Chapter 9   E-active Marketing

1) Google's success is due primarily to the quality of the products offered on its Web site. 

Answer:  FALSE

2) To maintain it initial rapid growth and to build brand strength, Google began using print and radio advertising.

Answer:  TRUE

3) The Internet has changed many aspects of U.S. culture.

Answer:  TRUE

4) E-active marketing incorporates the two major components of Internet marketing: e-commerce and e-mail.

Answer:  FALSE

5) Many of today's consumers rely heavily on the Internet to research products, to shop, to make comparisons, and to read consumer-generated reviews of products.

Answer:  TRUE

6) E-commerce is selling goods or services on the Internet. 

Answer:  TRUE

7) The top cyber shopping categories are office, home, and garden products. 

Answer:  FALSE

8) To the established retail operation, e-commerce offers customers an alternative mode for making purchases. 

Answer:  TRUE

9) More than half of the households in the United States shop regularly on the Internet.

Answer:  TRUE

10) The components of an e-commerce site include a catalog, a shopping cart, and a point of purchase feature on the display screen. 

Answer:  FALSE

11) An e-commerce catalog is designed to help shoppers find products on a Web site. 

Answer:  TRUE

12) If a company has a print catalog, it is important for the Web catalog to match the print catalog.

Answer:  TRUE

13) A catalog is not required or necessary for an e-commerce Web site. 

Answer:  FALSE

14) A shopping cart is a method of payment for an e-commerce purchase. 

Answer:  FALSE

15) E-retailers that offer multiple methods of payment experience a greater increase in sales than sites that  provide fewer options.

Answer:  TRUE

16) FAQ stands for "frequently answered queries." 

Answer:  FALSE

17) FAQ, or frequently asked questions, are part of the customer service marketing function. 

Answer:  TRUE

18) Cyberbait is a lure or type of attraction designed to bring people to a Web site. 

Answer:  TRUE

19) Cyberbaits are incentives designed to encourage consumers, or businesses, to visit  Web sites and to make purchases.

Answer:  TRUE

20) Three types of incentives can be used to encourage customers to make online purchases: financially-based incentives, convenience-based incentives, and price-based incentives. 

Answer:  FALSE

21) The three incentives that must be present for consumers to consider a purchase online are financial incentives, convenience incentives, and price incentives. 

Answer:  FALSE

22) Typically, the most effective financial incentives offer something free or at a discount.

Answer:  TRUE

23) According to BizRateResearch, the most popular online promotion is a price-off (or coupon) offer.

Answer:  FALSE

24) 24-hour availability is an example of a convenience incentive that can be used to attract people to an e-commerce site. 

Answer:  TRUE

25) Most shoppers have looked at least once at an online peer review of a product before finalizing their purchase decision.

Answer:  TRUE

26) Google is the most frequent Web site used by consumers when they search for product information prior to making a purchase decision.

Answer:  TRUE

27) Web sites, similar to displays at retail stores, can be rearranged to create excitement and interest, but basic links and location of merchandise should not be changed too often. 

Answer:  TRUE

28) In terms of e-commerce, a value-added incentive is used to cause consumers to change purchasing habits in the short term, so that convenience incentives can attract them to change long term buying habits. 

Answer:  FALSE

29) An example of a value-added incentive to attract people to an e-commerce site is personalization. 

Answer:  TRUE

30) To encourage consumers and businesses to return to a Web site on a regular basis, it is necessary to offer financial incentives, convenience incentives, and value-added incentives.

Answer:  TRUE

31) Reasons consumers are wary of shopping on the Internet include seller opportunism, security concerns, information privacy issues, and purchasing habits.

Answer:  TRUE

32) Consumer fears about e-commerce security issues are based on credit card numbers being stolen, identity theft, and fraud. 

Answer:  TRUE

33) While current purchasing habits are a concern for the future success of e-commerce, security issues have the strongest ramifications for the ultimate success of e-commerce. 

Answer:  FALSE

34) To reach consumers who are reluctant to change purchasing habits and purchase online instead of at brick-and-mortar stores, retailers rely on strong financial incentives.

Answer:  FALSE

35) In business-to-business e-commerce, a company must have an effective Web site and a strong brand name to be able to compete effectively. 

Answer:  TRUE

36) A growing area of e-commerce in the business-to-business sector is on-line exchanges and auctions. 

Answer:  TRUE

37) In business-to-business markets, the number of hits at a b-to-b Web site is directly related to the amount of money spent on advertising and sales promotions. 

