Chapter 5

Consumer and Business Buyer Behavior

Multiple-Choice 

1. _____ refers to the behavior of individuals and households who buy goods and services for personal consumption.

a. Business buying behavior

b. Consumer buying behavior

c. Culture

d. Subculture

Answer: (b) Difficulty: (1) Page: 164
2. Marketers study actual consumer purchases to find out what consumers buy, where they buy, and how much they buy. But learning why consumers buy is not so easy; the answers are often locked in the consumer's _____.

a. emotions

b. feelings

c. black box

d. experiences

Answer: (c) Difficulty: (2) Page: 165
3. The consumer black box is made up of two parts: first, the buyer's characteristics and then the _____.

a. buyer decision process

b. marketing stimuli

c. environmental stimuli

d. buyer responses

Answer: (a) Difficulty: (3) Page: 165
4. Human behavior is largely _____.

a. emotional

b. observed

c. learned

d. innate

Answer: (c) Difficulty: (2) Page: 1
5. All of the following values are germane to the U.S. society, except which one?

a. Achievement and success are basic American values.

b. We pride ourselves on efficiency and practicality. 

c. We believe in material comfort to a large extent.

d. Collectivism as a value is stressed from a very young age.

Answer: (d) Difficulty: (2) Page: 166
6. Marketers are always trying to spot _____ in order to discover new products that might be wanted.

a. market segments

b. subcultures

c. social classes

d. cultural shifts

Answer: (d) Difficulty: (2) Page: 166
7. The shift toward informality, creating demand for casual clothing and simpler home furnishings are an example of recent _____.

a. changes in social class structure of the U.S.

b. changes in the ethnic mix in the U.S.

c. cultural shifts in the U.S.

d. influences from abroad

Answer: (c) Difficulty: (3) Page: 166
8. A _____ is a segment of a culture or groups of people with shared valued systems based on common life experiences and situations.

a. subculture

b. social class

c. reference group

d. nontraditional family

Answer: (a) Difficulty: (2) Page: 166
9. _____ are society's relatively permanent and ordered divisions whose members share similar values, interests, and behaviors.

a. Social classes

b. Reference groups

c. Cultural groups

d. Families

Answer: (a) Difficulty: (1) Page: 168
10. All of the following statements about social class systems are accurate, except which one?

a. Social class is determined by a single factor, such as income.

b. In some societies, members of different classes cannot change their social positions.

c. In the U.S., lines between social classes are not fixed and rigid.

d. Marketers are interested in social classes because people within a given social class tend to exhibit similar buying patterns.

Answer: (a) Difficulty: (1) Page: 168-169
11. _____ serve(s) as a standard for self-evaluation in forming a person's attitudes or behaviors.

a. Social class

b. Reference groups

c. Culture

d. Subculture

Answer: (b) Difficulty: (1) Page: 169
12. People within a reference group who, because of special skills, knowledge, personality, or other characteristics, exert influence on others, are called _____.

a. Generation Xers

b. Generation Yers

c. opinion leaders

d. baby boomers

Answer: (c) Difficulty: (2) Page: 170
13. Marketers use _____ by enlisting or even creating opinion leaders to spread the word about their brands.

a. creative marketing

b. marketing 101

c. buzz marketing

d. niche marketing

Answer: (c) Difficulty: (2) Page: 170
14. When marketers like Hasbro Inc. seek out trendsetters (fourth and fifth graders) in each community and subtly push them into talking up their brand to their friends and admirers, it is an example of _____.

a. marketing 101

b. customized marketing

c. cultural marketing

d. buzz marketing

Answer: (d) Difficulty: (2) Page: 170
15. _____ consists of the activities people are expected to perform according to the persons around them.

a. A status

b. A role

c. Aerobics

d. Exercise

Answer: (b) Difficulty: (3) Page: 174
16. A person's position in a group can be defined in terms of both _____.

a. status and prestige

b. role and prestige

c. role and status

d. height and weight

Answer: (c) Difficulty: (2) Page: 174
17. Buying behavior is influenced by the stages through which families pass as they mature over time, called _____.

a. family life cycle

b. puberty

c. adolescence

d. adulthood

Answer: (a) Difficulty: (2) Page: 174
18. All of the following are examples of nontraditional families, except which one?

a. Unmarried couples make up the nontraditional family life-cycle stage.

b. Singles marrying later in life make up the non-traditional family life-cycle stage.

c. Childless couples make up the nontraditional family life-cycle stage.

d. Young singles make up the nontraditional family life-cycle stage.

