     Principles of Marketing Online
     Chapter Three, Learning Module 3

      Test 3
     Test 3 is true and false.   Each student is to key in their answers on the ANSWER    

     SHEET and e-mail to the instructor by 11:00 p.m. on Thursday (9/10/09).   This is 

     not a group test, you are to do your own work.   
ANSWER SHEET REQUIRED


1.
Steve is analyzing data on trends in consumer tastes.  He is engaging in environmental scanning.

2.
In addition to planning for change, marketers must set goals to meet concerns of customers, employees, shareholders, and members of the general public.

3.
Change may sometimes be gradual and evolutionary, but it is more often the result of crises.
     4.
   It is sufficient that marketers occasionally, even casually, monitor trends and developments in the business environment.

5.
Environmental scanning is the attainment of organizational objectives by predicting and influencing the competitive, political-legal, economic, technological, and social-cultural environment.

6.
The goal of environmental scanning is to determine whether the trends detected by analyzing the information scanning yields represent opportunities or threats to the company.

7.
The growth in of companies that produce organic meat and other food products is an example of a successful response to environmental changes.

8.
Environmental management involves marketers' efforts to achieve organizational objectives by predicting and influencing the competitive, political-legal, economic, technological, and social-cultural environments.

9.
A strategic alliance is a partnership among firms in which resources and capital are combined to create competitive advantages in older, stagnating markets.

10.
Strategic alliances are especially common in international marketing where partnerships with local firms provide needed regional expertise for a company expanding its operations abroad.

11.
Strategic alliances are necessary in countries such as China and Mexico where local laws require foreign firms doing business there to work with local companies.

12.
In most local communities the cable television provider has a monopoly.
   13.
   If there are high start-up costs and other barriers to entry, an industry is less likely to become an oligopoly.

14.
The most direct form of competition comes from marketers of dissimilar products, such as when a supermarket locates right next door to a hardware store.

15.
In the U.S. the airline industry is an oligopoly.
   16.
   Chain Store "Hot Topic" competes indirectly with stores like the Gap and American Eagle for teen dollars because it targets high school students who consider themselves "alternative."

17.
The competition among Amtrak, auto rental companies, and airlines for the travelers' dollar is based on the fact that these services can be substituted for each other.

18.
To say that all firms compete for a limited amount of discretionary buying power is to recognize that, to some extent, all of them compete for consumers' purchases.

19.
As part of competitive strategy, some firms gain access to markets or new technologies through acquisitions and mergers.

20.
Answering the competitive strategy question "How should we compete?" requires marketers to make product, pricing, distribution, and promotion decisions that leave their firm at a competitive disadvantage in the marketplace.

21.
The decision of whether or not to compete should be based on a firm's resources, objectives, and expected profit potential.

22.
Texas Instruments Corporation sold its defense electronics business unit to an aircraft company not because it was unprofitable but because it was a "better fit" with the aircraft company than with TI.

23.
Time-based competition is based on a strategy of developing and distributing goods and services more slowly than competitors.

24.
The existing U.S. legal framework was constructed in a logical, systematic manner, resulting in a coherent and easily understood body of laws.

25.
Regulations affecting marketing have been enacted only at the federal level.

26.
To cope with the vast, complex, and changing political-legal environment, many large business firms maintain in-house legal departments.

27.
The Sherman Antitrust Act, the Clayton Act, and the Federal Trade Commission Act are evidence of the federal commitment to maintain a competitive business environment in the United States.

28.
The first phase of federal regulation of business was aimed at protecting competitors and included the Robinson-Patman Act, passed in the 1930s.

29.
The newest regulatory frontier in the United States is cyberspace, where state and federal regulators are investigating ways to police the Internet and online services.

30.
The Federal Food and Drug Act was designed to maintain a competitive environment in the food and drug industries.

31.
The Telecommunications Act of 1996 removed the barriers between local and long distance phone companies and cable companies.  All can now offer phone service and cable service should they so wish.

32.
Industry deregulation appears to have worked well in virtually every situation in that it has led to lower prices and improved service.

33.
The government is attempting to allow the online marketing industry to self-regulate itself in areas such as customer privacy.

34.
There is little an organization can do to influence the political-legal environment.

35.
The business cycle is composed of three phases: prosperity, depression, and recovery.

36.
During periods of economic recession, marketers seldom consider reducing prices, eliminating marginal products, or providing better service.

