (3) Page: 482

7. _____ connect a company with its suppliers, distributors, and other outside partners.

a.
Intranets

b. Extranets

c. Networks

d. Internets

Answer: (b) Difficulty: (2) Page: 482

8. The _____ makes up one big “information highway” that can dispatch bits at incredible speeds from one location to another.

a.
Intranet

b. Extranet

c. Internet

d. LAN

Answer: (c) Difficulty: (2) Page: 482

9. The _____ is also known as the “information highway.”

a.
Internet

b. Intranet

c. Extranet

d. Digital Age

Answer: (a) Difficulty: (2) Page: 482

10. According to the text, “data, text, sound, and images” can be converted into _____.

a.
byte streams

b. bit streams

c. analog information

d. the Intranet

Answer: (b) Difficulty: (3) Page: 482

11. According to the text, the _____ has created a New Economy.

a.
widespread use of the Intranet

b. widespread use of the Extranet

c. widespread use of the Internet

d. the widespread growth of the “clicks and mortar” e-tailers

Answer: (c) Difficulty: (2) Page: 481

12. Major forces that help shape the new digital age include: _____.

a.
digitalization and connectivity, the Internet, the Intranet, and the Extranet.

b. digitalization and connectivity, the Internet, Extranet, and new intermediaries.

c. the Internet, the Intranet, the Extranet, and customization.

d. digitalization and connectivity, explosion of the Internet, new types of intermediaries, and customization and customerization.

Answer: (d) Difficulty: (2) Page: 482, Figure 14.1

13. The _____ enables consumers and companies to access and share huge amounts of information with just a few mouse clicks.

a.
Analog age

b. Digital age

c. Internet

d. Extranet

Answer: (c) Difficulty: (1) Page: 483

14. All of the following statements accurately reflect the impact of the Internet explosion, except which one?

a.
Consumers are accessing information on the Internet before making major life decisions.

b. The dot-com crash of 2000 led to a slowdown in access to the Internet.

c. A recent study found that approximately one-third of U.S. households with Internet access go online with Broadband connections.

d. Now more than ever, more people are using the Web at faster speeds.

Answer: (b) Difficulty: (3) Page: 482

15. Traditional “bricks and mortar” retailers  _____ the new type of retailers called, 

e-tailers. 

a.
fear being lured by

b. fear being disintermediated (cut out) by

c. hoped and prayed for the disappearance of 

d. worried about their plunging stock values in the war against

Answer: (b) Difficulty: (3) Page: 483

16. _____ involves taking the initiative to customize the market offering.

a.
Customerization

b. Customization

c. Disintermediation

d. Standardization

Answer: (b) Difficulty: (1) Page: 483

17. The New Economy revolves around _____.

a.
manufacturing companies

b. the growth of new intermediaries

c. information business

d. standardization

Answer: (c) Difficulty: (2) Page: 483

18. When Dell Computer delivers custom-designed units in a few days to customer specifications, they are said to be _____ their products and services.

a.
individualizing

b. standardizing

c. engaged in the branding of

d. improving the processes of 

Answer: (a) Difficulty: (2) Page: 483

19. By early 2003, Internet penetration in the United States had reached close to _____.

a.
30 percent

b. 50 percent

c. 67 percent

d. 100 percent

Answer: (c) Difficulty: (3) Page: 482

20. A recent study found that close to _____ of U.S. households with Internet access now go online through high-speed broadband connections.

a.
10 percent

b. 50 percent

c. 75 percent

d. 30 percent

Answer: (d) Difficulty: (3) Page: 482

21. Wal-Mart, the world’s largest retailer, is well known for its unsurpassed connectivity with its suppliers and distributors. Wal-Mart is using the _____ for network connectivity.

a.
Intranet

b. Internet

c. Extranet

d. Net

Answer: (c) Difficulty: (2) Page: 482

22. According to the text, Office Depot belongs to the new breed of _____ that now dominate Internet marketing.

a.
“bricks and mortar” companies

b. “clicks and mortar” companies

c. “click only” companies

d. traditional retailers

Answer: (b) Difficulty: (3) Page: 480

23. According to the text, all of the following are examples of failed 

e-tailers, except which one?


