
E xam

N ame___________________________________

MULTIPLE CHOICE.  Choose the one alternative that best completes the statement or answers the question.

1) You are directed to stu d y the actors close to the com pan y that affect its ability to serve its
customers- departments w ithin the com pan y, sup pliers, marketing intermed iaries, customer
markets, com petitors, an d p ublics. W hat are you stud ying?

1)

A) the marketing en v ironment
B) the microen v ironment
C) the demographic en vironment
D) the global en v ironment
E) the macroen vironment

2) W hich of the follo wing terms is used to describe the factors an d forces outside marketing that affect
mark eting management's abil ity to bu il d and maintain successfu l relationships w ith target
customers?

2)

A) strategic p lanning
B) the cultural en v ironment
C) the marketing en v ironment
D) target markets
E) the marketing mix

3) You are directed to stu d y the demographic, economic, natural, technological, political, an d cultural
factors that are larger societal forces affecting your compan y. W hat are you stu dying?

3)

A) the internal en v ironment
B) the marketing mix
C) the global en v ironment
D) the macroen vironment
E) the microen v ironment

4) W hich of the follow ing is N O T a type of factor in a com pan y's macroen vironment? 4)
A) political
B) demographic
C) com petitiv e
D) economic
E) technological

5) A ll of the grou ps within a company are called the ________. 5)
A) internal env ironment
B) di versity
C) climate
D) range
E) culture
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6) W hich type of organization helps com panies stock an d move goods from their points of origin to
their destination?

6)

A) resel lers
B) mark eting services agencies
C) su p pliers
D) ph ysical distribution firms
E) financial intermediaries

7) Ban ks, credit com panies, insurance com panies, an d other businesses that help finance transactions
or insure against the risks associated w ith the bu ying an d selling of goods an d serv ices are referred
to as ________.

7)

A) ph ysical distribution firms
B) mark eting services agencies
C) financial intermediaries
D) resel lers
E) w holesa lers

8) C urrentl y, D iego Calabresa is em ployed by a firm that con d ucts marketing research and creates ads
for other com panies that help them target and promote their prod ucts to the right markets. Who is
D iego's em ployer?

8)

A) a financial intermediary
B) a reseller
C) a green marketer
D) a ph ysical distribution firm
E) a marketing serv ice agency

9) A  ________ is defined as any group that has an actual or potential interest in, or impact on, an
organization's ability to achieve its objecti ves.

9)

A) mar ket
B) intermed iary
C) p ublic
D) com petitor
E) team

10) W hich of the follo wing is N O T an exam ple of the ty pe of p ublic that is part of a com pan y's
marketing en v iron ment?

10)

A) financial
B) med ia
C) mark eting d epartment
D) citizen - act ion
E) govern ment

11) A  radio station that carries ne ws, features, and e ditorial opinions about your local area w ould be
classi fied as a ________ p ublic?

11)

A) citizen - act ion
B) financial
C) local
D) med ia
E) govern ment
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12) A  consu mer organi zation, en v ironmental grou p, or minority grou p has challenged your firm's
stan d on a local issue. Y our firm is being challenged by a ________ p ublic.

12)

A) general
B) citizen - act ion
C) govern ment
D) med ia
E) local

13) W orkers, managers, an d members of the board are all part of a com pan y's ________ public. 13)
A) general
B) local
C) intermed iary
D) mar ket
E) internal

14) Percy O riginal caters to a market of in di vi d uals and households that buys goods an d services for
personal consu mption. Percy O riginal caters to a ________ mar ket.

14)

A) marketing intermed iary
B) govern ment
C) reseller
D) business
E) consumer

15) In a ________ market, goods an d serv ices are p urchased for further processing or for use in the
prod uction process.

15)

A) w holesa le B) reseller C) business D) consumer E) retail

16) In a ________ market, goods and ser v ices are purchased to prod uce public ser vices or to transferred
to others w ho need them.

16)

A) retail
B) govern ment
C) w holesa le
D) reseller
E) consumer

17) Rachel Patino w orks for a w holesale com pan y called D istributors U nlimited. She is responsible for
bu ying an d sell ing goods at a profit to small retailers. W hat is her market?

17)

A) business B) reseller C) retail D) consumer E) w holesa le

18) Your marketing department is currently researching the size, density, location, age, an d
occu pations of your target market. W hich en v ironment is being researched?