Answer:  TRUE

38) Many of the online exchanges and auctions are intermediary companies that simply match buyers and sellers. 

Answer:  TRUE

39) Interactive marketing is the development of marketing programs that create interplay between consumers and businesses rather than simply sending messages to potential customers.

Answer:  TRUE

40) The Internet is the ideal medium for interactive marketing because of the low cost per contact.

Answer:  FALSE

41) In interactive marketing, software can be used to analyze an individual's Web activity and then customize marketing communications and marketing offers.

Answer:  TRUE

42) Interactive marketing emphasizes the targeting of individuals with personalized information, and it also engages the customer with the product and company in some way.

Answer:  TRUE

43) The online interactive tactic that is used the most by companies is an e-mail newsletter.

Answer:  FALSE

44) Interactive marketing can be used to build a brand and to develop brand loyalty.

Answer:  TRUE

45) Since the early 1990s, budgets for online advertising have steadily increased.

Answer:  TRUE

46) Banner ads account for the greatest amount of online advertising expenditures.

Answer:  FALSE

47) The largest category of online advertising expenditures is for spots on search engines.

Answer:  TRUE

48) The percentage of people who respond to banner ads on the Internet is steadily shrinking. 

Answer:  TRUE

49) Brand spiraling is the practice of using interactive media to promote and attract consumers to an on-line Web site. 

Answer:  FALSE

50) Using traditional media to promote and attract consumers to a Web site is called brand spiraling. 

Answer:  TRUE

51) Blogs are a form of word-of-mouth communications.

Answer:  TRUE

52) The power of online buzz created through participation in blogs has grown at an exponential rate.

Answer:  TRUE

53) Company-sponsored blogs are an excellent method for providing information, allowing customers to make comments, and to correct misinformation, but they have very little impact on sales.

Answer:  FALSE

54) Research by ComScore Networks suggests the average visitor to a blog spends over twice as much time online as the average web user that does not visit blogs.

Answer:  TRUE

55) In order to ensure a positive brand image is developed through a company-sponsored blog, it is important to monitor and filter out negative comments made by customers.

Answer:  FALSE

56) A company-sponsored blog can provide valuable insight into how customers view the company, its brands, and its products.

Answer:  TRUE

57) The most well-known social network sites are Facebook and MySpace.

Answer:  TRUE

58) Smaller, niche social network sites provide companies with a greater opportunity to  match target markets than do more general social network sites such as MySpace or Facebook.

Answer:  TRUE

59) The initial step most marketers take in developing a social network presence is to start a profile page and then accept "friend requests" or to develop a specific product page at the site.

Answer:  TRUE

60) Most of the commercials, videos, and marketing information about a brand or company placed on social network sites have been generated by consumers.

Answer:  FALSE

61) Consumers are more accepting of a consumer-generated ad than ads produced by a company and its advertising agency.

Answer:  TRUE

62) While consumers often read consumer-generated reviews of various brands of a product, the reviews have little impact on the actual brand choices.

Answer:  FALSE

63) Consumer-generated reviews and discussions can be an important means of reaching the early adopters of a product.

Answer:  TRUE

64) While consumer-generated reviews can provide valuable information to a company about its products, they do not provide any information about how its brands compares with other brands.

Answer:  FALSE

65) Consumer-generated reviews can provide valuable information that a company can use to develop a marketing plan, make product modifications, and to enhance service strategies.

Answer:  TRUE

66) To be successful, an e-mail marketing program must be integrated with the Web site's content management system and the customer relationship management system.

Answer:  FALSE

67) E-mail marketing campaigns are well suited to building brand awareness and liking for a product.

Answer:  FALSE

68) Web analytics is the process of analyzing where consumers went at a brand's Web site, what they did within the Web site, and what other Web sites were visited.

Answer:  TRUE

69) Web analytics allows a company to develop e-mail marketing messages that are specific to an individual and that will improve the chances of a purchase.

Answer:  TRUE

70) E-mail marketing campaigns can be directed to consumers who abandon shopping carts without making a purchase.

Answer:  TRUE

71) An e-mail marketing campaign that matches the content of the Web site is likely to increase the response rate.

Answer:  TRUE

72) In developing an e-mail marketing campaign, it is usually a good idea to use a micro-site URL rather than direct individuals to the company's main site and front page.