a.
eToys

b. Priceline.com

c. Garden.com

d. Pets.com

Answer: (b) Difficulty: (3) Page: 483

24. When companies allow customers to be prosumers rather than consumers, they are said to be engaging in _____.

a.
customerization

b. customization

c. standardization

d. localization

Answer: (a) Difficulty: (3) Page: 484

25. At P&G’s reflect.com, people formulate their own beauty products. This is an example of _____.

a.
customization

b. customerization

c. standardization

d. localization

Answer: (b) Difficulty: (2) Page: 484

26. _____ involves the use of electronic platforms to conduct a company’s business.

a.
E-commerce

b. E-business

c. E-marketing

d. The Internet

Answer: (b) Difficulty: (2) Page: 485

27. E-commerce is more specific than _____.

a.
E-marketing

b. E-business

c. E-procurement

d. The Intranet

Answer: (b) Difficulty: (2) Page: 485

28. The flip side of e-marketing is _____, the buying side of e-commerce.

a.
e-purchasing

b. E-commerce

c. e-supply

d. E-business

Answer: (a) Difficulty: (2) Page: 485

29. _____ are “marketspaces,” rather than physical marketplaces.

a.
E-locations

b. E-tailers

c. E-markets

d. Traditional retailers

Answer: (c) Difficulty: (2) Page: 485

30. E-commerce includes _____ and _____.

a.
E-marketing; e-tailers

b. E-business; E-marketing

c. E-marketing; E-purchasing

d. E-marketing; intranets

Answer: (c) Difficulty: (2) Page: 485

31. Amazon.com, Schwab.com, and Dell.com conduct _____ at their Web sites.

a.
e-commerce

b. e-marketing

c. selling and not marketing

d. bartering

Answer: (b) Difficulty: (3) Page: 485

32. All of the following are accurate descriptions of the benefits of Internet buying, except which one?

a.
Internet buying is convenient.

b. The Internet offers buyers the benefit of comparative shopping with just the click of a mouse.

c. The Internet seldom provides buyers with greater product access and selection.

d. Online buying is interactive and immediate.

Answer: (c) Difficulty: (2) Page: 486

33. The Internet gives consumers a greater measure of _____.

a.
empowerment

b. control

c. convenience

d. all of the above

Answer: (d) Difficulty: (2) Page: 486

34. The popular press has paid the most attention to _____ e-commerce -- the online selling of goods and services to final consumers.

a.
B2C (business-to-consumer)

b. B2B (business-to-business)

c. C2C (consumer-to-consumer)

d. C2B ( consumer-to-business)

Answer: (a) Difficulty: (2) Page: 487

35. All of the following statements are accurate descriptions of the demographic profile of online consumers, except which one?

a.
Today, young, techy, upscale professionals heavily populate use of the Internet.

b. Almost two-thirds of U.S. households surf the Internet.

c. The Internet provides e-marketers with access to a broad range of demographic segments.

d. Children and teens are going online more than any other age group.

Answer: (a) Difficulty: (3) Page: 488

36. All of the following statements are accurate descriptions of different ways Internet consumers differ from offline consumers, except which one?

a.
People who only use the Internet place greater value on information.

b. People who use the Internet tend to respond negatively to messages aimed only at selling.

c. Traditional offline marketing targets a somewhat active audience.

d. E-marketing targets people who actively seek information.

Answer: (c) Difficulty: (3) Page: 489

37. _____ are huge e-marketspaces in which buyers and sellers find each other online, share information, and complete transactions efficiently.

a.
Private trading exchanges

b. Open trading exchanges

c. B2C Web sites

d. C2C Web sites

Answer: (b) Difficulty: (2) Page: 491

38. _____ is the auto industry’s public exchange. Created jointly by the Big Three auto makers, the site connects auto makers with suppliers worldwide.

a.
Quicken Loans

b. NASDAQ

c. Covisint

d. The Jacob Javits Center

Answer: (c) Difficulty: (1) Page: 490

39. _____ are trading networks that link a particular seller with its own trading partners.

a.
Open trading exchanges

b.
Private trading exchanges

c.
B2C Web sites

d.
C2C Web sites

Answer: (b) Difficulty: (2) Page: 491

40. Online exchange of goods and information between final consumers is called _____.

a.
B2C e-commerce

b. B2B e-commerce

c. C2C e-commerce

d. C2B e-commerce

Answer: (c) Difficulty: (2) Page: 491

41. eBay and Amazon.com Auctions and other auction sites offer popular marketspaces for online exchange of goods and information. These online companies are examples of _____.