Answer: (d) Difficulty: (3) Page: 
19. Lifestyle is a person's pattern of living as expressed in his or her _____.

a. psychographics

b. geographics

c. demographics

d. geodemographics

Answer: (a) Difficulty: (2) Page: 174
20. Lifestyle involves measuring consumers' major _____.

a. AIO dimensions

b. VALS 

c. SRI

d. Psychological factors

Answer: (a) Difficulty: (2) Page: 175
21. VALS classifies people according to two major dimensions: primary motivations and _____. 

a. achievement and self expression

b. personality

c. values

d. resources

Answer: (d) Difficulty: (2) Pages: 151-153 

22. _____ refers to the unique psychological characteristics that lead to relatively consistent and lasting responses to one's own environment.

a. Self-Concept

b. Perception

c. Self-image

d. Personality

Answer: (d) Difficulty: (2) Page: 154

23. A _____ is the specific mix of human traits that may be attributed to a particular brand.

a. person's self-concept

b. motive

c. brand personality

d. need

Answer: (c) Difficulty: (2) Page: 176
24. A _____ is a need that is sufficiently pressing to direct the person to seek satisfaction.

a. personality

b. self-concept

c. motive

d. possession

Answer: (c) Difficulty: (2) Page: 176
25. _____ needs arise from states of tension such as hunger, thirst, or discomfort.

a. Biological

b. Psychological

c. Perceptual

d. Recognition

Answer: (a) Difficulty: (2) Page: 177
26. _____ needs arise from the need for recognition, esteem, or belonging.

a. Biological

b. Psychological

c. Perceptual

d. Maslow's hierarchy of 

Answer: (b) Difficulty: (2) Page: 177
27. _____ is the process by which people select, organize, and interpret information to form a meaningful picture of the world.

a. Perception

b. Personality

c. Motivation

d. Self-concept

Answer: (a) Difficulty: (2) Page: 177
28. _____ is the tendency of people to screen out most of the information to which they are exposed.

a. Selective distortion

b. Selective attention

c. Perception

d. Selective retention

Answer: (b) Difficulty: (2) Page: 178
29. The tendency of people to interpret information in a way that will support what they already believe is called _____.

a. selective distortion

b. selective attention

c. perception

d. selective retention

Answer: (a) Difficulty: (2) Page: 178
30. _____ describes changes in behavior arising from experiences.

a. Perception

b. Personality

c. Learning

d. Self-concept

Answer: (c) Difficulty: (2) Page: 178
31. A _____ is a strong internal stimulus that calls for action.

a. motive

b. perception

c. personality

d. drive

Answer: (d) Difficulty: (2) Page: 178
32. _____ describe(s) a person's relatively consistent evaluations, feelings, and tendencies toward an object or idea.

a. Attitudes

b. Motives

c. Personality

d. Perception

Answer: (a) Difficulty: (2) Page: 179
33. _____ is discomfort or a state of ambiguity caused by post-purchase conflict.

a. Cognitive dissonance

b. Consumer expectations

c. Perceived performance

d. Consumer satisfaction

Answer: (a) Difficulty: (2) Page: 182
34. According to the authors of your text, it _____.

a. usually costs more to attract new customers than to retain current ones.

b. usually costs more to attract old customers than to acquire new ones.

c. pays to cultivate new customers than to retain current ones.

d. all of the above.

Answer: (a) Difficulty: (2) Page: 162

35. _____ is the mental process through which an individual passes from first learning about an innovation to final adoption.

a. Perception

b. Adoption process

c. Adoption categories

d. Buying behavior

Answer: (b) Difficulty: (2) Page: 163

36. _____ are defined as the first 2.5 percent of buyers to adopt a new idea. They tend to be relatively younger, better educated, and higher in income than later adopters and nonadopters.

a. Early adopters

b. Innovators

c. Early majority

d. Laggards

Answer: (b) Difficulty: (2) Page: 164

37. All of the following are accurate descriptions of the "innovator" adopter group, except which one?

a. Innovators are venturesome-they try new ideas at some risk.

b. Innovators tend to be tradition bound.

c. Innovators tend to be better educated and higher in income than later adopters.

d. They are less brand loyal and more likely to take advantage of special promotions such as discounts, coupons and samples.

