Chapter 6

Segmentation, Targeting, and Positioning: 

Building the Right Relationships With the Right Customers
Multiple-Choice

1. _____ is the process of dividing a market into smaller groups of buyers with distinct needs, characteristics, or behaviors who might require separate products or marketing mixes.

a. Target marketing

b. Market segmentation

c. Positioning

d. None of the above is correct

Answer: (b) Difficulty: (2) Page: 185, Figure 6.1

2. Evaluating each market segment's attractiveness and selecting one or more of the market segments to enter is called _____.

a. market segmentation

b. target marketing

c. positioning

d. none of the above are correct

Answer: (b) Difficulty: (2) Page: 185

3. _____ is setting the competitive positioning for the product and creating a detailed marketing mix.

a. Target marketing

b. Market segmentation

c. Market Positioning

d. Micromarketing

Answer: (c) Difficulty: (2) Page: 185

4. All of the following are major steps in target marketing, except which one?

a. Market segmentation

b. Target marketing

c. Market positioning

d. Macro-marketing

Answer: (d) Difficulty: (2) Page: 185

5. _____ calls for dividing the market into different geographical units such as nations, regions, states, counties, cities, or even neighborhoods.

a. Target marketing

b. Market segmentation

c. Geographic segmentation

d. Demographic segmentation 

Answer: (c) Difficulty: (2) Page: 186

6. When Campbell sells Cajun soup in Louisiana and Mississippi and makes its nacho cheese soup spicier in Texas and California, Campbell is said to be employing _____ segmentation.

a. demographic

b. psychographic

c. behavioral

d. geographic

Answer: (d) Difficulty: (2) Page: 186

7. According to the authors of your text, Parker Brothers offer localized versions of its popular Monopoly game for several major cities, including Chicago, New York, San Francisco, St. Louis, and Las Vegas. The Vegas version features a black board with The Strip rather than Boardwalk, hotel casinos, red Vegas dice, and custom pewter tokens including blackjack cards. This is an example of _____.

a. demographic segmentation

b. psychographic segmentation

c. geographic segmentation

d. behavioral segmentation

Answer: (c) Difficulty: (2) Page:  187

8. All of the following are accurate descriptions of geographic segmentation, except which one?

a. Campbell sells Cajun soup in Louisiana and Mississippi.

b. Hampton Inns has opened a chain of smaller-format motels in towns too small for its standard-size units.

c. Wal-Mart is testing Neighborhood Market grocery stores to complement its supercenters.

d. Gap offers baby Gap, Gap kids and Gap Maternity to target people at different life stages.

Answer: (d) Difficulty: (2) Page: 187

9. _____ divides the market into groups based on variables such as age, gender, family size, family life cycle, income, occupation, education, religion, race, generation, and nationality.

a. Geographic segmentation

b. Demographic segmentation

c. Behavioral segmentation

d. Psychographic segmentation

Answer: (b) Difficulty: (2) Page: 188

10. All of the following are accurate descriptions of demographic segmentation, except which one?

a. Procter & Gamble sells Crest Kids' Cavity Protection toothpaste and Crest Rejuvenating Effects for mature women.

b. Parker Brothers offers localized versions of its popular Monopoly game for several cities.

c. Gender segmentation has long been used in clothing, cosmetics, toiletries, and magazines.

d. Neiman Marcus pitches expensive jewelry and fine fashions to target affluent customers.

Answer: (b) Difficulty: (2) Page: 188

11. _____ divides buyers into different groups based on social class, lifestyle, or personality characteristics.

a. Demographic segmentation

b. Geographic segmentation

c. Psychographic segmentation

d. Behavioral segmentation

Answer: (c) Difficulty: (2) Page: 190

12. When Levi Strauss sells jeans to consumers spanning several income levels, it is employing _____ segmentation.

a. geographic segmentation

b. psychographic segmentation

c. income segmentation

d. behavioral segmentation

Answer: (c) Difficulty: (2) Page: 189

13. More than one-half of Honda's scooter sales are to young professionals and older buyers; 15 percent are purchased by the over-50 group. This reflects Honda's use of _____.

a. geographic segmentation

b. psychographic segmentation

c. demographic segmentation

d. behavioral segmentation

Answer: (c) Difficulty: (2) Page: 188

14. Most companies are moving away from mass marketing and toward _____.

a. market segmentation 

b. targeting

c. macromarketing

d. both a and b are correct

Answer: (d) Difficulty: (3) Page: 185

15. _____ is the approach used when firms move away from scattering their marketing efforts, and start to focus on a group of buyers with similar needs and interests.

a. "The shotgun approach"

b. "The rifle approach"

c. Mass marketing

d. Market segmentation

Answer: (b) Difficulty: (3) Page: 185

16. _____ divides buyers into groups based on their knowledge, attitudes, uses, or responses to a product.

a. Geographic segmentation

b. Demographic segmentation

c. Market segmentation

d. Behavioral segmentation

Answer: (d) Difficulty: (2) Page: 193

17. Orange juice is most often consumed at breakfast, but orange growers have promoted drinking orange juice as a cool and refreshing drink at other times of the day. Firms using _____ can build up product usage.

a. occasion segmentation

b. benefits sought

c. user status

d. usage rate

Answer: (a) Difficulty: (2) Page: 193

18. Blood donors are low in self-esteem, low risk takers, and more highly concerned about their health; non-donors tend to be the opposite on all three dimensions. This suggests that markets can be segmented using _____.