a.
B2C e-commerce

b.
B2B e-commerce

c.
C2C e-commerce

d.
C2B e-commerce

Answer: (c) Difficulty: (2) Page: 491

42. _____ are discussion groups located on commercial online services such as AOL and Compu Serve.

a.
Forums

b. Dot-coms

c. Open trading exchanges

d. Private trading exchanges

Answer: (a) Difficulty: (2) Page: 491

43. A forum may take the form of a _____.

a.
library

b. “chat room” for real-time message exchanges

c. a classified ad directory

d. all of the above

Answer: (d) Difficulty: (2) Page: 491

44.
_____ e-commerce sites entail online exchanges in which consumers search out sellers, learn about their offers, and initiate purchases, sometimes even driving transaction terms.

a.
B2C 

b. B2B 

c. C2C 

d. C2B 

Answer: (d) Difficulty: (2) Page: 492

45. _____ are the online version of forums. However, such groups are limited to people posting and reading messages on a specific topic, rather than managing libraries or conferencing. 

a.
Intranets

b. Extranets

c. Newsgroups

d. Web sites

Answer: (c) Difficulty: (2) Page: 492

46. In _____, online visitors join Internet interest groups to share information with the result that “word of Web” is joining “word of mouth” as an important buying influence.

a.
B2C e-commerce

b. B2B e-commerce

c. C2B e-commerce

d. C2C e-commerce

Answer: (d) Difficulty:  (2) Page: 492

47. Search engines, portals, e-tailers and dot-coms are examples of  _____ , selling products and services directly to final buyers via the Internet.  

a.
click-and-mortar E-marketers

b. brick-and-mortar retailers

c. new-age businesses

d. click-only marketers

Answer: (d) Difficulty: (2) Page: 492

48. Google, Yahoo, and Excite, which started as search engines, later added services to become _____.

a.
C2C e-commerce sites

b. C2B e-commerce sites

c. portals

d. open trading exchanges

Answer: (c) Difficulty: (2) Page: 492

49. _____, such as AOL, Compuserve, and Earthlink, are click-only companies that provide Internet and e-mail connections for a fee.

a.
Transaction sites

b. Internet Service Providers (ISPs)

c. Content sites

d. Enabler sites

Answer: (b) Difficulty: (2) Page: 493

50. www.nytimes.com, espn.com, and Encyclopedia Brittanica Online provide financial, research, and other information. They are called _____.

a.
transaction sites

b. content sites

c. enabler sites

d. ISPs

Answer: (b) Difficulty: (2) Page: 493

51. _____ provide the hardware and software that enable Internet communication and commerce.

a.
Content sites

b. Transaction sites

c. Enabler sites

d. ISPs

Answer: (c) Difficulty: (2) Page: 493

52. One of the reasons dot-coms failed is because their primary goal was to launch _____ while the market was hot. 

a.
an initial public offering (IPO)

b. glitzy Web site 

c. a new Web site

d. more retail outlets

Answer: (a) Difficulty: (2) Page: 493

53. P&G feared that its retailers would drop their packaged goods brands if the company sold the same brands directly online. They worried that it would produce _____.

a.
vertical conflict

b. horizontal conflict

c. channel conflict

d. copycats

Answer: (c) Difficulty: (2) Page: 494

54. All of the following are accurate descriptions of why dot-coms failed, except which one?

a.
Many failed dot-coms rushed into the market without proper research and planning.

b. Many failed dot-coms relied heavily on spin and hype instead of sound marketing strategies.

c. Dot-coms failed because of lack of a sound business model.

d. Dot-coms failed because the Internet lacks the power to enchant and delight customers in ways hitherto unimaginable.