Answer: (b) Difficulty: (3) Page: 164

38. Five characteristics are especially important in influencing an innovation's rate of adoption. _____ is the degree to which the innovation appears superior to existing products.

a. Compatibility

b. Complexity

c. Relative advantage

d. Communicability

Answer: (c) Difficulty: (2) Pages: 164-165 

39. Five characteristics are especially important in influencing an innovation's rate of adoption. _____ is the degree to which the innovation may be tried on a limited basis.

a. Compatibility

b. Complexity

c. Divisibility

d. Communicability

Answer: (c) Difficulty: (2) Page: 165

40. HDTV matches the lifestyles found in upper middle-class homes. However, it _____.

a. is difficult to understand or use.

b. lacks in picture quality and ease of viewing over traditional TV.

c. does not lend itself to demonstration and description.

d. is not very compatible with the programming and broadcasting systems available to consumers.

Answer: (d) Difficulty: (3) Page: 164

41. _____ refers to the buying behavior of the organizations that buy goods and services for use in the production of other products and services that are sold, rented, or supplied to others.

a. Consumer buying behavior

b. Business buying behavior

c. Buying situation

d. Buying center

Answer: (b) Difficulty: (2) Page: 166

42. All of the following are accurate descriptions of the business market, except which one?

a. Business markets are geographically concentrated.

b. Business demand is derived demand.

c. Business marketers deal with far more and smaller buyers than the consumer marketer does.

d. Business buying usually involves a team-based decision and a more complex buying situation than consumer buying decisions.

Answer: (c) Difficulty: (3) Pages: 166-167

43. A _____ is a fairly routine buying decision.

a. straight rebuy

b. modified rebuy

c. new buy

d. buying center

Answer: (a) Difficulty: (2) Page: 169

44. In a new task situation, the buyer must decide on _____.

a. product specifications

b. suppliers

c. price limits

d. all of the above

     Answer: (d) Difficulty: (1) Page: 169

45. _____ is often a key business marketing strategy wherein a single seller provides a complete solution.

a. Systems selling

b. Buying center

c. Business buying behavior

d. Consumer buying behavior

Answer: (a) Difficulty: (3) Page: 169

46. The decision-making unit of a buying organization is called its _____.

a. buying center

b. user

c. gatekeeper

d. CEO

Answer: (a) Difficulty: (3) Page: 170

47. _____ is an approach to cost reduction in which components are studied carefully to determine if they can be redesigned, standardized, or made by less costly methods of production.

a. Vendor analysis

b. Value analysis

c. EDLP

d. A blanket contract

Answer: (b) Difficulty: (2) Page: 175

48. In order-routine specification, a _____ creates a long-term relationship in which the supplier promises to resupply the buyer as needed at agreed prices for a set time period.

a. supplier search

b. proposal

c. blanket contract

d. buying center

Answer: (c) Difficulty: (2) Page: 176

49. When sellers put their purchasing requests online and invite suppliers to bid for the business, it is called _____.

a. e-procurement

b. blanket contracting

c. reverse auctions

d. systems selling

Answer: (c) Difficulty: (3) Page: 177

50. _____ gives buyers access to new suppliers, lowers purchasing costs, and hastens order processing and delivery.

a. E-procurement

b. Blanket contracting

c. Reverse auctions

d. Systems selling

      Answer: (a) Difficulty: (2) Page: 177

51. Business-to-business e-procurement offers all of the following benefits, except which one?

a. It cuts transactions costs and results in more efficient purchasing for both buyers and suppliers.

b. It eliminates the paperwork usually associated with traditional requisition and ordering procedures.

c. E-procurement reduces the time between order and delivery.

d. E-procurement means more work for purchasing professionals and less time for other activities.

Answer: (d) Difficulty: (3) Page: 177

52. According to the authors of your text, _____. 

a. good word of mouth often travels farther and faster than bad word of mouth.

b. bad word of mouth often travels farther and faster than good word of mouth.

c. bad word of mouth does not damage consumer attitudes about a company and its products.

d. it is unwise to measure consumer satisfaction regularly.

Answer: (b) Difficulty: (2) Pages: 162-163

53. All of the following statements are accurate descriptions of post-purchase behavior, except which one?

a. If a product fall short of expectations, the consumer is disappointed.

b. If a product meets expectations, the consumer is satisfied.

c. If a product exceeds expectations, the consumer is delighted.

d. Very few major purchases result in post-purchase conflict or cognitive dissonance.

      Answer: (d) Difficulty: (3) Page: 162

54. All of the following statements are accurate descriptions of actions to be taken by companies to deal with dissatisfied customers, except which one?

a. Offer toll-free numbers and Web sites to handle complaints and inquiries.

b. Offer live agents or customer service representatives for customers who cannot find answers on the Web site.

c. For customers who do not perceive a need for a product and refrain from purchase, marketers must leave them alone.

d. For customers who hold unfavorable attitudes toward a product, the marketer must find ways to change consumer perceptions.