a. user status

b. usage rate

c. benefits sought

d. occasion segmentation

      Answer: (a) Difficulty: (2) Page: 194

19. Markets can be segmented into light, medium, and heavy product users. Heavy users are often a small percentage of the market but account for a high percentage of total consumption. Heavy users are a big draw for marketers as they prefer them over several light users. Segmenting the market applying _____ as a variable is common in the fast-food industry.

a. user status

b. benefits sought

c. occasion segmentation

d. usage rate

Answer: (d) Difficulty: (2) Page: 194

20. _____ requires finding the major benefits people look for in the product class, the kinds of people who look for each benefit, and the major brands that deliver each benefit.

a. Benefit segmentation

b. Occasion segmentation

c. Usage rate

d. User status

Answer: (a) Difficulty: (2) Page: 193

21. By going after _____ instead of the whole market, companies have a much better chance to deliver value to consumers and to receive maximum rewards for close attention to consumer needs.

a. markets

b. segments

c. consumer markets

d. business markets 

Answer: (b) Difficulty: (2) Page: 196

22. _____ is an approach wherein segments of consumers have similar needs and buying behavior, regardless of their country of location. 

a. Inter-market segmentation

b. International marketing

c. Geographic segmentation

d. Segmentation

Answer: (a) Difficulty: (2) Page: 197

23. Wal-Mart, the world's largest retailer, opened its stores in the U.S. by locating in small town America. Wal-Mart located stores in rural towns even before they moved to the suburbs. This would be an example of _____.

a. behavioral segmentation

b. inter-market segmentation

c. geographic segmentation

d. psychographic segmentation

Answer: (c) Difficulty: (2) Page: 187

24. According to the authors of your text, there are 32.5 million left-handed people in the United States. However, few products are targeted toward this left-handed segment. There is hardly any demographic data on lefties, and the U.S. Census Bureau does not keep track of them in their surveys. The major problem may be that the segment is _____.

a. hard to access

b. too small or unprofitable to serve

c. hard to serve

d. difficult to measure and identify

Answer: (d) Difficulty: (2) Page: 198

25. In evaluating different market segments, firms look at factor(s), namely _____:

a. segment size and growth

b. segment structural attractiveness

c. company objectives and resources

d. all of the above are correct


      Answer: (d) Difficulty: (2) Page: 199

26. _____ consists of a set of buyers who share common needs or characteristics that the company decides to serve.

a. A target market

b. A segment

c. A group

d. An international market

Answer: (a) Difficulty: (2) Page: 200

27. A(n) _____ focuses on what is common in the needs of consumers rather than what is different.

a. undifferentiated marketing strategy

b. differentiated marketing strategy

c. concentrated marketing strategy

d. marketing strategy

Answer: (a) Difficulty: (2) Page: 200

28. All of the following statements are accurate descriptions of an undifferentiated marketing strategy, except which one?

a. Most modern marketers are optimistic about the strategy in the future.

b. A firm using this strategy might decide to ignore market differences and target the whole market with one offer.

c. The strategy relies on mass distribution and mass advertising, and it aims to give the product a superior image in people's minds.

d. Mass marketers often have trouble competing with more focused firms that do a better job of satisfying the needs of specific segments and niches.

Answer: (a) Difficulty: (2) Page: 200

29. Marriott markets to a variety of segments -- business travelers, families, and others-with hotel formats and packages adapted to their varying needs. Marriott uses (a/an) _____.

a. undifferentiated marketing strategy

b. differentiated marketing strategy

c. concentrated marketing strategy

d. mass-marketing strategy

Answer: (b) Difficulty: (2) Page: 200

30. Estee Lauder owns the best-selling perfumes in the United States. The original brand appeals to older, Junior League types. Clinique is perfect for the middle-aged mom with a GMC Suburban and no time to waste. For the youthful hipster, there's the hip M.A.C line. And, for the new-age type, there's upscale Aveda. Estee Lauder uses a(n) _____.

a. undifferentiated marketing strategy

b. mass marketing strategy

c. segmented marketing strategy

d. concentrated marketing strategy

Answer: (c) Difficulty: (2) Page: 200

31. A(n) _____ is especially appealing when a company's resources are limited.

a. undifferentiated marketing strategy

b. mass marketing strategy

c. concentrated marketing

d. differentiated marketing strategy

Answer: (c) Difficulty: (2) Page: 201

32. A(n) _____ allows the firm to achieve a strong market position because of its greater knowledge of consumer needs in the niches it serves and the special reputation it acquires.

a. undifferentiated marketing strategy

b. differentiated marketing strategy

c. concentrated marketing strategy

d. mass marketing strategy

Answer: (c) Difficulty: (2) Page: 201

33. A _____ allows the firm to offer product and market variations to segments, achieve higher sales and a stronger position within each market segment.

a. differentiated marketing strategy

b. undifferentiated marketing strategy

c. concentrated marketing

d. marketing strategy

Answer: (a) Difficulty: (2) Page: 200

34. Southwest Airlines began by serving intra-state, no-frills commuters in Texas, but it is now one of the nation's eight largest airlines. Southwest Airlines uses a _____ strategy.

