Chapter 13

Integrated Marketing Communication: 

Personal Selling and Direct Marketing

Multiple-Choice

1.
A(n) _____ is an individual acting for a company by performing one or more of the following activities: prospecting, communicating, servicing, and information-gathering.

a.
salesperson

b. account representative

c.
sales consultant

d.
all of the above

Answer: (d) Difficulty: (2) Page: 439

2.       A salesperson might be an _____.

a. order getter

b. order taker

c. department store salesperson

d. all of the above

Answer: (d) Difficulty: (2) Page: 442

3.
_____ is the interpersonal arm of the promotion mix.

a. Advertising

b. Personal selling

c. Sales promotion

d. Direct Marketing

Answer: (b) Difficulty: (2) Page: 442


4.
_____ position demands the creative selling of products and services, ranging from household goods to information technology services.

a. An order takers’

b. An order getters’

c. Any marketing position

d. All of the above

Answer: (b) Difficulty: (2) Page: 442

5.
_____ is defined as the analysis, planning, implementation, and control of sales force activities. 

a. Marketing management

b. Sales force management

c. Prospecting

d. Direct marketing

Answer: (b) Difficulty: (2) Page: 443

6.
Under the _____, each salesperson is assigned to an exclusive geographic area and sells the company’s full line of products or services to all customers in that territory.

a. product sales force structure

b. complex sales force structure

c. customer sales force structure

d. territorial sales force structure

Answer: (d) Difficulty: (2) Page: 443

7.
Companies using a _____ specialize in selling only a portion of the company’s products or lines.

a.
product sales force structure

b.  
complex sales force structure

c.  
customer sales force structure

d.  
territorial sales force structure

Answer: (a) Difficulty: (2) Page: 443

8.
In Allegiance Healthcare Corporation, a large health care products and services company, salespeople call on the same hospital on the same day. Allegiance has several product divisions, each with a separate sales force. Allegiance is organizing the sales force around its _____.

a. products

b. territories

c. customers

d. all of the above

Answer: (a) Difficulty: (2) Page: 443

9.
Organizing the sales force around customers can help a company to become more customer focused and build closer relationships with important customers. Companies using a _____ organize the sales force along customer or industry lines.

a. territorial sales force structure

b. complex sales force structure

c. product sales force structure

d. customer sales force structure

Answer: (d) Difficulty: (1) Page: 444

10.
When a company sells a wide variety of products to many types of customers over a broad geographic area, it combines several types of sales force structures. According to the text, the company is organized under a _____.

a. customer sales force structure

b. territorial sales force structure

c. product sales force structure

d. complex sales force structure

Answer: (d) Difficulty: (1) Page: 444

11.
Using a _____, a company first groups accounts into different classes, according to size, account status, or other factors related to the amount of effort required to maintain them. 

a. workload approach

b. payload approach

c. account approach

d. company approach

Answer: (a) Difficulty: (1) Page: 445

12.
_____ include technical support people, sales assistants, and telemarketers.

a. Outside salespeople

b. Inside salespeople

c. Technicians

d. Information technology specialists

Answer: (b) Difficulty: (2) Page: 445

13.
_____ use the phone to find new leads and qualify prospects for their field sales force or to sell and service accounts directly.

a. Technical support people

b. Sales assistants

c. Telemarketers

d. All of the above

Answer: (c) Difficulty: (2) Page: 445

14.
_____ traditional image has long been symbolized by the salesman in the blue suit, crisp white shirt, and red tie, an imposing fellow far more comfortable in corporate America’s plush executive suites than in the cramped quarters of some fledgling entrepreneur.

a. Boeing’s

b. IBM’s

c. HP’s

d. Dell’s

Answer: (b) Difficulty: (2) Page: 445

15.
_____ entails using teams of people from sales, marketing, engineering, finance, technical support, and even upper management to service large, complex accounts.

a. Web-based selling

b. Telemarketing

c. Team selling

d. Direct selling

Answer: (c) Difficulty: (2) Page: 446

16.
All of the following are accurate descriptions of the pitfalls of team selling, except which one?

a. Selling teams can confuse or overwhelm customers who are used to working with only one salesperson.

b. Some salespeople may have trouble learning to work with and trust others on a team.

c. Difficulties in evaluating individual contributions to the team selling effort can create some sticky compensation issues.

d. All of the above

Answer: (d) Difficulty: (2) Page: 449

17.
According to the text, in a recent survey by the Gallup Management Consulting Group, the best salespersons possess four key talents, which are _____.

a. intrinsic motivation, disciplined work style, honesty, and the ability to work with others .

b. extrinsic motivation, disciplined work style, the ability to close a sale, and more importantly be persuasive.

c. extrinsic motivation, disciplined work style, the ability to close a sale, and the ability to build relationships with customers

d. intrinsic motivation, disciplined work style, the ability to close a sale, and the ability to work with others.