Answer:  TRUE

73) A firm's database is the best source for developing an e-mail subscription list for an e-mail newsletter.

Answer:  FALSE

74) Advertising in another company's newsletter is an excellent way to build brand awareness and to drive traffic to the Web site.

Answer:  TRUE

75) A search engine is the primary method most consumers use to discover new Web sites and to search for information.

Answer:  TRUE

76) The majority of Web traffic begins at a search engine.

Answer:  TRUE

77) Search engine optimization (SEO) is the process of placing advertisements on search sites.

Answer:  FALSE

78) One method of obtaining search engine optimization is through paid search insertions that come up when certain products or information is sought.

Answer:  TRUE

79) Organic, or natural emergence of a Web site on a search engine can be enhanced through paid search insertions through search engines, such as Google.

Answer:  FALSE

80) Of the three methods of search engine optimization, the most effective is paid search ads.

Answer:  FALSE

81) To be on the first page or top 10 sites on a search engine when a product or information is sought requires optimizing content, optimizing programing, and code that will be picked up the search engines. Even with these steps, it can take months or years to get to the top of the search.

Answer:  TRUE

82) Viral marketing is preparing a marketing message that in some way is passed from one consumer to another.

Answer:  TRUE

83) Viral marketing campaigns can utilize e-mails or blogs.

Answer:  TRUE

84) When Scope sent an e-mail attachment "kiss" that also promoted the product to customers, it was a form of viral marketing. 

Answer:  TRUE

85) Viral marketing is a form of interactive marketing. 

Answer:  TRUE

86) For a viral marketing campaign to work, individuals must  be offered financial incentives to pass the message along to other consumers.

Answer:  FALSE

87) The high usage of search engines to locate products has led to changes in the way Web sites are designed.

Answer:  TRUE

88) One of the advantages of e-commerce over brick-and-mortar stores is the ability to reach consumers around the globe. 

Answer:  TRUE

89) While the Internet makes it possible to reach customers anywhere in the world, many companies  turn away from international orders because they do not have processes in place to fill them. 

Answer:  TRUE

90) Many companies use freight forwarders for large international shipments. 

Answer:  TRUE

91) Cultural adaptation software makes it possible to tailor a Web site to individual countries. 

Answer:  TRUE

92) Software, Internet incompatibilities, and technical problems make international e-commerce more difficult. 

Answer:  TRUE

93) The Internet bandwidth used by countries around the world has now been standardized. 

Answer:  FALSE

94) Google's business model is to: 

A) replace bricks and mortar operations 

B) offer a global marketplace 

C) provide free access to information coupled with advertisements 

D) sell company products through various links 

Answer:  C

95) The term e-active marketing suggests two major components of Internet marketing:

A) e-commerce and interactive marketing

B) e-commerce and buzz marketing

C) interactive marketing and buzz marketing

D) e-mail and e-commerce marketing 

Answer:  A

96) When goods and services are sold on the Internet, the approach to marketing is known as: 

A) retail by e-mail 

B) viral marketing 

C) e-commerce 

D) vicarious shopping 

Answer:  C

97) E-commerce is: 

A) retail by e-mail 

B) viral marketing 

C) selling goods and services on the Internet 

D) vicarious shopping 

Answer:  C

98) The top global cyber shopping category is: 

A) travel 

B) office, home, and garden 

C) computer hardware/software 

D) apparel 

Answer:  A

99) The top global cyber shopping category is travel. The second highest category is: 

A) travel 

B) office, home, and garden 

C) computer hardware/software 

D) apparel 

Answer:  B

100) To the established retail operation, e-commerce offers customers: 

A) an alternative mode for making purchases 

B) a place to obtain additional information about a product 

C) a place to locate the closest retail store where the actual purchase will be made 

D) all of the above 

Answer:  D

101) All of the following are components of an e-commerce site, except: 

A) catalog 

B) shopping cart 

C) payment method 

D) shipping and handling cost chart 

Answer:  D

102) The component of an e-commerce site is used to display the goods or services listed for sale is the: 

A) catalog 

B) shopping cart 

C) payment method 

D) video stream 

Answer:  A

103) An e-commerce catalog is used for: 

A) displaying merchandise 

B) placing orders 

C) answering questions 

D) providing information about other companies 

Answer:  A

104) An e-commerce shopping cart is used for: 

A) making inquiries 

B) asking questions 

C) placing an order 

D) returning merchandise 

Answer:  C

105) The component of an e-commerce site is used to hold products that have been chosen for purchase is a: 

A) catalog 

B) shopping cart 

C) payment method 

D) video stream 

Answer:  B

106) On its Web site, Barnes & Nobles highlights the cause-related work  the company has performed, which is an example of which component of e-commerce?