a. undifferentiated marketing

b. differentiated marketing

c. concentrated marketing

d. mass marketing

Answer: (c) Difficulty: (3) Page: 201

35. Wal-Mart, the world's largest private employer and the world's largest retailer, got its start by bringing everyday low prices to small towns and rural areas. This illustrates Wal-Mart's use of (a/an) _____.

a. undifferentiated marketing strategy

b. differentiated marketing strategy

c. concentrated marketing strategy

d. mass marketing strategy

Answer: (c) Difficulty: (3) Page: 201


36. An internet website "www.ostrichesonline.com" boasts that it sends newsletters to over 30,000 subscribers and sells over 15,000 ostrich products to satisfied clients in more than 100 countries. This is an example of a _____.

a. undifferentiated strategy

b. differentiated strategy

c. concentrated strategy

d. micromarketing strategy

Answer: (c) Difficulty: (2) Page: 201

37. _____ is the practice of tailoring products and marketing programs to suit the tastes of specific individuals and locations.

a. Macro-marketing

b. Differentiated marketing

c. Web marketing

d. Micromarketing

Answer: (d) Difficulty: (3) Page: 202

38. _____ involves tailoring brands and promotions to the needs and wants of local customer groups -- cities, neighborhoods, even specific stores. 

a. Macro marketing

b. Local marketing

c. Individual marketing

d. Target marketing

Answer: (b) Difficulty: (2) Page: 202

39. Tailoring products and marketing programs to the needs and preferences of individual customers is called _____.

a. micro marketing

b. target marketing

c. individual marketing

d. web marketing

Answer: (c) Difficulty: (3) Page: 203

40. _____ is the process through which firms interact one-to-one with masses of customers to design products and services tailor made to individual needs.

a. Mass marketing

b. Micromarketing

c. Web marketing

d. Mass customization

Answer: (d) Difficulty: (3) Page: 203

41. Individual customers taking more responsibility for determining which products and brands to buy mirrors the trend in _____.

a. consumer marketing

b. consumer self-marketing

c. mass marketing

d. micromarketing

Answer: (b) Difficulty: (3) Page: 203

42. The following factors need to be taken into consideration when choosing a target-marketing strategy, except which one?

a. Company resources

b. Product variability

c. Product life-cycle stage

d. All of the above are correct

Answer: (d) Difficulty: (3) Page: 206

43. A product's _____ is the place the product occupies in consumers’ minds relative to competing products.

a. distribution

b. position

c. life-cycle stage

d. location

Answer: (b) Difficulty: (2) Page: 208

44. In planning positioning strategies, marketers often prepare _____, which show consumer perceptions of their brands versus competing products on important buying dimensions.

a. perceptual positioning maps

b. annual marketing plans

c. strategic marketing plans

d. plans 

Answer: (a) Difficulty: (2) Page: 208

45. A company needs to avoid major positioning errors. The errors are _____.

a. under-positioning 

b. over-positioning

c. confused positioning

d. all of the above are correct

Answer: (d) Difficulty: (2) Page: 211

46. The full positioning of a brand is called the brand's _____.

a. perceptual map

b. position

c. value proposition

d. life-cycle stage

Answer: (c) Difficulty: (2) Page: 212

47. Volvo's positioning hinges upon safety, reliability, roominess, and styling, all for a price that is higher than average but seems fair for this mix of benefits. Volvo uses a _____ strategy.

a. value proposition

b. head-on positioning 

c. marketing

d. mix

Answer: (a) Difficulty: (2) Page: 212

48. _____ positioning involves providing the most upscale product or service and charging a higher price to cover the higher costs.

a. "More for more"

b. "More for the same"

c. "The same for less"

d. "Less for much less"

Answer: (a) Difficulty: (2) Page: 212

49. Mercedes Benz offers superior quality, craftsmanship, durability, performance and charges a high price that is difficult to match. Mercedes Benz uses _____ positioning strategy.

a. "more for more"

b. "more for the same"

c. "the same for less"

d. "less for much less"

Answer: (a) Difficulty: (2) Page: 212

50. Toyota introduced Lexus, perhaps for the first time in history stating that trading a $72,000 car for a $36,000 car could be considered trading up. This illustrates a _____ value proposition.

a. "more for more"

b. "more for the same"

c. "the same for less"

d. "less for much less"

Answer: (b) Difficulty: (2) Page: 212

51. Dell Computer offers equivalent quality computers at a lower "price for performance" proposition. Based on a good deal value proposition, this example uses _____ positioning.

a. "more for the same"

b. "the same for less"

c. "more for more"

d. "less for much less"

Answer: (b) Difficulty: (2) Page: 213

52. _____ positioning involves meeting consumers' lower performance or quality requirements at a much lower price. 

a. "less for much less"

b. "more for less"

c. "more for the same"

d. "the same for less"

Answer: (a) Difficulty: (2) Page: 213

53. Southwest Airlines, the nation's most profitable air carrier, also practices _____ positioning. It charges incredibly low prices by not serving food, not assigning seats, and not using travel agents.

a. "less for much less"

b. "more for less"

c. "more for the same"

d. "the same for less"

Answer: (a) Difficulty: (2) Page: 213

54. The positioning task consists of three steps. The steps are _____. 

a. identifying a set of possible competitive advantages upon which to build a position.

b. choosing the right competitive advantages.

c. selecting an overall positioning strategy.

d. all of the above are correct.