Answer: (d) Difficulty: (3) Page: 449

18.
According to the text, Campbell Soup uses a _____ in which each salesperson is responsible for selling all Campbell Soup products. Starting at the bottom of the organization, sales merchandisers report to sales representatives, who report to retail supervisors, who report to directors of retail sales operations, who report to one of 22 regional sales managers. Regional sales managers, in turn, report to one of four general sales managers who report to a vice president and general sales manager.

a. territorial sales force structure

b. product sales force structure

c. customer sales force structure

d. complex sales force structure

Answer: (a) Difficulty: (2) Page: 443

19.
According to the text, companies use some form of workload approach to set _____.

a. sales force structure

b. sales force size

c. compensation approaches

d. geographic boundaries

Answer: (b) Difficulty: (3) Page: 444

20.
_____ are standards that state the amount a salesperson should sell and how sales should be divided among the company’s products.

a. Sales reports

b. Sales quotas

c. Sales incentives

d. Limits

Answer: (b) Difficulty: (2) Page: 455

21.
_____ is the first step in the selling process.

a. Pre-approach

b. Presentation and demonstration

c. Handling objections

d. Prospecting and qualifying

Answer: (d) Difficulty: (2) Page: 456

22.
_____ entails identifying qualified potential customers.

a. Approach

b. Presentation and demonstration

c. Handling objections

d. Prospecting

Answer: (d) Difficulty: (2) Page: 456

23.
_____ is the step in the selling process in which the salesperson learns as much as possible about a prospective customer before making a sales call.

a. Pre-approach

b. Approach

c. Handling objections

d. Prospecting

Answer: (a) Difficulty: (2) Page: 457

24.
In the _____ step of the selling process, the salesperson consults standard industry and online sources, acquaintances, and others to learn about the company. 

a. approach

b. prospecting

c. pre-approach

d. presentation

Answer: (c) Difficulty: (3) Page: 457

25.
During the _____ step of the selling process, the salesperson meets the customer for the first time.

a. approach

b. pre-approach

c. prospecting

d. presentation

Answer: (a) Difficulty: (2) Page: 457

26.
_____ entails identifying the good prospects and screening out the poor ones.

a. Prospecting

b. Presentation

c. Handling objections

d. Qualifying leads

Answer: (d) Difficulty: (2) Page: 457

27.
Prospects are qualified by looking at their _____.

a. financial ability

b. volume of business

c. special needs

d. all of the above

Answer: (d) Difficulty: (2) Page: 457

28.
During the _____ step of the selling process, the salesperson tells the “product story” to the buyer, highlighting customer benefits.

a. prospecting

b. qualifying

c. presentation

d. follow-up

Answer: (c) Difficulty: (2) Page: 457

29.
All of the following are qualities buyers like in salespeople, except which one?

a. Good salespeople know how to listen and to build strong customer relationships.

b. Great salespeople are empathetic toward buyers.

c. Sometimes salespersons tend to be pushy, late, and disorganized.

d. Good salespeople are honest, dependable, and thorough.

Answer: (c) Difficulty: (2) Page: 457

30.
All of the following are accurate descriptions of statements reflecting the “handling objections” step in the selling process, except which one?

a. Customers almost always have objections during the presentation or when asked to place an order.

b. The problem can be either logical or psychological, and objections are often unspoken.

c. In handling objections, the salesperson should use a negative approach.

d. In handling objections, the salesperson must seek out hidden objections, and turn the objections into reasons for buying.

Answer: (c) Difficulty: (2) Page: 458

31.
After handling the prospect’s objections, the salesperson now tries to _____.

a. follow up the sale

b. close the sale

c. prospect and qualify the lead

d. make a presentation

Answer: (b) Difficulty: (2) Page: 458

32.
_____ is the step in the selling process in which the salesperson asks the customer for an order.

a. Follow up

b. Closing

c. Prospecting and qualifying

d. Presentation

Answer: (b) Difficulty: (2) Page: 458

33.
The last step in the selling process is _____. It is necessary if the salesperson wants to ensure customer satisfaction and repeat business.

a. closing

b. prospecting and qualifying

c. presentation

d. follow up

Answer: (d) Difficulty: (2) Page: 458

34.
_____ consists of direct communications with carefully targeted individual customers to obtain an immediate response.