37.
During the recession stage of the business cycle, consumers seldom shift their buying patterns to basic, functional products that carry low price tags.
  38.
    The last experience the United States had with true economic depression was during the early 1990s.
  39.   Consumer spending sinks to its lowest level during an economic depression.
  40.  
As economic recovery begins after a period of recession, consumer purchasing power increases but consumers often cautiously restrain their willingness to buy.

41.
As economic recovery from a recession strengthens, consumers become more indulgent, buying more convenience products and higher-priced goods and services.

42.
A major constraint on consumer spending is deflation, which devalues money by reducing the products it can buy through persistent price increases.
   43.
   During the recession of the early 2000s, consumer income still rose faster than debt, delinquent credit card accounts diminished in number, and personal bankruptcy filings declined.

44.
Since the early 1980s the annual rate of inflation in the United States has rarely exceeded 5 percent.

45.
Unemployment is defined as the proportion of people in the economy who currently don’t have  jobs and are not actively looking for work.
   46.
   For the most part U.S. companies have posted higher revenue gains in international operations than in domestic operations.

47.
Electric utilities often list tips on how consumers can use less electricity during the summer months, and save money on their electric bills.  This is an example of demarketing.
  48.  
For the most part U.S. companies have posted higher revenue gains in international operations than in domestic operations.

49.
Technology can quickly make products obsolete but it can just as quickly open new marketing opportunities.

50.
Technological innovations create not just new goods and services but also entirely new industries.

51.
Despite its many other wonders, technology can seldom address social concerns.

52.
Research and development efforts by private industry represent a major source of technological innovation.
53.   In the United States, research and development by the federal government, including the military, 

65. represents only a minor source of technological innovation.

54.
Often foreign firms take technology developed in the United States and turn the technology into successful products.

55.
The microwave oven grew out of a technology used first by the military in radar systems.

56.
Creative applications of technology can benefit society but rarely give firms a definite competitive edge since other firms can simply copy the technology.

57.
The digital computers we now use grew out of technology first developed by the military to compute the trajectories of artillery shells.

58.
Marketers who monitor new technology and successfully apply it may also enhance customer service.

59.
As a nation, the United States is becoming older, more affluent, and more culturally diverse.

60.
The birthrate in the United States is rising and subculture populations are increasing.

61.
People today are concerned about the environment and value time spent at home with family and friends.

62.
The importance of the cultural diversity of the U.S. population has decreased in recent years.

63.
The cultural diversity of the United States results in various submarkets, each with unique values, cultural characteristics, purchasing behaviors, and consumer preferences.

64.
Marketing strategies that work in the United States always work when applied abroad.

65.
Relationships with customers, employees, the government, vendors, and society as a whole form the basis of the social issues that confront contemporary marketers.

66.
Ethics concern matters of right and wrong - the responsibility of individuals and firms to do what is morally right.

67.
The proliferation of databases, the selling of address lists, and the ease of acquiring consumer information using the Internet have all increased public concern about threats to personal privacy.

68.
An ethical problem related to distribution strategy is the issue of whether marketers have the responsibility to serve unsatisfied markets even if the profit potential is slight.

69.
Promotion is the component of the marketing mix that gives rise to the fewest ethical questions.

70.
Pricing, since it is the least regulated of all the aspects of a firm's marketing strategy, generates the largest number of ethical questions.

71.
Social responsibility means that marketers accept the obligation to weigh only social well-being in evaluating their firms' performance.

72.
Social responsibility is determined by actions alone and a firm can behave responsibly even when it does so under coercion.

73.
Ethically responsible behavior requires more than appropriate actions; ethical intentions must also motivate those actions.

74.
The traditional concept of social responsibility of business has had to do with managers' relationships with customers, employees, stockholders, government agencies, and the general public.

75.
A socially responsible marketing philosophy would discourage consumers from voicing their complaints because socially responsible sellers have no obligation to listen to such complaints.

76.
Marketers must address several aspects of the ecology in their businesses, including planned obsolescence, pollution control, recycling waste materials, and resource conservation.

77.
Ecology is the study of the relationship between organisms and their natural environments.
  78.
    A firm designs a product to only last for two years.  Once the product stops working, it must be thrown away.  This firm is behaving in a socially responsible manner.

79.
When firms create products such as disposable diapers, ballpoint pens, razors, and cameras, they may find themselves accused of being ecologically irresponsible by practicing planned obsolescence.

80.
Green marketing involves the production, promotion, and reclamation of environmentally sensitive products.
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