Answer: (c) Difficulty: (3) Page: 163

55. A manufacturer of high ticket goods may discover that many consumers in the interest stage of the adoption process do not move to the trial stage because of _____.

a. lack of money

b. uncertainty

c. unavailability of trial offers

d. all of the above are correct

Answer: (d) Difficulty: (2) Page: 164

56. All of the following statements are accurate descriptions of the differing "values" of adopter groups, except which one?

a. Innovators are venturesome; they try new ideas at some risk.

b. Early adopters are guided by respect; they are opinion leaders who adopt new ideas early but carefully.

c. The early majority are deliberate; they adopt ideas only after a majority of people have tried it.

d. Laggards are tradition bound.

Answer: (c) Difficulty: (3) Page: 164

57. All of the following are accurate descriptions of consumer behavior across international borders, except which one?

a. In the United States, people eat breakfast regularly.

b. In Japan, pushy, hard-hitting sales approaches are considered offensive.

c. In India many consumers eat light, nutritious breakfasts.

d. All of the above are correct.

Answer: (c) Difficulty: (3) Page: 165

58. All of the following are characteristics which influence the rate of adoption, except  which one?

a. Initial costs and ongoing costs

b. Risk and uncertainty

c. Social approval

d. All of the above characteristics are correct

Answer: (d) Difficulty: (3) Page: 165

59. When consumers are affected by marketing messages they are not aware of, it is called _____.

a. good advertising

b. subliminal advertising

c. teaser advertising

d. none of the above are correct

Answer: (b) Difficulty: (1) Page: 158

60. A blanket contract offers the following benefits, except which one?

a. A blanket contract creates a long-term relationship in which the supplier promises to resupply the buyer as needed at agreed prices for a set time period.

b. A blanket contract order eliminates the expensive process of renegotiating a purchase each time a stock is required.

c. A blanket contract allows buyers to write more, but smaller, purchase orders, resulting in lower inventory levels and carrying costs.

d. All of the above are benefits of blanket contracts.

Answer: (d) Difficulty: (3) Page: 176

61. Linda Smith felt the need for a new avocation (hobby) when the kids left home for college. She thought of taking a photography class at her local community college. Canon, the maker of cameras, should research _____ as part of the buyer decision process.

a. information search

b. how consumers evaluate information

c. post-purchase behavior

d. need recognition

Answer: (d) Difficulty: (3) Page: 160

62. All of the following are accurate descriptions of the buyer decision process, except which one?

a. The buying process starts with need recognition.

b. A need can be triggered by internal or external stimuli

c. Personal sources, commercial sources, public sources and experiential sources are places where consumers can obtain information.

d. The most effective sources tend to be those controlled by the marketer.

Answer: (d) Difficulty: (3) Page: 160

63. In the buyer decision process, the _____ stage is where the consumer processes information to arrive at brand choices.

a. information search

b. need recognition

c. alternative evaluation

d. purchase decision

Answer: (c) Difficulty: (3) Page: 160

64. Walter Flores was looking for a new car. However, two factors, _____ and _____ came between his purchase intention and the final purchase decision.

a. attitude of others toward the new car; Walter's loss of job

b. competitor brand offering attractive deals; urgency of other purchases

c. a friend's disappointment in Walter's decision; Walter's not-so-good credit history

d. all of the above are correct

Answer: (d) Difficulty: (2) Page: 162

65. Generally the consumer receives the most information about a product from _____.

a. experiential sources

b. commercial sources

c. personal sources

d. all of the above are correct

Answer: (b) Difficulty: (2) Page: 161

66. All of the following information sources are examples of commercial sources as they relate to the buyer decision process for the purchase of a new DVD player, except which one?

a. A family friend who owns a DVD player

b. A Pioneer brand ad as seen on TV

c. A Circuit City salesperson who helps customers

d. A point-of-purchase (POP) display as seen by the checkout lane in Best Buy

Answer: (a) Difficulty: (2) Page: 161

67. Samantha Kirkpatrick is looking for a new cell phone. She has researched extensively, using the Internet and other commercial sources. But she prefers to rely on the opinion of her close associate, Robert, at work. This implies _____.

a. Robert is more than a friend.

b. Robert as a personal source has legitimized the purchase for Samantha.

c. Robert is an experiential source.

d. Robert is a commercial source of information.

