Chapter 7

Product, Services, and Branding Strategy

Multiple-Choice 

1. A Sony DVD player, a Ford Taurus, a Costa Rican vacation, a Caffe Mocha at Starbucks, Fidelity online investment services, and advice from your family doctor-all these brand names are examples of _____.

a. services

b. products

c. icons

d. ideas

Answer: (b) Difficulty: (1) Page: 223

2. A(n) _____ is anything that can be offered to a market for attention, acquisition, use, or consumption that might satisfy a want or need.

a. product

b. icon

c. tangible good

d. price

Answer: (a) Difficulty: (2) Page: 223

3. _____ are a form of product that consists of activities, benefits, or satisfactions

      offered for sale that are essentially intangible and do not result in the ownership of

      anything.

a. Ideas

b. Services

c. Offers

d. Goods

Answer: (b) Difficulty: (2) Page: 223

4. Banks, hotels, airlines, retail, tax preparation, and home repair are all examples of _____. 

a. products

b. ideas

c. offers

d. services

Answer: (d) Difficulty: (2) Page: 223

5. Today, as products and services become more and more _____, many companies are moving to a new level in creating value for their customers.

a. complex

b. high-tech

c. commoditized

d. expensive

Answer: (c) Difficulty: (2) Page: 223

6. To differentiate their offers, beyond simply making products and delivering services,

      companies are staging, marketing, and delivering memorable _____.

a. commodities

b. slogans

c. prices

d. customer experiences

Answer: (d) Difficulty: (2) Page: 223

7. According to the text, Krispy Kreme doesn't just sell doughnuts, they sell magical moments; Disney has long manufactured memories through its movies and theme parks; and Starbucks patrons are paying for more than just coffee. In these examples, companies are marketing _____ realizing that customers are buying much more than just products and services. 

a. commodities

b. social responsibility

c. value

d. none of the above 

Answer: (d) Difficulty: (3) Page: 226

8. Today, marketing companies think about products and services on three levels. The three levels which offer customer value include _____

a. basic benefit, augmented product and actual product

b. basic benefit, core benefit and actual product

c. core benefit, actual product and augmented product

d. basic benefit, core benefit and augmented product

      Answer: (c) Difficulty": (2) Page: 226

9. Product planners think about products and services on three levels. Each level adds more customer value. The most basic level is the _____, which addresses the question, "What is the buyer really buying?"
a. basic benefit

b. actual product

c. augmented product

d. core benefit

Answer: (d) Difficulty: (2) Page: 226

10. Charles Revson, founder of Revlon Cosmetics, once remarked, "In the factory, we make cosmetics; in the store, we sell hope." He was referring to the _____ level of the product.

a. "actual product"

b. "core benefit"

c. "augmented product"

d. "basic benefit"

Answer: (b) Difficulty: (2) Page: 226

11. Product and service features, design, a quality level, a brand name, and packaging refer to the _____ level of the product.

a. "core benefit"

b. "actual product"

c. "augmented product"

d. "basic"

Answer: (b) Difficulty: (2) Page: 226

12. When Sony and its dealers give buyers a warranty on parts and workmanship, instruction on how to use the camcorder, quick repair services when needed, and a toll-free number to call if they have problems or questions, Sony is building a(n) _____ by offering additional consumer services and benefits.

a. "core benefit"

b. "actual product"

c. "image"

d. "augmented product"

Answer: (d) Difficulty: (2) Page: 226

13. When developing products, marketers first must identify the _____ consumer needs

      the product will satisfy. They must design the actual product and find ways to

      augment it in order to create the bundle of benefits that will provide the most

      satisfying customer experience.

a. actual 

b. core 

c. basic

d. augmented

Answer: (b) Difficulty: (2) Page: 227

14. _____ are products and services bought by final consumers for personal consumption.

a. Consumer products

b. Industrial products

c. Business products

d. Capital items

Answer: (a) Difficulty: (2) Page: 227

15. _____ are consumer products that the customer usually buys frequently, immediately, and with a minimum of comparison and buying effort.

a. Industrial products

b. Convenience products

c. Shopping products

d. Specialty products

Answer: (b) Difficulty: (2) Page: 227

16. Consumer products are products and services bought for personal consumption. They include _____, _____, and _____.

a. core; actual; augmented products

b. industrial; convenience; shopping products

c. industrial; consumer; convenience products

d. convenience; shopping; specialty products

Answer: (d) Difficulty: (2) Page: 227

17. _____ are usually low priced, and marketers place them in many locations to make them readily available when customers need them.

a. Core products

b. Actual products

c. Shopping products

d. Convenience products

Answer: (d) Difficulty: (2) Page: 227

18. _____ are less frequently purchased consumer products and services that customers compare carefully on suitability, quality, price, and style.