Answer: (d) Difficulty: (3) Page: 493

55. For most companies, the first step in conducting e-marketing is to _____.

a.
place an ad online

b. use online e-mail

c. create a marketing Web site

d. create Web communities

Answer: (c) Difficulty: (2) Page: 496

56. _____ are designed to build customer goodwill and to supplement other sales channels, rather than to sell the company’s products directly.

a.
Marketing Web sites

b. Corporate Web sites

c. Small business Web sites

d. Non-profit corporation Web sites

Answer: (b) Difficulty: (3) Page: 496

57. _____ engage consumers in interactions that will move them closer to a direct purchase or other marketing outcome.

a.
Corporate Web sites

b. Marketing Web sites

c. Web communities

d. Spam tends to

Answer: (b) Difficulty: (2) Page: 497

58. _____ are banner ads that move across the computer screen while consumers are surfing the Web.

a.
Interstitials

b.  
Skyscrapers

c.
Rectangles

d.
Tickers

Answer: (d) Difficulty: (2) Page: 499

59. Those tall, skinny ads on the side of the Web page are called _____.


a.
interstitials

b. rectangles

c. tickers

d. skyscrapers

Answer: (d) Difficulty: (2) page: 499

60. _____ are online ads that pop up between changes on a Web site.

a.
Rectangles

b. Interstitials

c. Tickers

d. Skyscrapers

Answer: (b) Difficulty: (2) Page: 499

61. Ads for Johnson and Johnson’s Tylenol headache reliever pop up on brokers’ Web sites whenever the stock market falls by 200 points. These online ads are known as _____.

a.
rectangles

b. skyscrapers

c. tickers

d. interstitials

Answer: (d) Difficulty: (2) Page: 499

62. Low-interest products and services, such as dental floss, life insurance, and blood donations, can create a _____ to answer customer questions, build goodwill and excitement, supplement selling efforts through other channels, and collect customer feedback. 

a.
marketing Web site

b. banner ad

c. online forums

d. corporate Web site

Answer: (d) Difficulty: (2) Page: 498

63. According to the text, e-marketers should pay attention to the seven Cs of effective Web site design. _____ refers to the ways that the site enables user-to-user communication.

a.
Context

b. Content

c. Community

d. Customization

Answer: (c) Difficulty: (2) Page: 498

64. A Web site’s ability to tailor itself to different users to allow them to personalize the site is called _____. 

a.
context

b. content

c. community

d. customization

Answer: (d) Difficulty: (2) Page: 498

65. _____ involves creating an e-mail message or other marketing event that is so infectious that customers will want to pass it along to their friends. 

a.
E-mail marketing

b. B2B e-commerce

c. B2C e-commerce

d. Viral marketing

Answer: (d) Difficulty: (2) Page: 500

66. Mary Foster has embarked on a new e-greeting card online venture. She is talking to Web site developers about ways to get customers to do the marketing for her Web site. She is working on developing a Web site, which helps visitors design their own e-cards and pass it along to their friends and family. Mary is using _____.

a.
e-mail marketing

b. viral marketing 

c. E-marketing

d. E-business

Answer: (b) Difficulty: (2) Page: 500

67. Advil gains name exposure on the Internet by sponsoring special content on various Web sites, such as ESPN SportZone’s Injury report. _____ is a form of Internet promotion. 

a.
Viral marketing

b. Sponsorship

c. Content sponsorship

d. Online advertising

Answer: (c) Difficulty: (2) Page: 500

68. Sue Simmons was reviewing online trading Web sites to take control of her personal finances. She is looking for a Web site, which supplies up-to-date financial news, real-time stock quotes, and historical financial market information too. She is looking for Web sites that supply a rich variety of information and  will also move her closer to a purchase. Sue is looking for a(an)_____.

a. marketing Web site

b. corporate Web site

c. portal

d. Interstitial

Answer: (a) Difficulty: (2) Page: 492 

69. All of the following Web sites are examples of marketing Web sites, except which one?

a.
eBay

b. www.nytimes.com
c. Ameritrade or www.ameritrade.com
d. Google or www.google.com
Answer: (d) Difficulty: (2) Page: 492

70. All of the following Web sites are examples of portals, except which one?

a.
Google

b. Yahoo

c. Excite

d. EBay

Answer: (d) Difficulty: (2) Page: 492

71. Auction sites such as eBay take _____ for transactions conducted on their sites.

a.
subscription fees

b. advertising income

c. referral income

d. commissions

Answer: (d) Difficulty: (2) Page: 495, Table 14.1

72. www.edmunds.com receives _____ as revenue every time a customer fills out an Auto-By-Tel form at its Web site and is sent to other sites.