Answer: (b) Difficulty: (3) Page: 161

68. Deepika Pradeep is looking for a gift for her 15th birthday. She visited www.toysrus.com for new electronic games and other gifts. According to the authors of your text, Deepika is using _____ as a source of information.

a. advertising

b. public sources

c. experiential sources

d. personal sources

Answer: (b) Difficulty: (3) Page: 161

69. All of the following activities are examples of business buying behavior, except which one?

a. General Mills, maker of Cheerios and Betty Crocker cake mixes, sells its products to wholesalers and retailers.

b. P&G, maker of Ivory soap, Head and Shoulders shampoo and Folgers coffee, sells directly to wholesalers.

c. A nurse brings home a sample of a prescription drug to treat her son.

d. Intel sells the Pentium 4 microprocessor to Dell computers.

Answer: (c) Difficulty: (2) Pages: 166-167

70. Which of the following statements are not accurate descriptions of the business market?

a. Goodyear tires deals globally with various suppliers of steel to make tires.

b. Wal-Mart has a contractual relationship with P&G to serve its customers efficiently.

c. Costco is a wholesale establishment that deals with various manufacturers.

d. Lavanya Pradeep, a retail buyer for Lord & Taylor, does all the shopping for her family at the same store.

Answer:  (d) Difficulty: (3) Page: 166

71. Linda Smith, 80 years old is a resident of Long Island, New York where a large percentage of elderly Americans live. Linda is a member of an important _____ group.

a. subculture

b. cultural

c. reference

d. social class group

Answer: (a) Difficulty: (3) Page: 145

72. Carlos Romero, a Hispanic American, tends to buy branded, high-quality products. He is characterized as being brand loyal, shows a preference for advertisements in Spanish language media and tends to make shopping a family affair. Carlos belongs to the _____.

a. Hispanic subculture group

b. subcultural group consisting of almost 35 million consumers

c. nationality-based subculture

d. all of the above are correct

Answer: (d) Difficulty: (2) Page: 145

73. Starbucks sells an "experience" creating an environment in which people can relax and socialize over a cup of steaming coffee. This example illustrates that Starbucks is using _____ such as sociability to target heavy coffee drinkers.

a. self-concept profiles

b. personality traits

c. motivational factors

d. psychological factors

Answer: (b) Difficulty: (2) Page: 154

74. Sigmund Freud assumed that people are _____ about the real psychological forces shaping their behavior.

a. largely conscious

b. largely ashamed

c. largely unconscious

d. none of the above are correct

Answer: (c) Difficulty: (2) Page: 155

75. _____ refers to qualitative research designed to probe consumers' hidden, subconscious motivations.

a. Personality research

b. Self-concept research

c. Motivational research

d. Marketing research

Answer: (c) Difficulty: (2) Page: 155

76. All of the following statements are accurate descriptions of motivation research, except which one?

a. Also known as qualitative research, motivation research is designed to probe consumers' hidden, subconscious motivations.

b. Motivational researchers use techniques, such as sentence completion tests and word association tests, to uncover deeper motives for their product choices.

c. Human needs are arranged in a hierarchy, from basic physiological needs to self-actualization at the top.

d. Humans do not feel the urge to satisfy the most important need first, followed by the next most important need.

Answer: (d) Difficulty: (3) Page: 155

77. Linda Smith is interested in buying a new Nikon camera. Her camera interest might come from a strong need for _____.  

a. physiological 

b. social

c. self-esteem

d. all of the above are correct

Answer: (c) Difficulty: (2) Page: 155

78. _____ are minor stimuli that determine when, where, and how a person responds.   

a. Drives

b. Cues

c. Responses

d. Actions

Answer: (b) Difficulty: (2) Page: 159

79. Linda Smith goes shopping the day after Thanksgiving. Seeing computer notebooks in a shop window, hearing of a special sale price, and receiving her husband's support are all _____that can influence Linda's response to her interest in buying a computer notebook.

a. cues

b. drives

c. responses

d. actions

Answer: (a) Difficulty: (2) Page: 159

80. Learning occurs through the interplay of _____.

a. drives and responses

b. stimuli and reinforcement

c. cues

d. all of the above are correct

Answer: (d) Difficulty: (2) Page: 159

81. _____ are based on real knowledge, opinions or faith, and may or may not carry an emotional charge.

a. Attitudes

b. Beliefs

c. Feelings

d. Actions

Answer: (b) Difficulty: (2) Page: 159

82. All of the following are accurate descriptions of attitudes, except which one?

a. Attitudes are difficult to change.

b. A person's attitudes fits into a pattern; to change one attitude may require difficult adjustments in many others.

c. A company should usually try to fit its products into existing attitudes rather than attempt to change attitudes.

d. Attitudes describe a person's relatively inconsistent evaluations, feelings, and tendencies toward an object or idea.