a. Convenience products

b. Shopping products

c. Specialty products

d. Unsought products

Answer: (b) Difficulty: (2) Page: 228

19. Most major innovations are _____ products and services until the consumer becomes aware of them through advertising.

a. shopping

b. convenience

c. specialty

d. unsought

Answer: (d) Difficulty: (3) Page: 228

20. _____ marketers usually distribute their products through fewer selected outlets but provide deeper sales support to help customers in their comparison efforts.

a. Unsought goods

b. Specialty products

c. Shopping products

d. Convenience products

Answer: (c) Difficulty: (3) Page: 228

21. _____ are consumer products and services with unique characteristics or brand identification for which a significant group of buyers is willing to make a special purchase effort.

a. Unsought goods

b. Shopping goods

c. Convenience goods

d. Specialty products

Answer: (d) Difficulty: (2) Page: 228

22. A Lamborghini automobile is a(an) _____ because buyers are usually willing to travel great distances to buy one.

a. unsought product

b. shopping product

c. specialty product

d. convenience product

Answer: (c) Difficulty: (2) Page: 228

23. Buyers normally do not compare _____; they invest only the time needed to reach dealerships carrying the wanted products.

a. specialty products

b. shopping products

c. convenience products

d. unsought products

Answer: (a) Difficulty: (3) Page: 228

24. Well-known examples of _____ are life insurance, cemetery plots, and blood donations to the American Red Cross. They require a lot of advertising, personal selling, and other marketing efforts.

a. shopping products

b. specialty products

c. convenience products

d. unsought products

Answer: (d) Difficulty: (3) Page: 228

25. High-priced photographic equipment, designer clothes, and the services of medical or legal specialists fall under the category of _____.

a. shopping products

b. specialty products

c. unsought goods

d. convenience products

Answer: (b) Difficulty: (2) Page: 228

26. _____ are those purchased for further processing or for use in conducting a business. 

a. Shopping products

b. Specialty products

c. Convenience products

d. Industrial products

Answer: (d) Difficulty: (2) Page: 228

27. The distinction between a consumer product and an industrial product is based on _____.

a. the purpose for which the product is bought

b. guesswork

c. who the buyer of the product is

d. target market

Answer: (a) Difficulty: (2) Page: 228

28. If a consumer buys a lawn mower for personal use in the home, the lawn mower is a _____. If the same consumer buys the lawn mower for use in a landscaping business, the lawn mower is an  _____.

a. unsought good; industrial product

b. sought good; consumer product

c. consumer product; industrial product

d. industrial product; consumer product

Answer: (c) Difficulty: (3) Page: 228

29. The three groups of industrial products and services include: _____. 

a. sought goods, unsought goods, and convenience products

b. materials and parts, capital items, and supplies and services

c. convenience products, shopping products, and specialty products

d. unsought goods, shopping products, and specialty products

Answer: (b) Difficulty: (2) Page: 228

30. For _____, price and service are the major marketing factors; branding and advertising tend to be less important.

a. unsought goods

b. convenience products

c. shopping products

d. industrial products

Answer: (d) Difficulty: (2) Page: 228

31. _____ are industrial products that include installations and accessory equipment. They include portable factory equipment and tools and office equipment.

a. Materials and parts

b. Supplies and services

c. Capital items

d. All of the above

Answer: (c) Difficulty: (3) Page: 228

32. _____ include repair and maintenance items. They are perceived to be convenience products of the industrial field because they are usually purchased with a minimum of effort or comparison.

a. Capital items

b. Materials and parts

c. Supplies and services

d. Industrial products

Answer: (c) Difficulty: (3) Page: 229

33. Lubricants, coal, paper, pencils, paint, nails and window cleaning and computer repair are all examples of a group of business products called _____.

a. capital items

b. materials and parts

c. supplies and services

d. industrial products

Answer: (c) Difficulty: (2) Page: 229

34. In addition to tangible products and services, in recent years marketers have broadened the concept of a product to include other market offerings -- _____, _____, and _____.

a. organizations; persons; places and ideas

b. core products; actual products; augmented products

c. convenience products; shopping products; specialty products

d. capital items; materials and parts; supplies and services

Answer: (a) Difficulty: (2) Page: 229

35. When Lucent puts out ads with the slogan, "We make the things that make communications work," and IBM wants to establish itself as a company to turn to for "e-Business Solutions," the companies are using _____ to market themselves to various publics.

a. public relations

b. corporate image advertising

c. slogans

d. taglines

Answer: (b) Difficulty: (3) Page: 229

36. _____ consists of activities undertaken to create, maintain, or change attitudes or behavior toward particular people.

a. Place marketing

b. Person marketing

c. Organization marketing

d. Idea marketing

Answer: (b) Difficulty: (2) Page: 229

37. _____ consists of activities undertaken to create, maintain, or change attitudes or

      behavior toward particular people.