a.
advertising income

b. referral income

c. commissions

d. profile income

Answer: (c) Difficulty: (2) Page: 495, Table 14.1

73. When Google sells ad space adjacent to its search results, linked to key search words, Google receives _____.

a.
commissions

b. advertising income

c. profile income

d. membership and subscription income

Answer: (b) Difficulty: (2) Page: 495, Table 14.1

74. Unsolicited, unwanted commercial e-mail messages that clog up our e-mailboxes is called _____.

a.
a router

b. spam

c. a Web community

d. a portal

Answer: (b) Difficulty: (2) Page: 505

75. Viral marketing is considered to be the Internet’s version of traditional _____ marketing.

a.
sponsorship

b. sweepstakes

c. word-of-mouth 

d. cyber marketing

Answer: (c) Difficulty: (2) Page: 500

76. Internet etiquette suggests that responsible marketers should ask consumers for _____ to e-mail marketing promotions and other pitches. 

a.
subscriptions

b. permission

c. their telephone numbers 

d. names and addresses

Answer: (b) Difficulty: (2) Page: 505

77. Councilman Gary Hudes of the Town of Hempstead, Long Island is spearheading a petition drive in 2004 in support of state legislation that would create a _____ registry, similar to the national “do not call” registry. Unwanted e-mail messages sent out in 2003 was more than 100 times the amount of mail delivered by the U.S. Postal Service.

a.
“do not litter”

b. “do not drink and drive”

c. “hands free cell phone while driving”

d. “do not spam”

Answer: (d) Difficulty: (2) Page: 505

78. All of the following are accurate descriptions of the darker side of Internet marketing, except which one?

a.
There is considerable concern for B2C dot-com profitability.

b. Online privacy is of major concern.

c. Online security is no longer a concern with the Federal government stepping in with legislation.

d. Consumers are concerned about Internet fraud.

Answer: (c) Difficulty: (2) Pages: 505-509

79. Spam is ruining the rich potential of _____ for companies that want to use it as a legitimate marketing tool.

a.
e-marketing

b. e-commerce

c. e-mail

d. profits 

Answer: (c) Difficulty: (3) Page: 506, Marketing at Work 14.2

80. All of the following are reasons for the explosion of junk e-mail messages, except  which one?

a.
Sending e-mail messages is very easy.

b. Sending e-mail messages is very expensive.

c. Dispatching large numbers of messages with a click of the send button is easy.

d. For the sender, it is quick money.

Answer: (b) Difficulty: (3) Page: 507, Marketing at Work 14.2

81. All of the following are accurate descriptions of the continuing promise of E-commerce, except which one?

a.
E-commerce will replace magazines, newspapers, and even stores as sources of information and buying.

b.
For most companies, online marketing will remain as just another important approach to traditional marketing.

c.
For most companies, the question still remains as to how best to tap the potential of Internet technology.

d.
Most companies are moving away from rhetoric about “Internet industries.”

Answer: (a) Difficulty: (3) Page: 505

82. Many consumers fear that unscrupulous snoopers will eavesdrop on their online transactions or intercept their credit card numbers and make unauthorized purchases. Consumers worry about _____.

a.
online privacy

b. online security

c. spam

d. marketer ethics

Answer: (b) Difficulty: (2) Page: 508

83. A staff reporter of the New York Times was covering a major story on teenagers and their love for instant messaging. He knew that digital information was also referred to as _____.

a.
analog information

b. a video game parlor

c. kiosks

d. “bits” or a stream of zeros and ones

Answer: (d) Difficulty: (2) Page: 482

84. A laptop computer manipulates _____ in its thousands of applications.

a.
bytes

b. bits

c. intranets

d. extranets

Answer: (b) Difficulty: (3) Page: 482

85. _____ is the gap between those who have access to the latest Internet and information technologies and those who don’t.

a.
Discrimination

b. Segmentation

c. Internet fraud

d. Digital divide

Answer: (a) Difficulty: (2) Page: 509

True/False

86. Segmentation is the gap between those who have access to the latest Internet and information technologies and those who don’t.

Answer: (False) Difficulty: (2) Page: 509

87. Spam is ruining the rich potential of e-mail for companies that want to use it as a legitimate marketing tool.

Answer: (True) Difficulty: (2) Page: 506

88. e-Bay is an example of a portal.

Answer: (False) Difficulty: (2) Page: 492

89. Almost 75 percent of U.S. households with Internet access now go online through high-speed broadband connections.

Answer: (False) Difficulty: (2) Page: 482

90. Tickers are online ads that pop up between changes on a Web site.

Answer: (False) Difficulty: (2) Page: 499

91. The intranet makes up one big “information highway” that can dispatch bits at incredible speeds from one location to another.