Answer: (d) Difficulty: (2) Page: 209 

55. To the extent that a company can position itself as providing superior value, it gains _____.

a. positioning

b. market share

c. profitability

d. competitive advantage

Answer: (d) Difficulty: (2) Page: 209

56. Product differentiation takes place along a _____.

a. continuum

b. price position

c. competitive advantage

d. all of the above are correct

Answer: (a) Difficulty: (3) Page: 209

57. Perdue Chicken, which claims that its branded chickens are better,fresher, and more tender, gets a 10 percent price premium based on this differentiation. At the other extreme are products that can be highly differentiated, such as Volvo cars, providing new and better safety features. This illustrates that product differentiation takes place along a _____.

a. price position

b. continuum

c. quality basis

d. competitive advantage

Answer: (b) Difficulty: (2) Page: 209

58. Caterpillar's success in the construction-equipment industry is based on superior channels. Its dealers worldwide are renowned for their first-rate service. Caterpillar practices _____.

a. product differentiation

b. service differentiation

c. channel differentiation

d. image differentiation

Answer: (c) Difficulty: (2) Page: 209

59. BankOne operates full-service branches in supermarkets to provide location convenience along with Saturday, Sunday, and weekday-evening hours. BankOne uses _____.

a. product differentiation

b. channel differentiation

c. image differentiation

d. service differentiation

Answer: (d) Difficulty: (2) Page: 209

60. Requirements for effective market segmentation include that the segment be _____.

a. measurable

b. accessible and actionable

c. substantial and differential

d. all of the above 

Answer: (d) Difficulty: (2) Page: 217

61. U.S. Census data has been linked with lifestyle patterns to better segment their markets down to Zip codes, neighborhoods, even city blocks. This is an example of _____ segmentation.

a. "demographic"

b. "geographic"

c. "behavioral"

d. "geodemographic"

Answer: (d) Difficulty: (2) Page: 195

62. Claritas Corporation's PRIZM, which marries a host of demographic factors with lifestyle information, offers a unique combination of variables. This example of multi-variable segmentation is called _____ segmentation.

a. "geographic" 

b. "demographic" 

c. "behavioral"

d. "geodemographic"

Answer: (d) Difficulty: (2) Page: 195

63. A fragrance company finds that heavy users of its brand are single men and women who stay out late and socialize a lot. Unless this group lives or shops at certain places and is exposed to certain media, it members will not be _____.

a. measurable

b. accessible

c. substantial

d. differentiable and actionable

Answer: (b) Difficulty: (2) Page: 198

64. P&G and other consumer packaged goods marketers are always striving to be profitable. However, some innovations are not commercially viable because the segment may not be _____ to justify the investment the innovation would require.  

a. measurable

b. accessible

c. substantial

d. differentiable

Answer: (c) Difficulty: (3) Page: 198

65. Age is often a poor predictor of a person's life cycle, health, work or family status, needs or buying power. For example, some 70-year-olds require wheelchairs; others play tennis. Also, some 40-year-olds are sending their children off to college, others are just beginning families. Thus, when using age and life-cycle segmentation marketers must guard against _____.

a. demographic segments

b. behavioral segments

c. stereotypes

d. all of the above are correct

Answer: (c) Difficulty: (3) Page: 188

66. Procter and Gamble was among the first to market Secret deodorant, a brand specially formulated for a woman's chemistry, packaged and advertised to reinforce the female image. Citibank launched Women & Co. to sell financial services to help women with all their personal finance and investing needs. These examples illustrate that _____ segmentation has long been used by marketers.

a. income

b. gender

c. personality

d. behavioral

Answer: (b) Difficulty: (1) Page: 188

67. Some clothing stores post different images in their in-store advertising, depending upon the time of day. For example, a store might post images featuring older models during the morning hours when retirees frequently shop, then change the posters to reflect the younger shopping crowd of the evening. This is an example of ______.

a. income segmentation

b. gender segmentation

c. personality segmentation

d. behavioral segmentation

Answer: (b) Difficulty: (1) Page: 188

68. Greyhound Lines, with its inexpensive nationwide bus network, targets lower-income consumers. Almost one-half of 25 million yearly passengers have annual incomes under $15,000. _____ is being used here by Greyhound Lines.

a. Gender segmentation

b. Income segmentation

c. Personality segmentation

d. Age and life-cycle segmentation

Answer: (b) Difficulty: (1) Page: 189

69. Honda appeals to the rebellious, independent kid in all of us. Honda notes on its Web page, "Fresh air, freedom, and flair on a Honda scooter, every day is independence day! When it comes to cool, this scooter is off the charts!"  Honda is using _____ to segment the market.

a. values

b. personality characteristics

c. education

d. user status 

Answer: (b) Difficulty: (2) Page: 193

70. Through _____, companies divide large, heterogeneous markets into smaller segments that can be reached more efficiently and effectively with products and services that match their unique needs.

a. target marketing

b. market segmentation

c. market positioning

d. intuition

Answer: (b) Difficulty: (2) Page: 185

71. Market segments may be defined using bases such as benefits sought or behavior. However, _____ must be known in order to assess the size of the target market and to reach it efficiently.