a. Place marketing

b. Person marketing

c. Organization marketing

d. Idea marketing

Answer: (b) Difficulty: (2) Page: 229

38. The use of marketing concepts and tools in programs designed to influence individuals' behavior to improve their well being and that of society is called _____.

a. place marketing

b. person marketing

c. organization marketing

d. social marketing

Answer: (d) Difficulty: (2) Page: 230

39. _____ include(s) public health campaigns to reduce smoking, alcoholism, drug abuse, and overeating. 

a. Social marketing programs

b. Commercial marketing programs

c. Advertising 

d. Non-profit marketing

Answer: (a) Difficulty: (2) Page: 230  

40. _____ involve(s) much more than just advertising and the Promotional 'P' of the marketing mix. It encourages the use of a broad range of marketing tools. Issues ranging from preventive health, education, and personal safety to environmental preservation are examples of programs covered.

a. Social marketing programs

b. Non-profit marketing

c. Public Relations

d. Publicity

Answer: (a) Difficulty: (2) Page: 230

41. _____ is an approach in which all the company's people are involved in constantly improving the quality of products, services, and business processes.

a. TQM

b. Quality

c. Customer satisfaction

d. Social marketing

Answer: (a) Difficulty: (2) Page: 230

42. _____ is one of the marketer's major positioning tools. It has a direct impact on product or service performance; thus, it is closely linked to customer value and satisfaction. 

a. TQM

b. Product quality

c. Advertising

d. Public relations

Answer: (b) Difficulty: (2) Page: 230

43. A _____ is a name, term, sign, symbol, or design or a combination of these that identifies the maker or seller of a product or service.

a. brand

b. place

c. corporation

d. firm

Answer: (a) Difficulty: (2) Page: 234

44. All of the following statements are accurate descriptions of the benefits of branding to buyers, except which one?

a. Brand names help consumers identify products that might benefit them.

b. Branding helps the seller to segment markets.

c. Buyers who always buy the same brand know that they will get the same features, benefits and quality each time they buy.

d. All of the above 

Answer: (b) Difficulty: (3) Page: 234

45. The Ad Council is known for several familiar phrases we have all grown up with. "Friends don't let friends drive drunk." "Take a bite out of crime." "Only you can prevent forest fires." The Ad Council has drawn widespread support for its _____ mission. 

a. advertising 

b. social marketing

c. caring 

d. profit-making

Answer: (b) Difficulty: (2) Pages: 231-232

46. Marketers add customer value through distinctive product style. Style describes the appearance of a product. A sensational style may grab attention and produce pleasing aesthetics, but it does not necessarily make the product perform better. Unlike style, _____ is more than skin deep; it goes to the very heart of the product.

a. cost

b. price

c. distribution

d. design

Answer: (d) Difficulty: (3) Page: 233

47. The _____ of the dramatic iMac helped reestablish Apple as a legitimate contender in the PC industry.

a. cost

b. price

c. design

d. one-button Internet access

Answer: (c) Difficulty: (3) Page: 233

48. The activities of designing and producing the container or wrapper for a product is called _____.

a. labeling

b. copyright

c. patent

d. packaging

Answer: (d) Difficulty: (2) Page: 235

49. Innovative packaging can give a company an advantage over competitors. All of the following are examples of well-designed innovative packaging changes, except which one?

a. Skippy Squeez' It peanut butter, dispensed from tubes for on-the-go families.

b. Coca-Cola beverage packs designed to fit neatly onto refrigerator shelves.

c. Dutch Boy came up with paint in plastic containers with twist-off caps.

d. Planters’ Lifesavers Company used innovative packaging for its fresh-roasted salted peanuts using vacuum-packed "Brit-Pacs,"

Answer: (d) Difficulty: (3) Page: 235

50. The following are functions performed by labels on a package, except which one?

a. identifying the product or brand

b. describing several things about the product: who made it, where it was made, when it was made, etc.

c. promoting the product through attractive graphics

d. all of the above

Answer: (d) Difficulty: (2) Page: 237

51. A _____ is a group of products that are closely related because they function in a similar manner, are sold to the same customer groups, are marketed through the same type of outlets, or fall within given price ranges.

a. product mix

b. product line

c. brand

d. brand equity

Answer: (b) Difficulty: (2) Page: 238

52. A _____ consists of all the product lines and items that a particular seller offers for sale. 

a. product line

b. product mix

c. brand

d. product strategy

Answer: (b) Difficulty: (1) Page: 240

53. Procter and Gamble markets a fairly wide _____ consisting of 250 brands organized into many product lines.

a. product line

b. product mix

c. product line depth

d. brand group

Answer: (b) Difficulty: (2) Page: 240

54. The _____ of the product mix refers to how closely related the various product lines are in end use, production requirements, distribution channels, or some other way.