a. Personal selling

b. Direct marketing

c. Advertising

d. Sales promotion

Answer: (b) Difficulty: (2) Page: 459

35.
Today, with the trend toward more narrowly targeted or one-to-one marketing, many companies are adopting _____, either as a primary marketing approach or as a supplement to other approaches.

a. personal selling

b. advertising

c. direct marketing

d. sales promotion

Answer: (c) Difficulty: (2) Page: 459

36.
Beyond brand and image building, _____ usually seek a direct, immediate, and measurable consumer response.

a. catalog companies

b. direct mailers

c. telemarketers

d. all of the above

Answer: (d) Difficulty: (2) Page: 459

37.
All of the following are accurate descriptions of direct marketing, except which one?

a. Direct marketing means direct distribution from producer to consumer with no intermediaries.

b. Direct marketing is not an approach for communicating directly with customers.

c. Direct marketing is a supplementary channel or medium to some marketers for marketing their goods.

d. With the advent of the Internet, direct marketing has undergone a major transformation.

Answer: (b) Difficulty: (3) Page: 459

38.
All of the following are examples of companies employing only the direct marketing approach to reach their customers, except which one?

a. Dell Computer

b. EBay

c. Amazon.com

d. Gateway

Answer: (d) Difficulty: (2) Page: 460

39.
All of the following are benefits of direct marketing, except which one?

a. Direct marketing is convenient, easy to use, and private.

b. Direct marketing is immediate and interactive.

c. The Internet provides access to domestic markets only and not global markets that might otherwise be out of reach.

d. Direct marketing is the fastest-growing form of marketing.

Answer: (d) Difficulty: (3) Page: 460

40.
A _____ is an organized collection of comprehensive data about individual customers or prospects, including geographic, demographic, psychographic, and behavioral data. 

a. customer database

b. mass market

c. customer relationship management method

d. data warehouse

Answer: (a) Difficulty: (2) Page: 462

41.
_____ is a set of names, addresses, and telephone numbers.

a. A customer mailing list

b. A customer database

c. A telephone book

d. A data warehouse

Answer: (a) Difficulty: (2) Page: 462

42.
Companies can use their databases in all of the following ways, except which one?

a. Companies can use their databases to identify prospects and generate sales leads by advertising products or offers.

b. Companies can use databases to deepen customer loyalty.

c. Companies can use databases to profile customers, based on previous purchasing and to decide which customers should receive particular offers.

d. Companies can use customer databases as customer mailing lists, since the same information is contained in customer mailing lists.

Answer: (d) Difficulty: (2) Page: 462

43.
Marketers use _____ to sell directly to consumers and businesses.

a. inbound toll-free 800 numbers

b. outbound telephone marketing

c. personal marketing

d. all of the above

Answer: (b) Difficulty: (2) Page: 464

44.
_____ are used to receive orders from television and print ads, direct mail, or catalogs.

a. Outbound toll-free 800 numbers

b. Inbound toll-free 800 numbers

c. Direct-mail marketing

d. All of the above

Answer: (b) Difficulty: (2) Page: 464

45.
_____ involves sending an offer, announcement, reminder, or other item to a person at a particular address.

a. Telephone marketing

b. Kiosk marketing

c. Direct-mail marketing

d. Online marketing

Answer: (c) Difficulty: (2) Page: 464

46.
The new breed of _____ ads uses glitzy features such as animation, interactive links, streaming video, and personalized audio messages to reach out and grab attention. 

a. voice-mail

b. fax mail 

c. e-mail

d. all of the above

Answer: (c) Difficulty: (2) Page: 466

47.
30-minute advertising programs for a single product are also known as a _____.

a. TV commercial

b. Radio commercial

c. Infomercial

d. Spam mail

Answer: (c) Difficulty: (2) Page: 468

48.
Information and ordering machines found in stores, airports, and other locations are also known as _____.

a. kiosks

b. in-store entertainment

c. captive marketing

d. home shopping

Answer: (a) Difficulty: (2) Page: 468

49.
_____ involves using carefully coordinated multiple-media, multiple-stage campaigns.

a. An integrated direct marketing campaign

b. TV marketing

c. Infomercials

d. E-mail marketing

Answer: (a) Difficulty: (2) Page: 472

50.
The major forms of direct response direct marketing include _____.


a.
direct-response advertising

b.       home shopping channels

c.       kiosks

d.       both a and b are correct

Answer: (d) Difficulty: (2) Page: 468

51.
According to the text, all of the following are accurate descriptions of traits possessed by successful salespeople, except which one?

a. A top performing salesperson is empathetic.

b. A top performing salesperson is always looking to close the sale.

c. A top performing salesperson wants to be liked all the time.

d. A successful salesperson is one who is patient, caring, and honest.