Answer: (False) Difficulty: (2) Page: 482

92. E-mail marketing is considered to be the Internet’s version of traditional “word-of-mouth” marketing.

Answer: (False) Difficulty: (2) Page: 500

93. When Google sells ad space adjacent to its search results, linked to key search words, Google only receives a lot of public goodwill.

Answer: (False) Difficulty: (2) Page: 495, Table 14.1

94. In customization the company leaves it to individual customers to design the marketing offering.

Answer: (False) Difficulty: (2) Page: 484

95. Customerization involves taking the initiative to customize the market offering.

Answer: (False) Difficulty: (2) Page: 483

96. Recent studies show that consumers are not accessing information on the Internet before making major life decisions.

Answer: (False) Difficulty: (2) Page: 483

97. The Old Economy revolved around information businesses that focused upon the benefits of differentiation, customization, and the speed of communication.

Answer: (False) Difficulty: (2) Page: 483

98.
A Web site’s ability to tailor itself to different users to allow users to personalize the site is called customization.


Answer: (True) Difficulty: (1) Page: 498

99. For most companies, the first step in conducting e-marketing is to place an ad online.

Answer: (False) Difficulty: (2) Page: 496

100. Private trading exchanges are huge e-marketspaces in which buyers and sellers find each other online, share information, and complete transactions efficiently.

Answer: (False) Difficulty: (2) Page: 491

101. Transaction sites provide the hardware and software that enable Internet communication and commerce.

Answer: (False) Difficulty: (2) Page: 493

102. Amazon.com, Schwab.com, and Dell.com conduct E-marketing at their Web sites.

Answer: (True) Difficulty: (2) Page: 485

103. “Chat rooms” for real-time message exchanges are discussion groups located on commercial online services such as AOL and Compu Serve.

Answer: (False) Difficulty: (3) Page: 491

104. E-locations are “marketspaces,” rather than physical marketplaces.

Answer: (False) Difficulty: (2) Page: 485

105. E-commerce includes e-marketing and e-procurement.

Answer: (True) Difficulty: (2) Page: 485

106. In B-to-B buying, e-marketers and e-purchasers come together in huge e-commerce networks.

Answer: (True) Difficulty: (2) Page: 485

107. Unsolicited, unwanted commercial e-mail messages that clog up our e-mailboxes are called “spam.”

Answer: (True) Difficulty: (2) Page: 506

108. Today, almost two-thirds of U.S. households surf the Internet.

Answer: (True) Difficulty: (2) Page: 487

109. Today’s cyberspace population is becoming less mainstream and diverse.

Answer: (False) Difficulty: (2) Page: 487

110. People using the Internet today place greater emphasis on selling pitches and less value on information.

Answer: (False) Difficulty: (2) Page: 489

111. According to the text, Covisint is the auto industry’s public B2B exchange.

Answer: (True) Difficulty: (2) Page: 490

112. AOL, CompuServe, and Earthlink are examples of e-tailers.

Answer: (False) Difficulty: (2) Page: 492

113. Dot-coms failed primarily because of lack of a sound business model and improper research and planning.

Answer: (True) Difficulty: (2) Page: 493

114. Ads for Johnson and Johnson’s Tylenol headache reliever pop up on brokers’ Web sites whenever the stock market falls by 200 points. These online ads are known as interstitials.

Answer: (True) Difficulty: (2) Page: 499

115. Today, young, techy, upscale professionals heavily populate use of the Internet.

Answer: (False) Difficulty: (3) Page: 488

Essay 

116. Both proponents and skeptics alike have argued that e-marketing detracts from offline or in-store marketing. Explain. Next, discuss the benefits of integrating online selling with in-store selling using an example.

Answer:

Web operations do not detract from store sales, but they create

synergies between the “clicks” and the “bricks” by carefully connecting the online

and stores’ sides of businesses. Rather than stealing sales from stores, the

OfficeDepot.com Web site actually builds store traffic by helping customers find

a local store and check stock. Customers can check online to see what is available,

then visit the local store to purchase the item. Stores can promote Web sites

through in-store kiosks. According to the text, Office Depot combined online and

in-store selling, giving Office Depot customers anywhere, anytime access to the

retailers’ wares, along with piles of information. Office Depot expanded into the

Web in 1998, and added “clicks” to its brick and mortar foundation. Office Depot

found that it has not only succeeded in increasing profits, but in strengthening

customer relationships too. 