a. inconsistency

b. consistency

c. depth 

d. width

Answer: (b) Difficulty: (2) Page: 240

55. Procter and Gamble's product lines are _____ insofar as they are consumer products that go through the same distribution channels.

a. inconsistent

b. wide

c. deep

d. consistent

Answer: (d) Difficulty: (2) Page: 240

56. _____ refers to the number of versions offered of each product in the line.

a. Product line width

b. Product line depth

c. Product mix

d. Consistency

Answer: (b) Difficulty: (2) Page: 240

57. Robert Goizuetta, former CEO of Coca-Cola, once said, "If this business were split up, I would give you the land, bottling companies and bricks and mortar, and I would keep the brands and trademarks." Robert Goizuetta was alluding to the fact that  brands are the _____ of a company, outlasting the company's specific products and facilities. 

a. only source of profit

b. only source of revenue

c. enduring assets

d. icons

Answer: (c) Difficulty: (3) Page: 241

58. _____ is the positive differential effect that knowing the brand name has on customer response to the product or service.

a.
brand effect

a. brand valuation

b. branding

c. brand equity

Answer: (d) Difficulty: (2) Page: 241

59. In one study, 72 percent of customers would pay a 20 percent premium for their brand of choice relative to the closest competing brand; 40 percent said they would pay a 50 percent premium. Thus, brands with strong _____ make them very valuable assets.

a. popularity

b. low prices

c. reputation

d. equity

Answer: (d) Difficulty: (3) Page: 241

60. _____ is the process of estimating the total financial value of a brand.

a. Brand equity

b. Brand valuation

c. TQM

d. ERP

Answer: (b) Difficulty: (2) Page: 241

61. _____ is the value of the customer relationships that the brand creates.

a. Brand equity

b. Customer equity

c. TQM

d. Brand valuation

Answer: (b) Difficulty: (2) Page: 242

62. A brand can be positioned at any of three levels. The strongest brands go beyond attribute or benefit positioning. They are positioned on _____.

a. strong beliefs and values

b. value pricing

c. profit maximization

d. none of the above

Answer: (a) Difficulty: (3) Page: 242

63. The lowest level a brand can be positioned on is _____.

a. strong beliefs

b. strong values

c. benefits

d. product attributes

Answer: (d) Difficulty: (3) Page: 242

64. Some successful brands positioned on _____ are Volvo (safety), Hallmark (caring), Harley Davidson (adventure), and FedEx (guaranteed overnight delivery).

a. beliefs

b. values

c. benefits

d. attributes

Answer: (c) Difficulty: (2) Page: 242

65. A brand created and owned by a reseller of a product or service is called a _____.

a. manufacturer brand

b. private brand

c. generic brand

d. licensed brand

Answer: (b) Difficulty: (2) Page: 243

66. _____ are payments demanded by retailers before they will accept new products and find "slots" on them on the shelves.

a. Bribes

b. Premiums

c. Push money

d. Slotting fees

Answer: (d) Difficulty: (3) Page: 244

67. _____ is the practice of using the established brand names of two different companies on the same product.

a. Slotting fees

b. Premiums

c. Co-branding

d. Licensing

Answer: (c) Difficulty: (2) Page: 245

68. _____ occur(s) when a company introduces additional items in a given product category under the same brand name, such as flavors, forms, colors, or package sizes.

a. Line extensions

b. Brand extensions

c. Multibranding

d. Licensing

Answer: (a) Difficulty: (2) Page: 246

69. Morton Salt has expanded its line to include regular iodized salt plus Morton Coarse Kosher Salt, Morton Lite Salt, and Morton Popcorn Salt. Thus, Morton Salt has introduced several _____.

a. brand extensions

b. line extensions

c. multibranding

d. licensing

Answer: (b) Difficulty: (2) Page: 246

70. A _____ involves the use of a successful brand name to launch new or modified products in a new category.

a. brand extension

b. line extension

c. license

d. slotting fee

Answer: (a) Difficulty: (2) Page: 247

71. All of the following are accurate descriptions of risks associated with brand extension strategies, except which one?

a. A brand extension gives a new product instant recognition and faster acceptance.

b. A brand extension may confuse the image of the main brand.

c. A brand extension may harm consumer attitudes toward the other products carrying the same brand name, if the brand extension fails.

d. A brand name may not be appropriate to a particular new product.

Answer: (a) Difficulty: (2) Page: 247

72. All of the following are benefits of multibranding, except which one?

a. Each brand might obtain only a small market share, and none may be very profitable.

b. Firms set up flanker and fighter brands to protect their major brands.

c. Multibranding offers a way to establish different features and appeal to different buying motives. 

d. It allows a company to lock up more shelf space.