A) catalog

B) customer service

C) public relations

D) shopping cart

Answer:  C

107) FAQ stands for: 

A) frequently answered questions 

B) frequently asked questions 

C) frequently asked queries 

D) follow-up answer questionnaire 

Answer:  B

108) A FAQ page supports which function on a Web site? 

A) advertising 

B) public relations 

C) customer service 

D) collecting information about customers 

Answer:  C

109) Using a fantasy football league to attract individuals to a Web site is an example of: 

A) financially-based incentive 

B) viral marketing 

C) cyberbait 

D) convenience incentive 

Answer:  C

110) All of the following are types of cyberbait, except: 

A) value-based incentives 

B) financial incentives

C) convenience incentives

D) educational incentives

Answer:  D

111) Incentives that can be used to encourage consumers to make online purchases include all of the following, except: 

A) follow-up incentives 

B) financial incentives 

C) convenience incentives 

D) value-based incentives 

Answer:  A

112) A reduced price, an introductory price, and e-coupons used to encourage someone to make an online purchase are: 

A) quality incentives 

B) financial incentives 

C) convenience incentives 

D) value-based incentives 

Answer:  B

113) A financial incentive to encourage someone to make a purchase online can include all of the following, except: 

A) consumer promotion 

B) introductory price 

C) product personalization

D) e-coupon 

Answer:  C

114) Free shipping, free freight, and dollar discounts are examples of which type of incentive that can be used to encourage online shopping? 

A) financial 

B) consumer 

C) convenience 

D) economic 

Answer:  A

115) Persuading a first-time buyer to make an online purchase is best achieved using: 

A) interstitial advertising 

B) financial incentives 

C) convenience incentives 

D) value-based incentives 

Answer:  B

116) Firms can reduce costs when customers order over the Internet in the following ways, except:

A) lower production costs in manufacturing the product

B) reduced shipping costs since the customer pays  for shipping

C) decreased labor costs in stocking or re-stocking shelves

D) lower sales costs since sales people are not used for the transaction

Answer:  A

117) According to BizRateResearch, the most effective financial incentive is:

A) price discounts 

B) contests and sweepstakes 

C) free gifts 

D) free shipping

Answer:  D

118) To be successful in using financially-based incentives to encourage online purchases, the incentives: 

A) must match the target market of the web site 

B) should offer something free 

C) apply all customers, not just first time purchasers 

D) should be meaningful to those visiting the web site and be changed periodically 

Answer:  D

119) Access to a Web site 24 hours a day is an example of which type of incentive? 

A) financial 

B) cyberbait 

C) convenience 

D) value-added 

Answer:  C

120) Which type of incentive is designed to change purchasing habits over the long term? 

A) financial 

B) consumer 

C) convenience 

D) value-added 

Answer:  D

121) The most frequent reason given for choosing a particular method of researching a product, such as Google, was

A) convenient

B) easier

C) better prices

D) quicker

Answer:  B

122) J. Crew offering an easy "how to measure" chart is an example of a web site using which type of incentive to encourage online purchases? 

A) financial 

B) convenience 

C) value-added 

D) all of the above 

Answer:  B

123) Value-added incentives are designed to: 

A) attract attention 

B) provide shipment information 

C) change purchasing habits over the long term 

D) change short term buying decisions 

Answer:  C

124) Based on Web analytics, a hotel knows a customer often stays for a week and offers that person a discount for booking online. This is an example of: 

A) merchandising 

B) a financial incentive 

C) a convenience incentive 

D) a value-added incentive 

Answer:  D

125) A financial incentive may cause a consumer to switch to e-commerce; a value-added incentive is designed to: 

A) change purchasing habits more permanently 

B) create brand awareness 

C) substitute payment plans 

D) find new buyers 

Answer:  A

126) All of the following are examples of value-added incentives designed to encourage web visitors, except: 

A) offering merchandise on the web site that is not available in a catalog or in retail stores 

B) offering free shipping and handling 

C) weekly or daily tips on a topic meaningful to the web visitor

D) personalizing products to individual consumers based on previous visits to the web site and past purchases 

Answer:  B

127) When Tide offers tips on how to get tough stains out of clothes, which type of incentive is being used? 