Answer: (d) Difficulty: (3) Page: 159

83. All of the following are stages in the adoption process, except which one?

a. Awareness

b. Interest

c. Trial

d. Laggards

      Answer: (d) Difficulty: (2) Page: 163

84. All of the following are accurate descriptions of nontraditional life stages, except which one?

a. With about one-half of all first marriages ending in divorce, marketers are beginning to recognize that divorcees represent a distinct consumer segment.

b. People buy when they get married.

c. People stop buying when they get divorced.

d. Divorcees don't buy out of necessity; the shopping cure can ease the pain.

Answer: (c) Difficulty: (2) Page: 149

85. All of the following are accurate descriptions of international marketing manners, except which one?

a. The British, much like Americans, make deals over the phone.

b. A proper Frenchman does not like instant familiarity – questions about family, church, or alma mater.

c. Germans dislike overstatement and ostentatiousness.

d. Japan, like many Asian countries, is a no-contact culture.

Answer: (a) Difficulty: (3) Page: 165

True/False 

86. When doing business in a foreign country and a foreign culture, particularly a non-western culture, assume nothing.

      Answer: (True) Difficulty: (1) Page: 165

87. Value analysis is an approach to cost reduction in which components are studied carefully to determine if they can be redesigned, standardized, or made by less costly methods of production.

      Answer: (True) Difficulty: (2) Page: 175

88. Individuals and households who buy goods and services for personal consumption make up the business market.

      Answer: (False) Difficulty: (2) Page: 143

89. In the model of buyer behavior, the consumer black box is made up of buyer characteristics and a buyer decision process.

      Answer: (True) Difficulty: (3) Page: 144

90. A subculture refers to groups of people with shared value systems based on common life experiences and situations.

      Answer: (True) Difficulty: (2) Page: 145

91. Achievement and success, activity and involvement, efficiency and practicality are basic American cultural values.

      Answer: (True) Difficulty: (2) Page: 144

92. The Hispanic-American market, consisting of 35 million consumers, buys a lot of generic products.

      Answer: (False) Difficulty: (2) Page: 145

93. The African American population in the United States is growing in affluence and sophistication.

      Answer: (True) Difficulty: (2) Page: 146

94. It is believed that African-American consumers enjoy shopping more than any other group -- even for something as mundane as groceries.

      Answer: (True) Difficulty: (2) Page: 146

95. Asian-American consumers are the most brand conscious and brand loyal of all ethnic groups.

      Answer: (False) Difficulty: (3) Page: 146

96. Social classes are society's relatively permanent and ordered divisions whose members share similar values, interests, and behaviors.

      Answer: (True) Difficulty: (2) Page: 147

97. Social class is determined by a single factor: income.

      Answer: (True) Difficulty: (2) Page: 147

98. People within a social class tend to exhibit similar buying behavior.

      Answer: (True) Difficulty: (2) Page: 147

99. People are usually not influenced by reference groups to which they belong.

     Answer: (False) Difficulty: (2) Page: 148

100. When a college basketball player wishes to belong to the Los Angeles Lakers’

         professional team, he is being influenced by the membership group.

         Answer: (False) Difficulty: (2) Page: 147

101. Opinion leaders are people within reference groups who, because of special skills,

        knowledge, personality, or other characteristics, exert influence on others.

        Answer: (True) Difficulty: (2) Page: 148

102. A role consists of the activities people are expected to perform according to the

        persons around them.

        Answer: (True) Difficulty: (2) Page: 150

103. Non-traditional family life-cycle stages include unmarried couples, singles marrying

        later in life, childless couples, single parents, and others.

       Answer: (True) Difficulty: (2) Page: 149

104. Lifestyle is a person's pattern of living as expressed in his or her occupation.

        Answer: (False) Difficulty: (2) Page: 151

105. People coming from the same subculture, social class, and occupation may have

        similar lifestyles.

        Answer: (False) Difficulty: (2) Page: 151

106. SRI's VALS typology divides consumers into eight groups based on two major 

        dimensions: primary motivation and resources.

        Answer: (True) Difficulty: (2) Page: 151

107. Major AIO dimensions include attitudes, interests and opinions.

        Answer: (False) Difficulty: (2) Page: 151

108. It usually costs more to attract new customers than to retain current ones.

        Answer: (True) Difficulty: (2) Page: 162

109. Personality refers to the unique psychological characteristics that lead to relatively

        inconsistent and lasting responses to one's environment.