Answer: (a) Difficulty: (3) Page: 247

73. _____ means that services cannot be seen, tasted, felt, heard, or smelled before they are bought.

a. Service intangibility

b. Service variability

c. Service inseparability

d. Service perishability

      Answer: (a) Difficulty: (1) Page: 249

74. _____ means services cannot be stored for later sale or use.

a. Service intangibility

b. Service variability

c. Service inseparability

d. Service perishability

Answer: (d) Difficulty: (2) Page: 249

75. A service provider's task is to make the service tangible in one or more ways and to send the right signals about quality. Also known as _____, the service organization presents its customers with organized, honest evidence of its capabilities.

a. marketing

b. showcasing

c. evidence management

d. intangibility

Answer: (c) Difficulty: (2) Page: 249

76. Physical goods are produced, then stored, later sold, and still later consumed. In contrast, services _____.

a. are first sold, then produced, and consumed at the same time

b. are first produced, then sold, and consumed at the same time

c. are first produced, later stored, and still later consumed

d. are first produced, then stored, later sold and consumed at the same time

Answer: (a) Difficulty: (3) Page: 250

77. _____ means that service quality depends heavily on the quality of the buyer-seller interaction during the service encounter.

a. Interactive marketing

b. Internal marketing

c. External marketing

d. High-tech marketing

Answer: (a) Difficulty: (2) Page: 251

78. _____ means that the service firm must effectively train and motivate its customer-contact employees and supporting service people to work as a team to provide customer satisfaction.

a. Interactive marketing

b. Internal marketing

c. External marketing

d. High-touch marketing

Answer: (b) Difficulty: (2) Page: 251

79. All of the following are accurate descriptions of various ways service firms can increase productivity, except which one?

a. Service firms can train current employees better or hire new ones who will work harder or more skillfully.

b. Service firms can increase the quality of their service by giving up some quantity.

c. They can "industrialize the service" by adding equipment and standardizing production.

d. The service provider can harness the power of technology.

Answer: (b) Difficulty: (3) Page: 254

80. All of the following statements are accurate descriptions of challenges facing international marketers, except which one? 

a. Brand names, labels, and colors may not translate easily from one country to another.

b. Consumers around the world differ in their cultures, attitudes, and buying behaviors.

c. Markets vary in their economic conditions, competition, legal requirements, and physical environments.

d. Since service industry firms have a short history of international operations,  banking institutions have felt the need only recently to provide global services.

Answer: (d) Difficulty: (3) Page: 256

81. All of the following are various ways service marketers differentiate themselves from their competitors, except which one?

a. Service companies work hard to differentiate their offers with innovative features that set them apart from each other.

b. Service firms can differentiate their service delivery by having more able and reliable customer-contact people.

c. Service firms can differentiate their service delivery by developing a superior physical environment in which the service product is delivered.

d. Service firms cannot differentiate their images through symbols and branding.

Answer: (d) Difficulty: (3) Pages: 251-252

82. At Marriott, well-trained employees are given the authority to do whatever it takes, on the spot, to keep guests happy. This service philosophy is based on the credo that the first step to managing service quality stems from _____.

a. delivering service quality better than your competitors do

b. consistently delivering good value to customers

c. managing service recovery well

d. empowering front-line service employees

Answer: (d) Difficulty: (3) Page: 254

83. _____ refers to weeding out weaker brands and focusing marketing dollars only on brands that can achieve the number one or number two market-share positions in a category. P&G, Frito Lay are a few marketers pursuing this strategy.

a. Multi-brand strategy

b. Mega-brand strategy

c. Brand extension branding

d. Line extension branding

Answer: (b) Difficulty: (2) Page: 247

84. Honda created the Acura brand to differentiate its luxury car from the established Honda line. This strategy is appropriate when the power of an existing brand name is _____.

a. waning

b. on the upswing

c. non-existent

d. none of the above

Answer: (a) Difficulty: (3) Page: 247

85. Frequent purchases, little planning, low customer involvement, low prices, widespread distribution and convenient locations are examples of _____.

a. shopping products

b. specialty products

c. unsought goods

d. convenience products

Answer: (d) Difficulty: (3) Page: 227

True/False 

86. Cosmetic companies sell more than just tangible goods; they sell lifestyle, self-expression, exclusivity, spirituality and hope.

      Answer: (True) Difficulty: (1) Page: 223

87. Broadly defined, products include tangible goods only.

      Answer: (False) Difficulty: (2) Page: 223

88. A company's market offering often includes both tangible goods and services.

      Answer: (True) Difficulty: (2) Page: 223

89. Today, as products and services become more commoditized, many companies are creating less value for their customers.

      Answer: (False) Difficulty: (3) Page: 223

90. The term product broadly defined, includes tangible goods, services, ideas, events, persons, persons, places, or mixes of these entities.

      Answer: (True) Difficulty: (2) Page: 223

91. To a true believer, a Krispy Kreme isn't just a doughnut. It's a truly sweet experience.

      Answer: (True) Difficulty: (2) Page: 224

92. There are three levels of a product: core benefit, actual product and augmented product.

      Answer: (True) Difficulty: (2) Page: 226

93. At the most basic level of the product is the actual product, which addresses the question, "What is the buyer really buying?"