Difficulty: (2) Pages: 480-481

117. According to the text, major forces are playing a critical role in reshaping the world economy and thus shaping the digital age. Identify four specific factors that underlie the new digital age.

Answer:

Please see Figure 14.1, p. 482 for a list of factors, which impact the new digital

age. According to the text, digitalization and connectivity, Internet explosion, new

types of intermediaries and customization/customerization are four specific

factors. Digital  information, which comes in bits, has revolutionized the digital

age. Connectivity allows information to flow from one place to another. The

Internet, a.k.a. the “information highway” dispatches bits at incredible

speeds; the intranet and the extranet are called new age networks. The 

Internet explosion has resulted in almost one-third of all U.S. households with

Internet access now go online with high-speed connections. Customers rely on the 

Internet for information before they make major life decisions. New types of

intermediaries have caused existing firms to reexamine their marketing tactics. 

The Internet has allowed marketers to customize their offerings; some 

stores have started to allow consumers to customize the market offerings on their

own, a practice called customerization.    

Difficulty: (2) Pages: 482-484

118. E-business involves the use of three electronic platforms to conduct a company’s business. Explain.

Answer:

E-business involves the use of intranets, extranets and the Internet to conduct a company’s business. Intranets are networks that connect people within a company to each other and to the company network. Extranets connect a company with its suppliers, distributors, and other outside partners. The Internet is a vast public web of computer networks that connects users of all types all around the world to each other and to a large “information repository.” 

Difficulty: (2) Page: 482

119. Differentiate between the “Old Economy” and the “New Economy.” 

Answer:

The Old Economy revolved around manufacturing companies that focused mainly

on standardizing their production, products, and business processes. The main

focus was on brand building to tout the advantages of their standardized market

offerings. Through standardization and branding, manufacturers hoped to grow

demand and take advantage of economies of scale. In contrast, the New Economy

revolves around information businesses. Information has the advantage of being

easy to differentiate, customize, personalize, and send at incredible speeds over 

networks. Businesses have become more adept at personalization of messages.  

Difficulty: (2) Page: 483

120. E-commerce and the Internet bring many benefits to both buyers and sellers alike. Briefly discuss the benefits to both buyers and sellers.

Answer:

Benefits to final buyers: The Internet is convenient. Consumers can do comparison shopping by surfing Web sites. The Internet also provides buyers greater product access and selection. Buyers also have access to a wealth of comparative information about competitors’ products and services. Online buying is interactive and immediate. The Internet has empowered customers. E-commerce also yields many benefits to sellers. 

Benefits to sellers: The Internet is a powerful tool for customer relationship building. Online interaction allows companies to increase customer value and satisfaction through product and service refinements. The Internet can also reduce costs and increase speed and efficiency. E-marketing can also offer greater flexibility, allowing the marketer to make ongoing adjustments to its offers and programs. Finally, the Internet is truly a global medium that allows buyers and sellers to interact from any corner of the world.

Difficulty: (2) Page: 486

121. There are four major e-marketing domains of e-commerce initiatives. List and describe each.

Answer:

The popular press has paid the most attention to B2C (business-to-consumer) e-commerce, the online selling of goods and services to final consumers. Figure 14.2 shows this method as emanating from businesses and targeting final consumers. B2B (business-to-business) e-commerce is initiated by businesses and targeted to businesses. Firms use B2B trading networks, auction sites, spot exchanges, online product catalogs, barter sites, and other online resources to reach new customers, serve current customers more effectively, and obtain better buying efficiencies and better prices. C2C (consumer-to-consumer) e-commerce involves online exchanges of goods and information between final consumers. Finally, C2B (consumer-to-business) e-commerce involves online exchanges in which consumers search out sellers, learn about their offers, and initiate purchases, sometimes even driving transaction terms.


Difficulty: (2) Page: 492

122. According to the text, some B2B e-commerce takes place in open trading exchanges and the rest in private trading exchanges. Define the two terms, using examples wherever appropriate.