Answer: (c) Difficulty: (2) Page: 450

52.
All of the following are “sources” used to recruit salespeople, except which one?

a. The Human Resources (HR) department looks for applicants by getting names from current salespeople.

b. The HR department looks for applicants by contacting employment agencies.

c. The HR department looks for applicants by contacting college students.

d. Many companies are adding Web-based training to their sales training programs.

Answer: (d) Difficulty: (1) Page: 450

53.
Training programs for salespeople have several goals, except which one?

a. Salespeople need to learn about competitor strategies.

b. The training program teaches salespeople about different types of customers and their needs, buying motives, and buying habits.

c. Salespeople must know how to make effective presentations.

d. Salespeople are hired to sell, hence they do not need to know much about a company’s products. Further, there is no need to show them how products are produced and how they work.

Answer: (d) Difficulty: (2) Page: 451

54.
All of the following are accurate descriptions of the relationship between overall marketing strategy and sales force compensation, except which one?

a. If the goal is to maximize current account profitability, the compensation plan might contain a larger commission component, coupled with a new-account bonus.

b. If the goal is to grow rapidly and gain market share, the compensation plan might include a larger commission component, coupled with a new-account bonus.

c. More and more companies are moving away from high commission plans that may drive salespeople to make short-term grabs for business.

d. Companies are designing compensation plans that reward salespeople for building customer relationships and growing the long-term value of each customer.

Answer: (a) Difficulty: (3) Pages: 452-453

55.
Using _____, direct marketers tailor their marketing efforts and communications to the needs of narrowly-defined segments or even individual buyers. 

a. mass marketing

b. promotions

c. retailing

d. databases

Answer: (d) Difficulty: (2) Page: 459

56.
All of the following statements accurately describe direct marketing, except which one?

a. A parent buys T-shirts at Wal-Mart.

b. Pace University buys Gateway computers directly from a store.

c. Rebecca sees an ad for shovels in the local newspaper and buys one at Home Depot.

d. Staples markets office supplies to consumers using its own Web site.

Answer: (d) Difficulty: (3) Page: 459

57.
All of the following are examples of direct marketing channels, except which one?

a. Telephone

b. Company Web sites

c. Catalogs

d. All of the above

Answer: (d) Difficulty: (1) Page: 460

58.
All of the following are considered examples of low-cost-per-contact media, except which one?

a. Telemarketing

b. Personal selling

c. Direct mail

d. Company Web sites

Answer: (b) Difficulty: (2) Page: 460

59.
The foundation of all successful direct marketing efforts is the _____.

a. company’s promotional efforts

b. choice of the right mix of retailers

c. pricing strategies

d. detailed database

Answer: (d) Difficulty: (2) Page: 460

60.
A customer database includes comprehensive consumer data about individual customers or prospects, including _____.

a. geographic data

b. demographic data

c. psychographic and behavioral data

d. all of the above

Answer: (d) Difficulty: (2) Page: 462

61.
The _____ is a perfect extension of Dell’s direct-marketing model, helping customers who are already familiar and comfortable to buy directly from Dell.

a. Dell catalog

b. Internet

c. Dell store

d. All of the above

Answer: (b) Difficulty: (3) Page: 462

62.
All of the following statements reflect uses of databases, except which one?


a.
The database can be used to locate good potential customers.

b. The database can be used to tailor products and services to the special needs of targeted customers.

c. The database can be used to maintain long-term customer relationships.

d. Databases can be used to lower costs and gain economies of scale with little or no investment in computer hardware and software.

Answer: (d) Difficulty: (2) Page: 462

63.
According to the text, when the strategic goal of a company is to gain market share rapidly, the characteristics of an ideal salesperson include _____.

a. being an independent self-starter.

b. being a competitive problem solver.

c. being a team player.

d. all of the above

Answer: (a) Difficulty: (3) Page: 452, Table 13.1

64.
According to the text, when the strategic goal of a company is to solidify market leadership, the characteristics of an ideal salesperson include _____.

a.    
being an independent self-starter.

b.   
being a competitive problem solver.

c.  
being a team player.

d.  
all of the above

Answer: (b) Difficulty: (3) Page: 452, Table 13.1

65.
According to the text, when the strategic goal of a company is to maximize profitability, the characteristics of an ideal salesperson include _____.

a.  
being an independent self-starter.

b.  
being a competitive problem solver.

c.  
being a team player.