      Answer: (False) Difficulty: (3) Page: 226

94. Charles Revson of Revlon, once said, "In the factory, we make cosmetics; in the store, we sell hope." He was referring to the core, problem-solving benefits that consumers seek in cosmetics.

      Answer: (True) Difficulty: (3) Page: 226

95. When consumers buy a Sony camcorder, Sony and its dealers might give buyers a warranty on parts and workmanship, instructions on how to use the camcorder, quick repair services, and a toll-free number for problems and questions. Sony is augmenting its product around the core benefit and actual product in this case.

      Answer: (True) Difficulty: (2) Page: 227

96. Products bought by the final consumer for personal consumption are called consumer products.

      Answer: (True) Difficulty: (1) Page: 227

97. Business products include convenience products, shopping products, specialty products, and unsought goods.

      Answer: (False) Difficulty: (2) Page: 227

98. Convenience products are less frequently-purchased consumer products and services that customers compare carefully on suitability, quality, price, and style.

      Answer: (False) Difficulty: (2) Page: 228

99. Shopping products’ marketers usually distribute their products through fewer outlets but provide deeper sales support to help customers in their comparison efforts.

      Answer: (True) Difficulty: (2) Page: 228

100. Specialty products are consumer products that the consumer either does not know 
about or knows about but does not normally think of buying.

      
Answer: (False) Difficulty: (2) Page: 228

101. Buyers normally compare specialty products.


Answer: (False) Difficulty: (2) Page: 228

102. Classic examples of known but unsought products and services are life insurance, 
cemetery plots, and blood donations.

      
Answer: (True) Difficulty: (2) Page: 228

103. Shopping products are usually low priced and marketers place them in many 
locations to make them readily available when customers need them.

     
Answer: (False) Difficulty: (2) Page: 228

104. The distinction between a consumer product and an industrial product is based on 
the purpose for which the product is bought.

 
Answer: (True) Difficulty: (2) Page: 228

105. The three groups of industrial products and services include the core benefit, 
actual product and augmented product.


Answer: (False) Difficulty: (2) Page: 228

106. Capital items are industrial products that aid in the buyer's production or 
operations, including installations and accessory equipment.


Answer: (True) Difficulty: (2) Page: 228

107. People can be thought of as products in person marketing.

 
Answer: (True) Difficulty: (2) Page: 229

108. Businesses, charities, sports teams, fine arts’ groups, religious groups, and other 
organizations use person marketing.


Answer: (True) Difficulty: (2) Page: 229

109. Social marketing programs go well beyond the promotional "P" of the 
marketing mix to include every other element to achieve its social change 
objectives.


Answer: (True) Difficulty: (3) Page: 230

110. Customer-focused definitions of quality suggest that quality begins with customer 
needs and ends with customer needs.


Answer: (False) Difficulty: (3) Page: 230

111. Total quality management is an approach in which all the company's people are 
involved in constantly improving the quality of products, services, and business 
processes.


Answer: (True) Difficulty: (2) Pages: 230-232

112. Today companies are taking a "return on quality" approach, viewing quality as an 
investment and holding quality efforts accountable for bottom-line results.


Answer: (True) Difficulty: (2) Page: 232

113. Product quality has two dimensions -- style and design.


Answer: (False) Difficulty: (2) Page: 233

114. Product quality means performance quality and conformance quality.


Answer: (True) Difficulty: (2) Page: 233

115. Conformance quality means the ability of a product to perform its functions.


Answer: (False) Difficulty: (2) Page: 233

Essay

116. According to the text, today, as products and services become more 


commoditized, many firms are aiming to create more value for their customers. 
First, explain the differences between products and services. Next, explain how 
marketers add value to their product differentiation efforts.

Answer:

Products include tangible goods, services, events, persons, places, organizations, ideas, or mixes of these entities. In essence, anything that can be offered to a market for attention, acquisition, use, or consumption, and that might satisfy a want or a need is called a product. Firms everywhere offer both tangible goods and services. At one extreme, the offer may be a tangible good, such as detergents or soaps. At the other end are pure services. Between the two extremes of the continuum, many goods-and-services combinations are possible. A service is any activity or benefit that one party can offer to another that is essentially intangible and does not result in the ownership of anything. 

To differentiate their offers, beyond simply making products and delivering services, companies are staging, marketing, and delivering memorable customer experiences. Whereas products and services are external, experiences are personal and take place in the minds of individual consumers. Experiences have always been important in various industries, such as entertainment, coffee, and doughnuts. Customer experiences have become an important part of value creation in marketing.
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117. Marketers divide products and services into two broad homogeneous categories --
  consumer and 
business. Define each product type and explain the similarities and differences between consumer products and industrial/business products.