        Answer: (False) Difficulty: (2) Page: 154

110. A person's self-concept reflects their identities.

        Answer: (True) Difficulty: (2) Page: 154

111. Biological needs arise from states of tension such as need for recognition, esteem, or

        belonging.

        Answer: (False) Difficulty: (2) Page: 155

112. Psychological needs arise from the need for recognition, esteem, or belonging.

        Answer: (True) Difficulty: (2) Page: 155

113. A motive is a need that is sufficiently pressing to direct the person to seek

        satisfaction.

        Answer: (True) Difficulty: (2) Page: 155

114. Sigmund Freud assumed that people are largely unconscious about the real

        psychological forces shaping their behavior.

        Answer: (True) Difficulty: (3) Page: 155

115. Perception is the process by which people select, organize, and interpret information

        to form a meaningful picture of the world.

        Answer: (True) Difficulty: (2) Page: 158

Essay 

116.
The buyer decision process consists of five stages: need recognition, information

        
search, evaluation of alternatives, purchase decision, and post-purchase behavior.

        
Explain.

        
Answer:

The buying process starts with need recognition; the buyer recognizes a problem or need. A need can be triggered by internal or external stimuli. Once a need is recognized, consumers begin to search for information. The consumer may obtain the information from one of several sources. Personal, commercial, or public sources are some examples of sources. The next step in the process is evaluation of alternatives. The consumer determines a set of brand choices, then uses criteria to evaluate them. The marketer needs to know how the consumer processes information to arrive at brand choices. Unfortunately, consumers do not use a simple and single evaluation process in all buying situations. Instead, several evaluation processes are at work. It is imperative that marketers study buyers to find out how they actually evaluate brand alternatives. In this stage, the consumer ranks brands and forms purchase intentions. Generally, the consumer's purchase decision reflects the most-preferred brand. The attitude of others and unexpected situational factors influence purchase decision. Subsequently, in post-purchase behavior, the consumer is either satisfied or ambiguous about the purchase decision. The latter 
is called cognitive dissonance. Cognitive dissonance is a state of discomfort caused by post-purchase conflict.   
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117. 
Define the term "adoption process." Consumers go through five stages in the 
process of adopting a new product. Explain.


Answer:


Adoption process is the mental process by which an individual passes from 
first learning about an innovation to final adoption. Adoption is a decision by an 
individual to become a regular user of a product. The five stages are: awareness, 
interest, evaluation, trial, and adoption. In the awareness phase, the consumer first 
becomes aware of a new product, but lacks information about it. In the interest 
phase, the consumer seeks information about the new product. In the evaluation 
stage, the consumer considers whether trying the new product makes sense. In the 
trial stage, the consumer tries the new product on a small scale to improve his or 
her estimate of its value. Finally, in the adoption stage, the consumer decides to 
make full and regular use of the new product.
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118. 
Adopter categories have differing values. Explain with the aid of a figure.


Answer:

Innovators are venturesome; they try new ideas at some risk. Early adopters are guided by respect- they are opinion leaders in their communities and adopt new ideas early but carefully. The early majority are deliberate; although rarely 
 leaders, they adopt new ideas before the average person. The late majority are skeptical; they adopt an innovation only after a majority has tried it. Finally, laggards are tradition bound - they are suspicious of changes and adopt the innovation only when it has become something of a tradition itself. See Figure 5.6 on page 164.
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119. 
Five characteristics of new products affect its rate of adoption. Explain.


Answer:


Relative advantage: the degree to which the innovation appears superior to 
existing products. 


Compatibility: the degree to which the innovation fits the values and experiences 
of potential customers.


Complexity: the degree to which the innovation is difficult to understand or use.


Divisibility: the degree to which the innovation may be tried on a limited basis.


Communicability: the degree to which the results of using the innovation can be 
observed.
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120. 
Define business buyer behavior. Explain five ways business markets differ from 
consumer markets.  


Answer:

The buying behavior of organizations that buy goods and services for use in the production of other products and services or for the purpose of reselling or renting them to others at a profit is called business buying behavior. The main differences between consumer and business markets are: market structure and 
demand (far fewer but larger buyers); nature of the buying unit (more participants and a more professional effort); types of decisions (far more complex); and the decision process (greater degree of dependence between buyer and seller) involved.
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121. 
Marketers need to understand consumer behavior across international cultures. 
Explain why. What strategies are available to marketers operating in multiple 
cultures?