a. psychographic characteristics

b. demographic characteristics

c. behavioral characteristics

d. geographic characteristics

Answer: (b) Difficulty: (3) Page: 187

72. Loyalty status segmentation divides buyers into groups according to their degree of loyalty. Some consumers are completely loyal-they buy one brand all the time. Others are somewhat loyal; they have divided loyalty to two or three brands of a given product. Still others show no loyalty to any brand at all. Called non-loyals, companies attract them by _____.

a. developing marketing appeals

b. raising prices

c. putting their brands on sale

d. targeting light users

Answer: (c) Difficulty: (3) Page: 195

73. In evaluating different market segments, a company needs to examine major structural factors that affect long-run segment attractiveness. Segment attractiveness is affected by _____.

a. the nature of the competition

b. the existence of substitute products

c. the relative power of buyers and suppliers

d. all of the above 

Answer: (d) Difficulty: (3) Page: 199

74. All of the following are accurate descriptions of major structural factors that affect long-run segment attractiveness, except which one?

a. A segment is less attractive if it already contains many strong and aggressive competitors.

b. The existence of many actual or potential substitute products may limit prices and the profits that can be earned in a segment.

c. The relative power of buyers also affects segment attractiveness.

d. Lack of powerful suppliers, who can control prices or reduce the quality or quantity of ordered goods and services.

Answer: (d) Difficulty: (3) Page: 199

75. Holidays, such as Mother's Day and Father's Day as celebrated in the United States, increase the sale of candy, flowers, cards, and other gifts. Beatrice Foods runs Thanksgiving and Christmas ads for Reddi-Whip during November and December. Hershey promotes Hershey Kisses around Valentine's Day, Easter and other holidays. Marketers are using  _____ in designing and marketing their products.

a. benefits sought

b. income segmentation

c. gender segmentation

d. occasion segmentation

Answer: (d) Difficulty: (3) Page: 193

76. The Champion athletic wear division of Sara Lee Corporation segments its markets according to _____ that different consumers seek from their active wear. For example, some consumers seek a balance between function and style, while others seek a balance between performance and function.

a. benefits

b. availability

c. reliability

d. prices

Answer: (a) Difficulty: (3) Page: 194

77. P&G markets several brands of detergents instead of concentrating its resources on a single leading brand. P&G has discovered there are segments of laundry detergent buyers, and each segment seeks a special combination of benefits. The segments represent the _____ for the different P&G brands.  

a. demographic user

b. target market

c. business user

d. middleman

Answer: (b) Difficulty: (2) Page: 187

78. Gap has branched out to target consumers at different life stages. In addition to its standard line of clothing, the retailer offers Baby Gap, Gap Kids, and Gap Maternity. Consumers represent the _____ for Gap.

a. demographic user

b. target market

c. business user

d. middleman

Answer: (b) Difficulty: (2) Page: 187

79. Sears routinely customizes its store's merchandise and promotions to match its specific clientele. Citibank provides different mixes of banking services in its branches, depending on neighborhood demographics. Both Sears and Citibank use _____ to tailor brands and promotions to the needs and wants of local customer groups.

a. micromarketing

b. macromarketing

c. local marketing

d. mass customization

Answer: (c) Difficulty: (2) Page: 202

80. The choice of a target market strategy depends upon many factors. _____ strategy is more suited for uniform products such as grapefruit or steel. 

a. Differentiated marketing 

b. Concentrated marketing

c. Micromarketing strategy

d. Undifferentiated marketing

Answer: (d) Difficulty: (3) Page: 200

81. Company resources determine which target market strategy is best. When the firm's resources are limited, (a/an) _____ makes the most sense.

a. differentiated marketing strategy

b. undifferentiated marketing strategy

c. concentrated marketing strategy

d. micromarketing

Answer: (c) Difficulty: (3) Page: 201

82. Product life cycle stage must be considered in the choice of a target marketing strategy. In the mature stage of the product life cycle, _____ makes more sense as a strategy.

a. undifferentiated

b. micromarketing

c. concentrated

d. differentiated

Answer: (d) Difficulty: (3) Page: 206

83. Market variability is a factor to be considered when choosing a target market strategy. If most of the buyers have the same tastes, buy the same amounts, and react the same way to marketing efforts, (a/an)_____ is appropriate.

a. differentiated marketing strategy

b. concentrated marketing strategy

c. micromarketing

d. undifferentiated marketing strategy

Answer: (d) Difficulty: (3) Page: 200

84. All of the following are accurate descriptions of factors companies consider before choosing a target market strategy, except which one?

a. When the firm's resources are limited; undifferentiated marketing makes the most sense.

b. Undifferentiated marketing makes most sense for uniform products such as grapefruit and steel.

c. In the mature stage of the product life cycle, differentiated marketing makes a lot of sense.

d. Competitors' marketing strategies are important.


      Answer: (a) Difficulty: (3) Page: 206

85. All of the following statements are accurate descriptions of issues concerning socially responsible target marketing, except which one?

a. Socially responsible marketing calls for segmentation and targeting that serve not just the interests of the company but also the interests of those targeted.

b. A recent FTC study found that 80 percent of R-rated movies and 70 percent of video games with a mature rating were targeted to children under 17. Some critics have called for a complete ban on advertising to children.

c. Cigarette, beer and fast-food marketers have generated much controversy by their attempts to target inner-city minority consumers.

d. Colgate makes a large selection of toothbrushes and toothpaste flavors and packages for children, making tooth brushing more fun and to get kids to brush longer and more often.