d.  
all of the above

Answer: (c) Difficulty: (3) Page: 452, Table 13.1

66.
According to the text, consultative selling as a selling focus is practical when the strategic goal of a company is to _____.

a. gain market share rapidly

b. solidify market leadership

c. maximize profitability

d. lower costs

Answer: (b) Difficulty: (3) Page: 452, Table 13.1

67.
According to the text, marketers pick account penetration as a selling focus when the strategic goal of a company is to _____.

a.  
gain market share rapidly

b.  
solidify market leadership

c.  
maximize profitability

d.  
lower costs

Answer: (c) Difficulty: (3) Page: 452, Table 13.1

68.
The basic types of sales-compensation plans include the _____.

a. straight salary method

b. straight commission

c. salary plus bonus

d. all of the above

Answer: (d) Difficulty: (2) Page: 452

69.
_____ entails computerizing sales-force operations for more efficient order-entry transactions, improved customer service, and better salesperson decision-making support.

a. The use of CRM software

b. Database marketing

c. The use of sales force automation systems

d. The Internet

Answer: (c) Difficulty: (2) Page: 454

70.
Before the advent of _____, sales representatives stored customer information in loose-leaf books, calendars, and account cards.

a. computers

b. the Internet

c. the television

d. sales force automation systems

Answer: (d) Difficulty: (2) Page: 454

71.
All of the following are accurate descriptions of the benefits of sales force automation systems, except which one?

a. Sales force automation systems gives companies a set of generic tools to be more productive.

b. Sales force automation systems provide product information.

c. Sales force automation systems provides a wealth of customer information.

d. Sales force automation systems motivate salespersons using sales quotas.

Answer: (d) Difficulty: (2) Page: 454

72.
_____ lets sales reps meet with more prospective customers than ever before, creating a more efficient and effective sales organization. 

a. The Internet

b. Web-based sales selling

c. Technology

d. Databases

Answer: (b) Difficulty: (2) Page: 447

73.
All of the following are accurate descriptions of Web-based technologies, except which one?

a. Web tools are susceptible to server crashes and other network difficulties.

b. Sales executives use Web technologies for training, sales meetings, and preliminary client presentations.

c. Most sales executives continue to use Web technologies to close the deal too.

d. Most sales executives continue to use face-to-face meetings to close the deal.

Answer: (c) Difficulty: (2) Page: 448

74.
All of the following statements reflect different ways that companies  supervise their salespeople, except which one?

a. One tool used is the annual call plan, which shows which customers and prospects to call on in which months and which activities to carry out.

b. How much time the sales force should spend prospecting for new accounts and setting other time management priorities.

c. Some companies use a tool called time-and-duty analysis.

d. Many companies do not help their salespeople in identifying customer targets and setting call norms.

Answer:  (d) Difficulty: (3 Page: 453

75.
Since selling time varies from salesperson to salesperson, companies are always looking for ways to save time. Tools used to save time include _____.

a. the use of phones instead of traveling.

b. a strategy to simplify record keeping forms.

c. a strategy to find better call and routing plans.

d. all of the above.

Answer: (d) Difficulty: (2) Page: 453

76.
Salespeople dropping in unannounced in an office or at home are called _____.

a. warm calling

b. cold calling

c. lukewarm calling

d. none of the above

Answer: (b) Difficulty: (2) Page: 456

77.
The goal of the selling process is to _____.

a. acquire new customers

b. solicit new orders from customers

c. maintain existing customer accounts

d. all of the above

Answer: (d) Difficulty: (2) Page: 456

78.
During the _____ step, the salesperson should know how to meet and greet the buyer and get the relationship off to a good start.

a. approach

b. pre-approach

c. presentation

d. handling objections

Answer: (a) Difficulty: (2) Page: 457

79. 
The _____ approach to selling calls for good listening and problem solving skills.

a. cold calling 

b. hard sell  

c. need-satisfaction

d. razzle-dazzle

Answer: (c) Difficulty: (2) Page: 457

80.
 All of the following are steps in the personal selling process, except which one?

a. prospecting

b. reproach

c. approach

d. pioneering

Answer: (d) Difficulty: (2) Page: 457

81.
The qualities customers dislike most in salespeople include _____.

a. being pushy

b. not being prompt for appointments

c. deceitfulness

d. all of the above

Answer: (d) Difficulty: (2) Page: 457

82.
Tom Delgado, an insurance agent, was deciding whether to make a personal visit to the client’s home, to telephone the customer, or to send a letter. Further, he had to decide on the best timing to call the customer. Tom was engaging in _____ stage of the personal selling process.