Answer:

Open trading exchanges are huge e-marketspaces in which buyers and sellers find each other online, share information, and complete transactions efficiently. Covisint is the auto industry’s public exchange. Created jointly by the Big Three auto makers -- Daimler Chrysler, Ford, and GM -- the site connects a total of 11 automakers with some 5,000 suppliers worldwide. Private trading networks link a particular seller with its own trading partner. Trane Corp., a maker of air-conditioning and heating systems, is an example of a private trading exchange. Private exchanges give sellers greater control over product presentations and allow them to build greater relationships with buyers and sellers by providing value-added services. 

Difficulty: (2) Pages: 490-491

123. Discuss the differences between click-only companies and click-and-mortar e-marketers.

Answer:

Click-only companies include e-tailers that sell products and services directly to final buyers via the Internet. Familiar e-tailers include Amazon.com, Expedia, and Wine.com. The click-only group includes search engines and portals, such as Google, Yahoo, and Excite, which began as search engines and later added services, such as news, weather reports, stock reports, and entertainment to become the first port of entry to the Internet. ISPs, such as AOL, CompuServe, and Earthlink, are click-only companies that provide Internet and e-mail connections for a fee. First, traditional brick-and-mortar stores resisted adding e-commerce to their sites out of fear of channel conflict. Today this hybrid form of selling has become the norm rather than the exception. Careful integration of both formats has benefited marketers with trusted brand names, greater financial resources, large customer bases, deep industry knowledge, and good relationships with key suppliers. These hybrid companies know how to conduct online sales without cannibalizing the sales of their own stores, resellers, or agents.

Difficulty: (2) Pages: 492-493

124. Several dot-coms have still to show three consecutive quarters or an entire year of

profits. The need to define a revenue and profit model is of paramount importance. List and discuss any three types of dot-com e-commerce revenue models.

Answer:

Product and service sales income: Many e-commerce companies draw a good portion of their revenues from markups on goods and services they sell online.

Advertising income: Sales of online ad space can provide a major source of revenue. Google sells ad space adjacent to its search results, linked to key search words. 

Sponsorship income: A dot-com can solicit sponsors for some of its content and collect sponsorships fees to help cover its costs.

Difficulty: (2) Page: 495

125. Define viral marketing. What is the link between viral marketing and word-of-mouth communication? Discuss the benefits of viral marketing.

Answer:

Viral marketing involves creating an email message or other marketing event that is so infectious that consumers will pass it along to their friends. It is the Internet version of word-of-mouth marketing. Because customers pass the message or promotion along to others, viral marketing can be very inexpensive. And when the information comes from a friend, the recipient is much more likely to open and read it. The idea is for customers to do the marketing for the company. Viral marketing works well for B2B marketers in the area of improved customer relationships. The response rates based on viral marketing are high. Thus, it is here to stay for the long term.

Difficulty: (2) Page: 500

Application 

126. Steven Jennings, a Ph.D. in Computer Science, gave up his lucrative job at IBM to join together with a group of his friends to start a new online company. Steven’s new venture is software he developed, designed to help online brokerage companies do business with their customers more efficiently. While Steven is adept at the hardware and software aspects of the business, such as Web design, HTML, etc., he is a novice in the areas of setting up a marketing presence (creating an attractive Web site, placing ads and promotions online.) As a marketing consultant, give Steven Jennings advice on how he can accomplish his goals of moving into e-marketing.

Answer:

As part of Steven’s endeavor to set up an e-marketing presence, he has to create a Web site, place ads online, set up or participate in Web communities or use online e-mail or Web casting. Shown in Figure 14.4 are the elements of an effective e-marketing presence. First, Steven can set up a corporate Web site to build customer goodwill and to supplement other sales channels, rather than to sell the company’s products directly. Steven can also set up a marketing Web site, moving his customers closer to a direct purchase. He can include several pages of information about the company’s new software and entire section of FAQs. In essence, an attractive site requires enough added value to be perceived by  consumers to come, stick around, and return. It is important to keep the Web site current and up-to-date, fresh, and exciting. Steven has to pay close attention to the seven Cs of effective Web site design: context, content, customization, community, communication, connection, and commerce. All these issues need to be carefully looked into prior to launching a Web site. Online advertising, including banner ads, interstitials, ticker ads, skyscrapers, and other forms, appears while customers are surfing the Web. Steven can be advised on the importance and benefits of Web communities. With these web sites, members congregate online and exchange views on issues of common interest.

Difficulty: (2) Pages: 496-504
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