Answer: (d) Difficulty: (3) Page: 207

True-False 

86. People in the same demographic group can have very different psychographic makeups.

      Answer: (True) Difficulty: (2) Page: 190

87. Dividing a market into smaller groups of buyers with distinct needs, characteristics, or behaviors is called market segmentation.

      Answer: (True) Difficulty: (2) Page: 185

88. Evaluating each market segment's attractiveness and selecting one or more of the market segments to enter is called market positioning.

      Answer: (False) Difficulty: (3) Page: 185

89. Setting the competitive positioning for the product and creating a detailed marketing mix is called target marketing.

      Answer: (False) Difficulty: (2) Page: 185

90. Geographical segmentation calls for dividing the market into different geographical units such as nations, regions, counties, cities, even neighborhoods.

      Answer: (True) Difficulty: (2) Page: 186

91. Demographic segmentation divides the market into groups based on variables, such as age, gender, family size, family life cycle, income, occupation, education, religion, race, generation, and nationality. 

      Answer: (False) Difficulty: (2) Page: 187

92. Marketers do not need to safeguard against stereotypes when using age and life-cycle segmentation.

      Answer: (False) Difficulty: (3) Page: 187

93. Procter and Gamble was the first with Secret, a brand specially formulated for a

      woman's chemistry. 

      Answer: (True) Difficulty: (2) Page: 188

94. The National Football League and advertisers on the Super Bowl are using gender segmentation to target women.

      Answer: (True) Difficulty: (3) Page: 188

95. The undifferentiated marketing strategy focuses on what is different in the needs of consumers rather than on what is common.

      Answer: (False) Difficulty: (2) Page: 200

96. Using a concentrated marketing strategy, a firm decides to target several market segments and designs separate offers for each.

      Answer: (False) Difficulty: (2) Page: 201

97. Estee Lauder offers dozens of different products aimed at different market segments. Estee Lauder uses a differentiated marketing strategy.

      Answer: (True) Difficulty: (2) Page: 200

98. Developing a stronger position within several segments creates more total sales than undifferentiated marketing across all segments.

      Answer: (True) Difficulty: (3) Page: 200

99. Tetra sells 80 percent of the world's tropical fish food and appeals to a large share of the market. This is an example of an undifferentiated marketing strategy.

      Answer: (False) Difficulty: (3) Page: 200

100. Whereas segments are fairly large and normally attract several competitors,

        niches are smaller and may attract only one or a few competitors.

        Answer: (True) Difficulty: (2) Page: 201

101. Steiner Optical captures 80 percent of the world's military binoculars market, using a

        concentrated marketing strategy.

        Answer: (True) Difficulty: (2) Page: 200

102. A niche marketing strategy is especially appealing when company resources are

        limited.

        Answer: (True) Difficulty: (3) Page: 201

103. Niching offers smaller companies an opportunity to compete by focusing their

        limited resources on serving segments that may often be overlooked by larger   

        companies.

        Answer: (True) Difficulty: (3) Page: 201

104. Southwest Airlines started by serving intra-state, no-frills commuters in Texas

        before it started targeting broader markets. This was not a wise move.

        Answer: (False) Difficulty: (2) Page: 201

105. Many companies start as nichers to get a foothold against larger, more resourceful

        competitors, then grow into broader competitors.

        Answer: (True) Difficulty: (2) Page: 201

106. A senior Pepsi official once said, "The era of the mass brand has been over for a

        long time."

        Answer: (True) Difficulty: (2) Page: 201

107. Today the low cost of setting up shop on the Internet makes it lucrative to pursue

        niche markets.

        Answer: (True) Difficulty: (3) Page: 201

108. Differentiated marketing is the practice of tailoring products and marketing

        programs to suit the tastes of specific individuals and locations.

        Answer: (False) Difficulty: (3) Page: 202

109. Rather than seeing a customer in every individual, micromarketers see the individual

        in every customer.

        Answer: (True) Difficulty: (3) Page: 202

110. Macromarketing includes local marketing and individual marketing.

        Answer: (False) Difficulty: (3) Page: 202

111. Local marketing helps a company to market more effectively in the face of

        pronounced regional and local differences in demographics and lifestyles.

        Answer: (True) Difficulty: (3) Page: 202

112. Local marketing can drive up marketing and manufacturing costs by reducing

        economies of scale.

        Answer: (True) Difficulty: (2) Page: 202

113. In the extreme, micromarketing becomes local marketing.

        Answer: (False) Difficulty: (2) Page: 203

114. Tailoring products and marketing programs to the needs and preferences of

        individual customers is called local marketing.

       Answer: (False) Difficulty: (2) Page: 203

115. Positioning involves implanting the brand's unique benefits and differentiation in

       customer's minds.

       Answer: (True) Difficulty: (1) Page: 208

Essay 

116. Companies today have moved away from mass marketing and toward market segmentation and targeting. Describe the three major steps in target marketing and discuss how the steps fit together.