Answer:

Although consumers in different countries may have some things in common, their values, attitudes, and behaviors often vary greatly. International marketers must understand such differences and adjust their products and marketing programs accordingly. Some obvious differences are: people eat cereal regularly in the United States, while in France cereal consumption is either limited or non-existent. Other differences result from physical differences in consumer and their environments. Marketer strategies vary from pure standardization to pure localization. Hybrid strategies, also known as flexible standardization, depend upon the product in question. 
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122. 
Define consumer behavior. Identify any three sets of buyer characteristics that 
influence consumer lifestyle. Discuss the characteristics in terms of their 
significance to marketers.


Answer:


The buying behavior of final consumers, individuals and households who buy 
goods and services for personal consumption, is called consumer behavior. Each 
student might pick any three sets of characteristics, using the list given below. See 
Figure 5.2 for all the factors influencing consumer behavior. Characteristics 
include: cultural (culture, subculture, social class); social (reference groups, 
family); personal (life cycle stage, personality, lifestyle); and psychological 
(motivation, perception, learning, attitudes). Here we discuss culture, subculture 
and social class. Culture is the most basic cause of  a person's wants and behavior. 
Human behavior is largely learned. Basic values, perceptions, wants, and 
behaviors are learnt by children from parents and elders in society. Cultures vary, 
thus values vary. Subculture is a segment of a culture, wherein a group of people 
with shared values based on common life experiences and situations, exist. 
Subcultures include nationalities, religions, racial groups, and geographic regions. 
Examples of four important subculture groups include Hispanic, African 
American, Asian, and elderly. Social class is the relatively permanent and ordered 
divisions in a society whose members share similar values, interests and 
behaviors.
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123. 
Business-to-business e-procurement yields many benefits. Explain.


Answer:


It shaves transaction costs and results in more efficient purchasing for both buyers 
and sellers. E-procurement reduces the time between order and delivery. Time 
savings are particularly dramatic for companies with many overseas suppliers. 
Also e-procurement frees purchasing people to focus on more strategic issues. 
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124. 
The American family has undergone significant change over the years. Explain.


Answer:


The family is the most important consumer-buying organization in society. Husband-wife role reversal is the order of the day. In the United States, husbands do a lot of purchasing for the household. Wives play a significant role in car buying decisions. Thus, marketers are careful how they go about courting target groups. For instance, home-improvement retailers attract women shoppers. Besides, family roles, non-traditional family life cycle stages have gained the attention of marketers. Childless couples, singles marrying later in life, unmarried couples, same-sex couples, extended families, and one-parent families (divorced, widowed, separated) have also grown in numbers.


    
Difficulty: (2) Pages: 149-150

125. 
Define subcultures. Pick any two subcultures and explain the characteristics of 
each.   


Answer:

A group of people with shared value systems based on common life experiences and situations is called a subculture. Here we discuss the Hispanic and African- American target groups. The U.S. Hispanic market, Cubans, Mexicans, Central Americans, and Puerto Ricans, make up 35 million Americans. Hispanic consumers tend to buy branded, higher-quality products. They dislike generics. Shopping is a family affair. Spanish-language ads and media are used for promotion purposes. Sears makes a special effort to market to Hispanic American consumers. The African-American subculture is 35 million strong. The black population in the United States is growing in affluence and sophistication. 
More price conscious than other ethnic segments, blacks are motivated by quality and  selection. Blacks are more fashion conscious than other ethnic groups. They enjoy shopping. Per capita, black consumers spend twice as much as white consumers for online services.  
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Application 

126. 
How can an understanding of buyer characteristics (cultural, social, personal, and psychological) that influence consumer lifestyles, be utilized by Dell computers to develop an effective marketing strategy for a new notebook computer, targeting younger Generation Yers (20-somethings) and baby boomers?  Discuss.


Answer:


Given below is a brief outline of the differing characteristics of the two groups.

The majority of Generation-Yers, 19-28 year olds, tend to be internet savvy and are called the "net generation." A large percentage of the college-going adults today 
fall in this group. The Generation-Yers are somewhat fickle-minded consumers. They tend to be more environmentally conscious and family-oriented, in comparison with baby boomers. On the other hand, 76 million babies were born between the years 1946-1964. Baby boomers (mid 30s-mid 50s) were perceived in the 1980s as the workaholic generation. Today, boomers have slowed down. replacing sports cars with minivans. They tend to see the Internet and PCs/notebooks as necessary tools to get their jobs done faster. They are less inclined to spend countless hours on the web, unlike the former group. In terms of targeting the groups differently, Dell would choose different media vehicles. Print magazines are useful to target baby boomers while online sources 
and broadcast media are used for Generation Xers.      
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