A) financial 

B) convenience 

C) value-added 

D) supportive

Answer:  C

128) The following are the primary reasons individuals are reluctant to shop on the Internet, except:

A) seller opportunism

B) cost of merchandise

C) security concerns

D) privacy issues

Answer:  B

129) Xavier does not like to order anything over the Internet because he feels that most of the companies cannot be trusted. This is an example of the e-commerce concern of:

A) privacy issues

B) purchasing habits

C) seller opportunism

D) security issues

Answer:  C

130) Leah does not shop on-line because she is afraid that her  identity will be stolen. This is an example of which e-commerce concern? 

A) security concerns 

B) seller opportunism concerns 

C) cognitive dissonance 

D) information privacy issues

Answer:  A

131) The e-commerce component most directly affected by security concerns is: 

A) interstitial advertising 

B) the catalog 

C) the shopping cart 

D) payment programs 

Answer:  D

132) Credit card companies, such as Visa and MasterCard, have recently created ads about: 

A) payment systems with a high level of security 

B) placing orders 

C) creating better catalogs 

D) changing purchasing habits 

Answer:  A

133) Aubrey does not like to purchase anything online because she does not want cookies tracking her web activity and then used to market products to her. This is an example of which e-commerce concern?

A) seller opportunism

B) security issues

C) changing purchasing habits

D) privacy issues

Answer:  D

134) The e-commerce concern that has strong ramifications for the ultimate success of e-commerce is:

A) seller opportunism

B) security issues

C) changing purchasing habits

D) privacy issues

Answer:  C

135) Business-to-business e-commerce requires an effective Web site and: 

A) a strong brand name 

B) financial incentives 

C) bonus merchandise 

D) cyberbait 

Answer:  A

136) Business-to-business Web sites utilize all of the following incentives, except: 

A) financial incentives 

B) convenience incentives 

C) value-added incentives 

D) mark-up incentives 

Answer:  D

137) A growing form of e-commerce in the business-to-business sector is: 

A) discount houses 

B) financial institutions 

C) online exchanges and auctions 

D) insurance purchases

Answer:  C

138) Interactive marketing is: 

A) developing marketing messages that create two-way communication with customers

B) providing interactive games for customers to play 

C) the ability of a Web site to visually display a product, such as clothes on a person 

D) when customers give permission for marketers to send e-mails and other types of correspondence to them 

Answer:  A

139) The ideal medium for interactive marketing is:

A) television

B) e-mail

C) print media

D) the Internet 

Answer:  D

140) The development of marketing programs that create interplay between consumers and businesses rather than simply sending messages to potential customers is:

A) direct marketing 

B) interactive marketing 

C) viral marketing 

D) cross selling 

Answer:  B

141) The following are online interactive tactics being used by companies, except:

A) banner ads

B) direct marketing

C) e-mail marketing

D) blogs

Answer:  B

142) The following are online interactive tactics being used by companies, except:

A) e-mail newsletters

B) online promotions

C) guerilla marketing

D) podcasts

Answer:  C

143) The following are online interactive tactics being used by companies, except:

A) social networks

B) search engines

C) viral marketing

D) advertising

Answer:  D

144) Interactive marketing emphasizes two primary activities. First, it allows marketers to target individuals with personalized messages. Second, it:

A) permits direct marketing that has been customized

B) allows a company to personalize its Web site

C) engages the consumer with the company and product in some way

D) allows for modifying the product to fit the needs of the consumer

Answer:  C

145) Companies use interactive marketing to accomplish all of the following objectives, except: 

A) generate sales

B) enhance brand loyalty

C) build an e-mail list

D) develop sponsorship programs

Answer:  D

146) Companies use interactive marketing to accomplish all of the following objectives, except: 

A) generate leads

B) collect personal data

C) award prizes

D) develop viral marketing campaign

Answer:  D

147) Online advertising involves the following categories, except:

A) targeted ads

B) banner ads

C) classified ads

D) search ads

Answer:  A

148) The largest category of online advertising is:

A) spot search ads

B) media/video ads

C) display or banner ads

D) classified ads

Answer:  A

149) The fastest growing category of online advertising is:

A) spot search ads

B) media/video ads

C) display or banner ads

D) classified ads

Answer:  B

150) Using traditional media to promote and attract customers to a Web site is: 

A) cyberbranding 

B) brand spiraling 

C) off-line branding 

D) viral marketing 

Answer:  B

151) Brand spiraling is using: 