Answer:

Target marketing consists of three major steps: market segmentation, target marketing and market positioning. Through market segmentation, companies divide large, heterogeneous markets into smaller, distinct groups of homogeneous markets with different needs, characteristics or behavior that can be reached with products/services that match their unique needs. Target marketing entails evaluating each segment's attractiveness and deciding which segment(s) to enter. Through market positioning, a company decides what position it wants to occupy in each segment. In essence, positioning is the image a product reflects in the consumer's mind relative to competing products. Companies develop detailed marketing mixes in this step too. Shown in Figure 6.1 are the three major steps in target marketing and the relationships between segmentation, targeting and positioning. The specific steps of target marketing are: (1) identify bases for segmenting the market and developing segment profiles, (2) develop measures of segment attractiveness and select segments to enter, and (3) develop positioning and a marketing mix for the target segments.

Difficulty: (2) Pages: 185-186

117. Intermarket segmentation seems to be growing in popularity as a segmentation strategy. First, define the term and, briefly discuss the benefits of intermarket segmentation with the aid of an example or two.

Answer: 

Traditionally, segmenting international markets on the basis of macro factors assumes that segments should consist of clusters of countries. However, intermarket segmentation as a segmentation approach assumes that segments of consumers who have similar needs and buying behavior might be located in different countries. For example, Rolex watches and Mercedes-Benz target the affluent regardless of their country. Marketers of teen products around the world have found similar experiences with their target markets. MTV targets the world's teenagers. MTV finds itself bridging the gap between cultures, appealing to what teens around the world have in common. Nike, Sony and Swatch target global teens with their products. The benefits of intermarket segmentation are a flexible standardized marketing strategy, resulting in cost savings and a uniform brand image due to greater economies of scale. For instance, marketers of high-tech (Microsoft Windows, Intel chips) products and business products (3M's Post-It note pads) have employed intermarket segmentation for some time now.   

Difficulty: (3) Page: 197

118. Compare and contrast the bases used to segment consumer, business and international markets. Briefly discuss each, using examples wherever appropriate.

Answer:

Consumer markets can be segmented using demographic, geographic, psychographic, behavioral and geodemographic variables. Business markets can be segmented using geographic, demographic, benefits sought, user status, usage rate, loyalty status, customer operating characteristics, and purchasing approaches as variables. Marketers segment international markets using geographic location, economic, political, legal and cultural factors. Table 6.1 lists the major segmentation variables for consumer markets. Geographic (country, region, city, density, climate) variables tend to be used by automobile companies. Some demographic variables include age, gender, stage in the family life cycle, occupation, education, race and nationality. Toy makers use demographic variables. Psychographic (personality, social class, lifestyle) variables are used by beer companies. Behavioral (user status, usage rate, benefits sought, occasions and loyalty status) are some of the variables used by credit card,  and jeans’ companies, among others. Geodemographic segmentation uses a combination of variables: lifestyles, geographics and demographics. Initially used by direct marketers, this approach is now also used by book stores (Barnes and Noble) and consumer packaged goods marketers (Suave shampoo.)  Business markets use many of the same variables used by consumer marketers. Business markets can be segmented using demographics (company size), geographics (region), or by benefits sought, user status, usage rate, and loyalty status. Additional variables used include customer operating characteristics, purchasing approaches, situational factors, and operational characteristics. Many marketers believe that similar to consumer markets, buying behavior and benefits provide the best basis for segmenting business markets. Companies segmenting international markets use one or a combination of several variables. They can be segmented by geographic location, grouping countries by region. Additional variables include economic, political, legal and cultural factors. 

Difficulty: (2) Pages: 186-197

119. According to the authors of your text, there are many ways to segment a market, but not all segmentations are effective. List and briefly discuss, the five broad requirements (criteria) market segments need to be useful.

Answer:

Market segments must be: (1) measurable (size, purchasing power, and profiles of segments), (2) accessible (reach) in terms of both media and distribution, (3) substantial (large or profitable enough to serve), (4) differentiable (distinguishable), and (5) actionable (attracting and serving the segments).

Difficulty: (2) Page: 197-198

120. In evaluating different target market segments, a firm must evaluate three factors. List and discuss the factors. 

Answer:

The three factors are: segment size and growth, segment structural attractiveness, and company objectives and resources. The company must first collect and analyze data on current segment sales, growth rates, and expected profitability for various segments. Next, the company needs to examine major structural factors that affect long-run segment attractiveness. A segment is less attractive if it already contains many strong and aggressive competitors. Substitute products may limit prices and profits that can be earned in a segment. The relative power of buyers also affects segment attractiveness. Powerful suppliers who control prices or reduce the quality or quantity of ordered goods and services affect the attractiveness of segments too. Finally, a company needs to examine its own objectives and resources in relation to a segment. A company needs to enter only segments in which it can offer superior value and gain advantages over competitors.

Difficulty: (3) Page: 199

121. Define target market. Discuss the reasons a firm might use the three market coverage strategies: mass marketing, concentrated and differentiated. 

Answer:

A target market consists of a set of buyers who share common needs or characteristics that the company decides to serve. A mass marketing strategy is used to target the whole market with one offer. The strategy focuses on what is common in the needs of consumers rather than on what is different. It relies on mass distribution and mass advertising, and it aims to give the product a superior image in people's minds. Using a differentiated marketing strategy, a firm decides to target several market segments and designs separate offers for each. A third market-coverage strategy, concentrated marketing, is appealing when resources are limited. Through a concentrated marketing strategy, the firm achieves a strong market position because of its greater knowledge of consumer needs in the niches it serves and the special reputation it acquires. Product variability is another factor used to consider strategies. Undifferentiated marketing is more suited for uniform products such as grapefruit or steel. In the mature stage of the product life cycle, differentiated marketing makes more sense. 