Answer:

Consumer products are products and services bought by final consumers for 
personal consumption. Marketers usually classify these products and services 
further based on how consumers go about buying them. Consumer products 
include convenience products, shopping products, specialty products, and 
unsought goods. Industrial products are those purchased for further processing or 
for use in conducting a business. The three groups of industrial products and 
services include materials and parts, capital items, and supplies and services. 
Thus, the distinction between a consumer product and an industrial product is 
based on the purpose for which the product is bought.
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118. Evaluate the differences between the four types of consumer products.


Also evaluate the difference between a consumer product and an industrial 
product.


Answer:


In Table 7.1 the characteristics of the four major types of consumer products are


shown. Consumer products include convenience, shopping, specialty, and 
unsought products. These products differ in the ways consumers buy them and 
therefore in how they are marketed. Convenience products are frequently bought, 
and immediately replenished in the home, with a minimum of comparison and 
buying effort. Shopping products are consumer goods that consumers 
characteristically compare on such factors as suitability, quality, price, and 
style. Specialty goods are consumer products with unique characteristics or brand 


identification for which a significant group of buyers is willing to make a special 
purchase effort. Unsought goods are consumer products that the consumer does 
not know about or knows about but does not normally think of buying. The 
marketing considerations identified here include customer buying behavior, price, 
distribution, and promotion. Examples of convenience, shopping, specialty and 
unsought goods include: toothpaste, major appliances, luxury goods like Rolex, 
and life insurance.


Consumer and industrial products differ, based on the purpose for which the 
product is bought. If a consumer buys a fax machine for use in the home, the fax 
machine is a consumer product. However, if the consumer buys the same fax 
machine for use in a small business, the fax machine is a business product.
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119. In addition to tangible products and services, products have come to include other 
market offerings, such as organizations, persons, places, and ideas. Explain using 
examples.


Answer:


Organization marketing consists of activities undertaken to create, maintain, or 
change the behavior and attitudes of target consumers toward an organization. 
Both profit and non-profit organizations practice organization marketing. 
Business firms sponsor PR or corporate advertising campaigns to polish their 
images. IBM positions itself as the company to turn to for "e-Business" solutions. 
Similarly, universities, museums, and performing arts groups market their 
organizations to raise funds and attract members or patrons. People can be 
thought of as products too. Person marketing consists of activities undertaken to 
create, maintain, or change attitudes or behavior toward particular people. 
Individuals from the President of a country, to entertainers, sports figures, 
doctors, lawyers, architects and religious groups use person marketing. Place 
marketing consists of activities undertaken to create, maintain, or change attitudes 
or behavior toward particular places. Cities, states, regions, even nations 
compete to attract tourists, new residents, conventions, and company offices and 
factories. New York shouts, "I love New York!" Ideas, such as social ideas. 

 
can also be marketed.
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120. Define "social marketing." With the aid of an example, explain why it entails 
more than just advertising.


Answer:

The design, implementation, and control of programs seeking to increase the acceptability of a social idea, cause, or practice among a target group is called social marketing. Defined by the Social Marketing Institute, social marketing entails programs designed to influence an individual's behavior to improve his or her well being and that of society. Public health campaigns to reduce smoking, alcoholism, drug abuse, and overeating, are some examples of social marketing programs. Environmental programs, family planning, human rights, and racial equality are some other examples of social marketing programs. The Ad Council of America has developed dozens of social advertising campaigns, involving issues ranging from preventive health, education, and personal safety to environmental preservation. Thus, social marketing entails much more than promotion in the marketing mix to include every other element to achieve its social change objectives.
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121. Define TQM. Is product quality with a customer-centered focus a way of doing 
business or is quality seen as "freedom from defects" only? Explain.


Answer: 

Total quality management (TQM) is an approach in which all the company's people are involved in constantly improving the quality of products, services, and business processes. TQM has reshaped the landscape of American business today. Firms everywhere have increased their market shares and profits. Recently, TQM has also drawn criticism. When firms give lip service to TQM, with a narrow focus, they are doomed to fail. Hence, companies are taking a "return to quality" approach, viewing quality as an investment and holding quality efforts accountable for bottom-line results. Marketers are developing new products at a quality level that supports the product's position in the marketplace. Marketers are also obsessed with high levels of quality consistency. Thus, the key is to turn customer-driven quality into a potent strategic weapon. Firms everywhere create customer satisfaction and value by consistently and profitably meeting customers' needs and preferences for quality. Product quality is a way of doing business, above and beyond the expectations of customers, suppliers and industry watchdogs. 
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122. What is a brand? Branding offers several benefits to both buyers and sellers alike. 
Discuss.