A) various online advertising techniques to develop a brand

B) interactive marketing methods to build Web traffic

C) traditional media to promote and attract customers to a Web site 

D) viral and permission marketing coupled with database technologies

Answer:  C

152) Brand spiraling is a(n): 

A) on-line advertising technique to attract individuals to a Web site

B) off-line advertising technique to attract individuals to a Web site

C) manufacturing technique that reduces the cost of an online operation 

D) branding campaign using both online and offline advertising techniques

Answer:  B

153) Posting a firm's Web address on a shopping bag used to carry merchandise sold at a brick-and-mortar store is a form of: 

A) brand reinforcement 

B) brand spiraling 

C) interactive marketing 

D) virtual marketing 

Answer:  B

154) All of the following are media that would be used in brand spiraling, except: 

A) television 

B) radio 

C) a billboard 

D) a Web site 

Answer:  D

155) All of the following statements are true about blogs, except: 

A) blogs are often tied in with viral marketing campaigns

B) blogs have been created on a wide range of topics

C) some blogs permit visitors to post comments, others do not

D) blogs are a powerful means of spreading word-of-mouth communications about a product

Answer:  A

156) Research by ComScore Networks about company-sponsored blogs revealed that individuals who visit blogs: 

A) spend more money than the average online shopper

B) less money than the average online shopper

C) tend to have higher incomes and higher levels of education than the average online shopper

D) spend more time with traditional media than the average online shopper

Answer:  A

157) A company-sponsored blog can provide the following benefits, except: 

A) it can ease a shopper's fear about purchasing from a particular company

B) the comments on the blog give individuals an idea of how the company treats its customers

C) since it is controlled by the company, the company is able to censor negative comments

D) the blog can provide a means for the company to release information

Answer:  C

158) The majority of social network advertising dollars goes to:

A) YouTube

B) micro-sites

C) niche social network sites

D) Facebook and MySpace

Answer:  D

159) The primary advantage to advertisers in using smaller, niche social network sites instead of MySpace and Facebook is:

A) the opportunity to zero in on the audience that more closely matches the company's target market

B) lower costs

C) the ability to create consumer-generated advertising and consumer-generated word-of-mouth

D) the opportunity to avoid ad clutter

Answer:  A

160) The initial step most marketers take in developing a social network presence for a company is to:

A) solicit customers to visit and post on social network sites

B) start a profile page and invite "friend requests"

C) develop a company-sponsored blog

D) develop a company-sponsored social network site

Answer:  B

161) Most of the commercials, videos, and marketing information about a product that is placed on social networks have been:

A) created by a professional agency, but placed on the site by a customer

B) created by the company, but placed on the site by a paid customer advocate

C) generated by the company or a professional advertising agency

D) generated by consumers

Answer:  C

162) Which of the following statements about consumer-generated ads placed on social networks is not true?

A) consumer-generated ads are viewed as more genuine than company-generated ads

B) some advertising experts believe the future of advertising is in user-generated ads rather than agency-produced ads

C) encouraging consumers to generate ads for a product is a creative form of interactive marketing

D) most ads on social networks are produced by consumers

Answer:  D

163) The company at the forefront of consumer-generated reviews is:

A) Amazon.com

B) Circuit City

C) Barnes and Noble

D) Wal-Mart

Answer:  A

164) By providing blogs, discussion forums, and consumer reviews, on its Web site, Circuit City's goal is to:

A) provide the most information for consumers to make an intelligent decision

B) offer consumers a variety of ways to search for and evaluate products and to make a purchase decision without leaving the company's Web site

C) be the market leader in the electronics industry

D) provide enough information that consumers can locate the best value

Answer:  B

165) In terms of new product adoptions, consumer-generated reviews and discussions can be important vehicles for reaching:

A) innovators

B) early adopters

C) early majority

D) late majority

Answer:  B

166) Key implications of customer-generated reviews include the following, except:

A) too many negative reviews and low-star ratings will be harmful to a company

B) reviews stress the importance of consistent high-quality customer products and services

C) positive reviews will have a positive impact on sales

D) reviews provide information on how a company's product is being evaluated by customers and how the brand compares to competing brands

Answer:  C

167) Customer-generated reviews are critical in developing the following, except:

A) marketing plans

B) product modifications

C) service strategies

D) product positioning strategies

Answer:  D

168) Successful e-mail marketing campaigns must include the following, except:

A) must include search engine optimization to draw individuals to the Web site

B) must be integrated with the other marketing channels

C) must be based on Web analytics

D) must be combined with future Web monitoring systems

Answer:  A

169) E-mail campaigns are best suited for:

A) developing brand awareness

B) individuals in the latter stages of the purchase decision process

C) developing brand knowledge and liking for a product

D) developing brand awareness and brand knowledge

Answer:  B

170) Web analytics is the process of analyzing the following, except:

A) where consumers went on a brand's Web site

B) what consumers did within the Web site

C) how the individual arrived at the Web site

D) what other sites were visited by the individual

Answer:  C

171) The IT department can identify individuals who abandon the shopping cart just prior to checkout. An effective strategy for the marketing department would be to:

A) send an e-mail to these individuals offering free shopping, a discount, or a simple reminder that  they have items in the shopping basket

B) turn the list of names over for a direct marketing campaign

C) develop a viral marketing campaign with these individuals

D) develop an interactive marketing campaign encouraging the individuals to generate customer reviews of the products placed in the shopping cart

Answer:  A

172) Web analytics should be used to monitor the following actions of an e-mail campaign, except:

A) percentage of individuals from the e-mail campaign who accessed the Web site

B) the type of e-mail that was the most successful at getting individuals to respond

C) what individuals did at the Web site

D) where the individuals went within the Web site

Answer:  B

173) An e-mail newsletter can help:

A) early adopters of new products

B) move individuals from conviction to an actual purchase

C) create brand awareness and drive traffic to the Web site

D) develop product knowledge and liking for a particular brand

Answer:  C

174) Advertising on another company's newsletter can help:

A) early adopters of new products

B) move individuals from conviction to an actual purchase

C) create brand awareness and drive traffic to the Web site

D) develop product knowledge and liking for a particular brand

Answer:  C

175) Search engine optimization (SEO) is the process of:

A) increasing the probability of a particular company's Web site emerging from a search

B) maximizing paid search  advertising

C) finding the best words to maximize organic searches

D) using a search engine as the front door to a company's Web site

Answer:  A

176) The majority of all Web traffic begins at at:

A) a company's front page

B) an individuals e-mail site

C) a neutral site

D) a search engine

Answer:  D

177) Search engine optimization (SEO) can be reached in the following ways, except:

A) paid search insertions on search engines

B) paid banner ads on other companies' Web sites

C) increase identification through the natural, or organic, emergence of a site on a search engine

D) paid search ads

Answer:  B

178) The best and most effective search engine optimization (SEO) method is:

A) paid search insertions on search engines

B) paid banner ads on other companies' Web sites

C) identification through the natural, or organic, emergence of a site on a search engine

D) paid search ads

Answer:  C

179) Companies can speed up the process of SEO with paid search insertions by:

A) placing the ads on the first page that comes up when a search is initiated

B) developing a cooperative program with the search engine companies

C) registering with various search engines in order to have the site indexed

D) developing key words and phrases that will increase organic search results

Answer:  C

180) Marketing messages passed from one individual to another through some form of Internet technology is: 

A) interactive marketing 

B) cyberbranding 

C) viral marketing 

D) brand spiraling 

Answer:  C

181) Viral marketing is: 

A) the use of non-traditional media to promote a companies Web site 

B) a form of database marketing

C) preparing a marketing message that is in some way passed on from one individual to another

D) using a virus to spread a marketing message 

Answer:  C

182) Viral marketing relies on: 

A) a series of click-throughs 

B) use of FAQs 

C) highly visible banners 

D) word-of-mouth communications 

Answer:  D

183) The keys to successful viral marketing campaigns include the following, except:

A) use web analytics to determine the best approach

B) focus on the product or business

C) offer an incentive

D) make it personal

Answer:  A

184) The high usage of search engines to locate products, brands, and companies has led to changes in the Web design, primarily

A) the use of Web analytics

B) development of strong brand identity on the opening page of the Web site

C) an increase in the number of payment options

D) designing each page fully because individuals may be sent to any page on the Web page

Answer:  D

185) While e-commerce can increase international orders, many are turned away primarily because the company: 

A) does not understand the culture 

B) is focused on domestic business 

C) does not have a process in place to fill the order 

D) does not have an established global brand name 

Answer:  C

186) All of the following are problems faced in International e-commerce, except: 