a. approach

b. presentation and demonstration

c. pre-approach

d. prospecting and qualifying

Answer: (c) Difficulty: (2) Page: 457

83.
Personal selling, the interactive arm of personal selling, is a (an) _____ communication. 

a. indirect

b. direct

c. inexpensive

d. two-way

Answer: (d) Difficulty: (2) Page: 442

84.
The _____ to selling is in tune with the marketing concept.

a. hard-sell approach

b. glad-handing extrovert approach

c. the stylish and slick approach

d. need-satisfaction approach

Answer: (d) Difficulty: (2) Page: 457

85.
Companies everywhere offer incentives to motivate a sales force. Incentives include _____.

a. cash

b. trips or contests

c. merchandise

d. all of the above

Answer: (d) Difficulty: (2) Page: 455

True/False 

86. Difficulties in evaluating individual contributions to the team-selling effort can create some sticky compensation issues.

Answer: (True) Difficulty: (2) Page: 449

87. The first stage in the selling process is pre-approach.

Answer: (False) Difficulty: (2) Page: 456

88. Prospecting is the step in the personal selling process in which the salesperson identifies qualified potential customers.

Answer: (True) Difficulty: (2) Page: 456

89. The salesperson must often approach a few prospects to get just a few sales.

Answer: (False) Difficulty: (2) Page: 456

90. After handling the prospect’s objections, the salesperson now tries to follow up with the sale.

Answer: (False) Difficulty: (2) Page: 458

91. In handling objections, the salesperson should use a negative approach, not seek out hidden objections, and not confuse the buyer by asking the buyer for clarification. 

Answer: (False) Difficulty: (2) Page: 458

92. The skill of handling objections is innate.

Answer: (False) Difficulty: (3) Page: 458

93. When the salesperson asks the customer for the order, he or she is ready to close the sale.

Answer: (True) Difficulty: (2) Page: 458

94. Transaction-oriented selling and winning and keeping customers for the long haul are one and the same.

Answer: (False) Difficulty: (2) Page: 458

95. In direct marketing, the key is to wait a while before seeking an immediate response from carefully targeted customers.

Answer: (True) Difficulty: (2) Page: 459

96. Direct marketing is merely another marketing channel with no intermediaries. It is a misnomer to consider it as an element of the marketing communications mix.

Answer: (False) Difficulty: (3) Page: 459

97. When Lexus sells cars using its high-quality dealer network, it is using direct marketing.

Answer: (False) Difficulty: (2) Page: 459

98. Staples, using its company-owned Web site to sell office supplies, is an example of direct marketing.

Answer: (True) Difficulty: (2) Page: 459

99. For buyers, direct marketing is a powerful tool for building customer relationships.

Answer: (False) Difficulty: (2) Page: 460

100. Lower cost-per-contact-media include television and radio.

Answer: (False) Difficulty: (2) Page: 460

101. Given the rising costs of selling, personal selling should be made only when necessary and to high-potential customers and prospects.

Answer: (True) Difficulty: (2) Page: 460

102. The American Marketing Association is the trade association for direct marketers.

Answer: (False) Difficulty: (2) Page: 460

103. Effective direct marketing begins with a good customer database.

Answer: (True) Difficulty: (2) Page: 462

104. A customer mailing list is synonymous with a customer database.

Answer: (False) Difficulty: (2) Page: 462

105. A customer mailing list is simply a set of names, addresses, and telephone numbers.

Answer: (True) Difficulty: (2) Page: 462

106. Companies use databases to profile customers, based on previous purchase habits, and to decide which customers must receive particular offers.

Answer: (True) Difficulty: (2) Page: 462

107. Sales assistants provide managerial support for outside salespeople.

Answer: (False) Difficulty: (2) Page: 445

108. An inside sales force is also known as the field sales force.

Answer: (False) Difficulty: (2) Page: 445

109. Marketers use inbound toll-free-800 numbers to sell directly to consumers and businesses.

Answer: (False) Difficulty: (2) Page: 464

110. The major forms of direct marketing include personal selling, telephone marketing, direct-mail marketing, and online marketing.

Answer: (True) Difficulty: (2) Page: 464

111. Signing up with the “The National Do-Not-Call” registry is a way for consumers to avoid the hassle of unsolicited phone calls.