Answer: 


A name, term, sign, symbol, or design, or a combination of these intended to


identify the goods or services of one seller or group of sellers and to differentiate


them from those competitors, is called a brand. Branding can add value to a


product. For instance, brand-name perfumes are perceived to be expensive and


good quality, as opposed to the same perfume in an unmarked bottle. Branding is


so popular that today hardly anything goes unbranded. Salt is packaged in 
branded containers; even fruits, vegetables and poultry are branded. Brand 
names help buyers identify products that might benefit them. Brands also tell the 
buyer something about product quality. The seller has many advantages too. The 
brand name becomes the basis on which a whole story can be built about a 
product's special qualities. The seller's brand name and trademark provide legal 
protection for unique product features. Branding allows sellers to segment the 
market. 
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123. Define packaging. Innovation in product packaging has taken center stage within 
branding. Discuss, using examples wherever appropriate.


Answer:


Packaging involves designing and producing the container or wrapper for a 
product. Traditionally, the primary purpose of packaging was to contain and 
protect the product. Today good packaging is used to create instant consumer 
recognition of the company or brand. Since nearly 60 percent of all purchases are
 
made on impulse, the package itself is an increasingly important selling medium. 
Innovation in package design is useful to grab more shelf attention or to make life 
easier for customers. Notable examples include Skippy Squeez' It peanut butter 
for on-the-go families and Coca-Cola beverage packs designed to fit neatly 
onto refrigerator shelves. Who could have imagined innovation in products as
 
mundane as paint? Dutch Boy came up with a long overdue innovation ---paint in 
plastic containers with twist-off caps.
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124. What is the difference between product line and product mix? Discuss the 
various  
decisions companies make involving product lines.


Answer: 


A product line is a group of closely-related products because they function in a 
similar manner, are sold to the same customer groups, are marketed through the


same types of outlets, or fall within given price ranges. A product mix is the set of


all product lines and items that a particular seller offers for sale. The major 
product line decision involves product line length -- the number of items in the 
product line. The line is too short if the manager can increase profits by adding


items. The line is too long if the manager can increase profits by dropping items. 
The company should manage its product line carefully. Product line length is

influenced by company objectives and resources. Objectives vary from up-selling to cross-selling. A company can lengthen its product line by stretching or by line filling. A company can stretch its line downward, upward, or both ways. Companies at the upper end of the market can stretch product lines downward. Daimler Chrysler stretched its Mercedes line downward for all these reasons. The Mercedes C-Class cars sells at less than $30,000 without harming the upper end of the market. Companies at the lower end of the market can stretch their lines upward. For example, Toyota launched Lexus and Nissan launched Infiniti. Companies in the middle range of the market may decide to stretch their lines in both directions. Marriott added the Renaissance hotel and the Towne Place suites. Alternately, firms can decide to engage in product line filling -- adding more items 
within the present range of the line. Reasons for product line filling include: extra 
profits, satisfying dealers, using excess capacity, and plugging holes to keep out competitors. Sony added the CD Walkman and the MiniDisc Walkman to its line. P&G's product mix includes: shampoo, detergents, soaps, coffee, diapers, among others. 
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125. Companies make four decisions regarding the product mix. Explain.


Answer:


There are four dimensions to a company's product mix: width, length, depth, and 
consistency. Width refers to the number of product lines a company carries. 
Length refers to the number of items carried within the product lines. Product line


depth refers to the number of 
versions offered of each product in the line. The 
consistency of the product mix refers to how closely related the various product 
lines are in end use, production requirements, distribution channels, or in some 
other way.
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Application 

126. Companies have four choices when it comes to brand development strategies in


their efforts to leverage their brands. Using P&G as a case in point, discuss the 
pros and cons of the four strategies.


Answer:


See Figure 7.4 for an illustration of the four brand development strategies. P&G 
can introduce line extensions (existing brand names extended to new forms, sizes 
and flavors of an existing product category.)  Tide detergent and Crest toothpaste


are two brands with line extensions. A baking soda version of Crest gave 
consumers the chance to try a new toothpaste craze without trying a new brand. 


Thus, a line extension can energize a brand, making it more relevant, interesting 
and visible. It can create a basis for differentiation, make communication efforts 
more effective, and stimulate sales. Another way to leverage a brand is using a 


successful brand name to launch a new or modified product in a new category.


Tide is available in Ultra, Liquid, and Unscented versions; Crest Gel with 
sparkles for kids are good because the extension reinforces the consumer's 
associations and awareness of the brand. P&G was believed to be the first to offer

multiple brands in the same category, aka multibranding. Tide, Bold, Cheer, Duz and Gain are just a few names of detergents P&G markets. Finally, a company may introduce new brands in new categories. In the automobile category, Honda created Acura and Toyota created Lexus. P&G and Frito-Lay are now pursuing megabrand strategies, focusing their efforts on number one or number two market positions. For example, P&G is sharpening its marketing efforts in the marketing of Tide, a brand leader in the detergent category. 
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