A) cultural differences 

B) global shipping and infrastructure deficiencies 

C) varying degree of Internet capabilities 

D) currency foreign exchange capabilities 

Answer:  D

187) In terms of international e-commerce, large merchandise is normally shipped by: 

A) the company selling the merchandise 

B) shipping companies like DHL, FedEx, or UPS 

C) freight forwarders 

D) the company purchasing the merchandise 

Answer:  C

188) Cultural adaptation software has been developed that: 

A) performs a literal translation of an English Web site into other languages 

B) adapts Web sites to new countries 

C) cross sells merchandise to major customers 

D) reduces international spam 

Answer:  B

189) The most difficult challenge e-commerce companies face in the international market is: 

A) a lack of companies that can ship large or bulky products to other countries 

B) the inferior infrastructure in many countries 

C) the technical side of e-commerce, specifically software incompatibility 

D) the language barrier 

Answer:  C

190) What is meant by the term e-active marketing?

Answer:  
It is a combination of 1) e-commerce and 2) interactive marketing

191) What are the components of an e-commerce Web site? 

Answer:  
1.
A catalog 

2.
A shopping cart 

3.
A payment system 

4. 
Public relations information

5.
Customer service information

6.
Optional components

192) What kinds of e-commerce incentives can be offered to encourage consumers to purchase products over the Internet? 

Answer: 
∙
Financially-based incentives 

∙
Convenience-based incentives 

∙
Value-based incentives 

193) What are the consumer concerns about e-commerce that make consumers wary of purchasing online?

Answer:  
1.
Seller opportunism

2.
Security issues

3. 
Privacy issues

4.
Purchasing habits 

194) What is interactive marketing and what are the primary interactive marketing programs?

Answer:  
Interactive marketing is the development of marketing programs that create interplay between consumers and businesses rather than simply sending messages to potential customers. 
Primary forms of interactive marketing include blogs, e-mail marketing, e-mail newsletters, social networks, search engines, and viral campaigns.

195) What is brand spiraling? 

Answer:  
The practice of using traditional media to promote and attract consumers to a Web site. 

196) Discuss the impact of blogs and online social networks on companies and how companies should respond?

Answer:  
Blogs are Internet musings by individuals. Companies can respond to individual blogs. Companies can also develop its own blogs. By providing information and allowing customers to make comments, companies can benefit from blogs.

Social networks are growing and are a way to reach many consumers. Companies can participate in social networks through advertising on the sites and also by making comments. User-generated ads and comments are becoming popular and can be used by companies to learn how consumers view its products. Retail companies will often provide and encourage consumer-generated reviews of its products. This information is used by other consumers to make purchases.

197) What are the ingredients of a successful e-mail campaign?

Answer:  
It is essential to 

1.
 integrate with other marketing channels

2.
 be based on Web analytics 

3.
 monitor future Web analytics. 

It is beneficial to integrate with the Web site's content management and to integrate with a customer relationship program (CRM).

198) What is search engine optimization and how is it achieved?

Answer:  
SEO is the process of increasing the probability of a particular company's Web site emerging from a search. It is achieved in three ways:
1.
paid search insertions

2.
organic, or natural, listings from identification of key terms

3. 
paid search ads

199) What is viral marketing and what are the keys to a successful viral campaign? 

Answer: 
Preparing a marketing message that in some way is passed from one consumer to another. Keys to a successful campaign are:

1.
focus on the product or business

2.
determine why individuals would want to pass the message along

3.
offer an incentive

4.
make it personal

5.
track the results and analyze the data
1 . Deﬁne digital marketing.

2 . How does an Internet protocol address allow a marketer to identify an audience?

3 . What are the four categories of display/ space digital advertising described in this chapter?

4 . How is banner advertising similar to the media described in Chapter 7? How is it different?

5 . What is meant by the term search engine optimization (SEO)? How can it be accomplished?

6 . What are the two forms of pricing for advertising online?

7 . What are the three forms that mobile media messages can take?

8 . How is digital content different than display/ space advertising?

9 . How can Web analytics be used to measure the success of both display/ space advertising and website design?

10. How are consumer reviews, products, and advertising similar? How are they different?

11. What are the ﬁve popular social network sites described in this chapter and why do they represent an opportunity for marketing communications?

12. What is a blog? How can blogs be used in marketing communications programs?

13. What is viral marketing? What is the goal of a viral marketing program?

14. What is a virtual world? How can marketers integrate them into both their marketing and their marketing communications plans?
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