Answer: (True) Difficulty: (2) Page: 465

112. Direct mail is well suited to direct, one-to-one communication.

Answer: (True) Difficulty: (2) Page: 465

113. CDs are now among the fastest-growing direct-mail media.

Answer: (True) Difficulty: (2) Page: 465

114. The home-shopping channel is a form of direct-response television marketing.

Answer: (True) Difficulty: (2) Page: 469

115. Integrated direct marketing involves using carefully coordinated multiple-media, multiple-stage campaigns.

Answer: (True) Difficulty: (2) Page: 472

Essay 

116. Many companies are using the Web to make sales presentations and service accounts. Discuss the pros and cons of using a Web-based sales force and Web-based selling in general.

Answer:

Following the tragic events of September 11, 2001, various companies began looking for ways to cut down on sales force travel. Web-based selling reduces travel time and costs. Whereas the average daily cost of a salesperson’s travel is $663 (p. 447), an hour-long Web conference costs just $60. More important, Web-selling lets sales reps meet with more prospective customers than ever before, creating an effective and more efficient sales organization. Web-based selling is an effective way to interact with customers and to build customer relationships. Some sales organizations are using the Web to train reps, hold sales meetings, and even conduct live sales presentations. Other companies are using Web conferencing to find new prospects. Oracle and SPSS conduct online, live product seminars for prospective clients. Prospects can scan the company’s Web site to see which seminars they might want to attend, and then log in at the appropriate time. The downside to Web-based technology is that they’re not cheap. Setting up a Web-based system can cost up to several hundred thousand dollars. Such systems can intimidate low-tech sales people or clients. You must have a culture that is comfortable using computers. Finally, Web tools are susceptible to server crashes and other network technologies. 


Difficulty: (2) Pages: 447-448, Marketing at Work 13.1

117. According to the text, super salespeople are both self-driven as well as driven by extrinsic factors. Briefly discuss the key talents that a high-performing salesperson must have to excel.

Answer:

According to Gallup Management Consulting Group, the best salespeople possess four key talents: intrinsic motivation, disciplined work style, the ability to close a sale, and perhaps most important, the ability to build relationships with customers. According to the experts, all great salespeople have an unrelenting drive to excel. Some are driven by money, a hunger for recognition, or the satisfaction of competing and winning. Others are driven by the desire to provide service and to build relationships. The best have some combination of these talents. Regardless of the motivations, super-salespeople must have a disciplined work style, organized, focused, and diligent. At the end of the day, the best salespeople are those who are tenacious about closing the sale. 
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118. Identify sources used by companies to recruit salespeople. How do companies scout the best talents in their recruiting process?

Answer:

The human resources department looks for applicants by getting names from current salespeople, using employment agencies, placing classified ads, searching the Web, and contacting college students. Another source is to attract salespeople from other companies. Proven salespeople need less training and can be immediately productive. The selection procedure to hire the best talents can vary from a single informal interview to lengthy testing and interviewing. Many companies give formal tests to sales applicants. Tests typically measure sales aptitude, analytical and organizational skills, personality traits, and other characteristics. In addition to test scores, personal characteristics, references, past employment history, and interviewer reactions count too.
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119. Sales organizations train salespeople in various ways. Discuss the goals of some of the modern training programs in place today. Use examples wherever appropriate.

Answer:

Nabisco did an analysis of the return on investment of its two-day Professional Selling Program, which teaches its sales reps how to plan for and make professional presentations to their retail customers. Although expensive, the training program yielded almost $20,000 additional profit per rep.  Most training programs begin by describing the company’s history and objectives, its organizations, its financial structure and facilities, and its chief products and markets. Salespeople need to know the company’s products, so sales trainees are shown how products are produced and how they work. They also need to know customers’ and competitors’ characteristics. Training programs teach them about competitors’ strategies and customer needs, buying motives, and buying habits. Salespeople are also trained in the principles of selling to make effective presentations. Salespeople are taught the art of dividing their time between potential and current accounts, and how to use an expense account, prepare reports, and route communications effectively. Cisco Systems uses the Internet to train salespeople. Immediate access and a wide reach are some of the goals of using the Internet.

Difficulty: (2) Page: 456

120. List and describe the major steps in effective selling.

Answer:

Prospecting:  The salesperson identifies qualified potential customers.

Pre-approach: The salesperson learns as much as possible about a prospective customer before making a sales call.

Approach: The salesperson meets the customer for the first time.

Presentation: The salesperson tells the “product story” to the buyer, highlighting customer benefits.

Handling objections: The salesperson seeks out, clarifies, and overcomes customer objections to buying.

Closing: The salesperson asks the customer for an order.

Follow-up: In the last step, the salesperson follows up after the sale to ensure customer satisfaction and repeat business.
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121. Define transaction-oriented sales. According to the text, the company is not seeking to simply make a sale. Explain.