Difficulty: (3) Pages: 200-202

122. Define micromarketing and its forms. How does it differ from concentrated and differentiated marketing strategies? Discuss.

Answer:

Micromarketing is the practice of tailoring products and marketing programs to suit the tastes of specific individuals and places. According to the authors, micromarketers see the individual in every customer rather than the customer in every individual. Micromarketing encompasses local marketing and individual marketing. Marketers using local marketing tend to cater to the needs and wants of local customer groups -- cities, neighborhoods, and even specific stores. For example, discounters such as Wal-Mart customize their store's merchandise and promotions to match specific clientele. Citibank provides different mixes of banking services in specific demographic areas. In essence, local marketing is customized marketing to cater to the demographics of an area. On the other hand, individual marketing is marketing to the needs and preferences of individual customers. Labeled as one-to-one marketing and customized marketing, individual marketing has been driven by powerful computers, precise database marketing, and interactive communication media, such as e-mail, fax, and the Internet. Micromarketing differs from concentrated and differentiated marketing in that the latter two strategies are employed to satisfy the needs of market segments and niches, however, Micromarketing  entails customizing offers to each individual customer.

Difficulty: (3) Pages: 200-204

123. According to the authors of your text, the issue in target marketing is not really who is targeted but rather how and for what. Explain in your own words what is being alluded to here.

Answer: 

Marketers are caught between a rock and a hard place. In their attempt to help themselves to be more efficient and effective they focus on the needs of the segments they can satisfy best with a profit motive. While this is perceived as being smart targeting they tend to forget the interests of society as a whole, thus generating controversy and concern. Further, at times they forget to take into account the interests of the target market being served too. For instance, cereal companies direct marketing efforts at children. Using lovable, animated cartoon characters marketers of cigarette, cereal and toys bombard children with advertising appeals. McDonald's has pitched high fat, salt-laden and fatty foods to low-income, inner-city kids. While on the surface this seems harmless, such targeting is cause for concern when one looks at the obesity rates in the United States. While McDonald's is not to be completely blamed for these problems, it is surely the target of much controversy. Controversies arise when marketers attempt to profit at the expense of targeted segments, when they unfairly target vulnerable segments with questionable tactics. Hence, it is wise to exercise caution when marketers target segments. 

Difficulty: (3) Pages: 206-207

124. Define product positioning. Next, briefly explain the three steps in product positioning. 

Answer:

A product's position is the way the product is defined by consumers on important attributes. It is the image a product reflects in consumers’ minds relative to the competition. Product positioning entails three steps: identifying a set of possible competitive advantages upon which to build a position, choosing the right competitive advantages, and selecting an overall positioning strategy. The company must then effectively communicate and deliver the chosen position to the market. To the extent that a company can position itself as providing superior value, it gains competitive advantages. If a company positions its product as offering the best quality and service, it must then deliver the promised quality and service. A market offer can be differentiated along the lines of product, services, channels, people, or image. Product differentiation takes place along a continuum. At one extreme we find physical products that allow little variation: steel, aspirin.  At the other extreme are products such as autos, clothing etc. that can be differentiated. Once a firm discovers competitive advantages, it must then decide how many differences to promote and which ones. A company should develop a unique selling proposition (USP) and stick to it. Today, as mass markets' fragment into smaller segments, firms' position themselves on more than one attribute. Finally, the full positioning of a brand is called its value proposition -- the full mix of benefits upon which the brand is positioned. 

Difficulty: (3) Pages: 209-216

125. Marketers everywhere differentiate themselves from the competition in myriad ways. However, not all brand differences are meaningful or worthwhile to promote. Brand differences need to satisfy certain criteria. Explain.

Answer:

The criteria are:

1. Important: the difference delivers a highly valued benefit to target buyers.

2. Distinctive: Competitors do not offer the difference or the company can offer it in a more distinctive way.

3. Superior: The difference is superior to other ways that customers might obtain the same benefit.

4. Communicable: The difference is communicable and visible to buyers.

5. Preemptive: Competitors cannot easily copy the difference.

6. Affordable: Buyers can afford to pay for the difference.

7. Profitable: The company can introduce the difference profitably.

Difficulty: (2) Page: 211

Application 

126. American Express has been pitched against Master Card and Visa in the card wars for some time now. How would you segment the market for charge cards and credit cards? Apply the three steps in target marketing.

Answer:

Bases for segmentation:

Geographic: Region, Nation or country -- United States, Singapore, Hong Kong, Spain, Brazil, etc.

Consumer markets versus Business markets. 

Demographic: age, social class, education, occupation.

Psychographic: AIOs, Lifestyle.

Behavioral: benefits sought, usage rate.

American Express is the charge card and MC and Visa are credit cards.

Targeting: Differentiated marketing strategy

Positioning: Visa's tag line, "Everywhere you want to be" positions the credit card as a card for all social occasions and special occasions.

Master Card: Tagline  ..Priceless …. Positioning the card as the credit card of choice for everyday purchases…groceries, special moments between dad and son, etc.

American Express: A classy, professional, busy lifestyle, chic appeal targeting the affluent.

Difficulty: (2) Page: 186
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