Answer:

The aim of transaction-oriented sales is to help salespeople close a specific sale with a customer. Most companies want more than a single sale. They want a lifetime of sales. That is, they want to win and keep customers for life. Hence the key is to keep the customer for the long haul in a mutually- profitable relationship. Companies are looking to sell something intangible, namely trust. The first sale is perceived as the beginning of the relationship with customers. Companies are learning the importance of coordinating a set of products and services to many locations and the importance of working closely with customer teams to improve products and processes. 
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122. Define direct marketing. How does it differ from mass marketing? According to the text, direct marketing is both a channel for selling as well as an element of the communications mix. Explain.

Answer:

Direct communication with carefully targeted individual consumers to obtain an immediate response is called direct marketing. Direct marketing is both a means of direct distribution used by companies such as Dell, Amway, eBay, Amazon.com, among others. Direct marketing is one-to-one marketing in contrast to mass marketing; it targets broad markets with standardized messages and offers distributed through intermediaries. Direct marketing is also an element of the communications mix for communicating directly with customers. Companies use promotional CDs and other materials mailed directly to prospective buyers and a Web page that provides consumers with information about various models, competitive comparisons, financing, and dealer locations.
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123. What are the benefits of direct marketing to both buyers and sellers alike? Discuss.

Answer:

For sellers, direct marketing is a powerful tool for building customer relationships. Using database marketing, marketers can target small groups or individual customers, tailor offers to individual needs, and promote these offers through personalized communications. Direct marketing can also be timed to reach prospects at just the right moment. Because of its one-to-one interactive nature, the Internet is a potent direct-marketing tool. Direct marketing also gives sellers access to buyers that they could not reach through other channels. For sellers, direct marketing offers a low-cost, efficient alternative for reaching their markets. Direct marketing has grown rapidly in B2B marketing, partly in response to the ever increasing costs of marketing through the sales force. Perceived as a lower cost-per-contact media, direct mail and company Web sites often prove more cost-effective in reaching and selling to more prospects and customers. Thus, direct marketing has grown to become the fastest-growing form of marketing. 
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124. According to the text, a customer database is much more than a customer mailing list. Explain.

Answer:

A customer database is an organized collection of comprehensive data about individual customers or prospects, including geographic, demographic, psychographic, and behavioral data. The database can be used to locate good potential customers, tailor products and services to the special needs of targeted consumers, and maintain long-term customer relationships. If there’s been any change in the past decade, it’s the knowledge we now can have about our customers. Strategically, the most essential tool is our customer database. Many companies confuse a customer mailing list with a customer database. A customer mailing list is simply a set of names, addresses, and telephone numbers. 
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125. Companies use databases in many ways. Explain with examples.

Answer:

Companies use databases to identify prospects and generate sales leads by advertising products or offers. Companies use a database to deepen customer loyalty; they can build customers’ interest and enthusiasm by remembering buyer preferences and sending appropriate information, gifts, or other materials. Or they can use the database to profile customers, based on previous purchasing and to decide which customers should receive particular offers. Harrah’s uses its sizable database to design different levels of service and reward for its patrons. Mars maintains an exhaustive pet database. 
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Application 

126.
Rob Mathis is the marketing manager of a large bridal gown business based in the northeast. He had heard of a buzzword called relationship marketing in the 1990s; however, he did not know much more. Rob had a dream and the resources to build and grow his business.  For many years, business to him was transaction-oriented and nothing more. As the business was diversifying into related (financial products and services) and unrelated (insurance) businesses, it was time for him to learn the art of relationship marketing. Put yourself in the shoes of a consultant and provide suggestions to help Rob turn his business from a transaction-oriented focus to a business based on relationships. 


Answer:

Transaction-oriented selling is to help salespeople close a specific sale with a customer. Rob is keen on serving his customers over the long haul in a mutually profitable relationship. Rob needs to train his sales force in building and managing profitable customer relationships. Rob needs to build a deep-rooted bond with his customers. Rob needs to adopt direct marketing techniques to target narrow target markets and build stronger, more personal, one-to-one relationships with his customers. The key is to build a detailed database with key characteristics of his customers in order to seek a direct, immediate, and measurable customer response. The consumer database might contain a consumer’s demographic information (age, income, family members, birthdays), psychographics (activities, interests, and opinions), buying behavior (past purchases, buying preferences), and other relevant information. With the information in the databases, Rob can identify small groups of customers and deepen customer loyalty by remembering buyer preferences and sending appropriate information, gifts, or other materials. For instance, Rob can identify customers who are more than likely to be willing to receive information and offers about related products and services. That is, cross-selling using databases is a tried and proven method of success.
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