18)

A) geographic
B) cultural
C) economic
D) psychographic
E) demographic
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19) T he three largest generational grou ps in Canada are the baby boomers, G enerat ion Xers, an d
________.

19)

A) teens
B) to d dlers
C) M illen nials
D) tweens
E) seniors

20) A s a group, ________ are the most affl uent N orth A mericans. 20)
A) seniors
B) G eneration Xers
C) the M illennials
D) baby boomers
E) echo boomers

21) Research has sho w n that the most im portant demographic tren d in Canada is the ________. 21)
A) slo wing birth rate
B) increasing nu mber of professional jobs
C) changing age structure of the pop ulation
D) mobility of families
E) aging pop ulation

22) T he youngest of the baby boomers are now  in their ________. 22)
A) late 20s B) earl y 50s C) mid - 40s D) mid - 20s E) earl y 60s

23) W hich of the follo wing descriptions most accurately characterizes the baby boomers? 23)
A) T hey control over 50 percent of the country’s w ealth.
B) T hey are past their peak earning and spend ing years.
C) T hey are a shrinking market for ne w  housing an d home remodeling.
D) T hey are increasingly likely to retire early.
E) T hey are uninterested i n adapting ne w  technologies.

24) W hich of the follo w ing descriptions most accurately characterizes G en Xers? 24)
A) T hey rarel y research a prod uct before purchasing it.
B) T hey are more interested in acquiring goods than hav ing experiences.
C) T here are more G en Xers than M illennials.
D) T hey w ere the first generation of latch key kids.
E) T hey grew  u p d uring times of great economic gro w th.

25) W hich demographic grou p is also referred to as the echo boomers? 25)
A) G eneration X
B) G eneration Z
C) M illen nials
D) baby boomers
E) baby busters
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26) Large tw een and teen markets belong to w hich demographic grou p? 26)
A) baby busters
B) G eneration Z
C) baby boomers
D) M illen nials
E) G eneration X

27) W hich of the follo w ing descriptions most accurately characterizes M illennials? 27)
A) T hey have reached their peak earning an d spen ding years.
B) T hey are children of baby boomers.
C) T hey are less ethnical ly div erse than G en Xers.
D) T hey hav e grad uated from college an d are taking ov er positions of pow er in the business

w orld.
E) T hey were once labeled "the M T V  generation."

28) W hich demographic grou p is characterized by a total fluency an d comfort w ith com p uter, digital,
an d Internet technology?

28)

A) the el derly
B) G eneration X
C) baby boomers
D) M illen nials
E) G eneration Z

29) A bout 43.5 percent of young Canadians aged 20 to 29 no w  li ve with their parents.This is in dicati ve
of w hat sy n drome?

29)

A) lone - parent family
B) shrinking household
C) cro w ded nest
D) empty nest
E) early in depen dence

30) A meriprise Fi nancial has published a Dream Book guide, one of the first steps in their D ream > Plan
> Track ap proach to financial planning, as part of their strategy to attract ________ as customers.

30)

A) Gen Xers
B) p rofessionals
C) baby boomers
D) M illen nials
E) echo boomers

31) Canadian women account for ________ percent of this country's w orkforce. 31)
A) 35 B) 40 C) 43 D) 59 E) 48

32) W hich of the follo w ing is a tren d that depicts the increasingly nontraditional nature of today's
Canadian family?

32)

A) w orking w omen making u p a smaller percentage of the w orkforce
B) d ual - income families declining in nu mber
C) the grow th of lone - parent families headed by w omen
D) the declining reliance on con venience foods an d serv ices
E) stay - at - home dads declining in nu mber
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33) W hich two Canadian prov inces are no w  the top tw o choices w hen it comes to interprov incial
moves?

33)

A) Saskatche wan an d Manitoba
B) N ew fou ndlan d and Labrador
C) N ova Scotia and P.E.I.
D) O ntario and Q u ebec
E) A lberta and British C olu mbia

34) W hat percentage of people classified as “serious technology users” reside in O ntario? 34)
A) 46 B) 62 C) 12 D) 6 E) 25

35) Canadian cities are often surroun ded by large suburban areas. Statistics Canada calls these
combinations of urban an d suburban pop ulations ________.

35)

A) geographic combos
B) rural/urban areas
C) suburbs
D) census metropolitan areas
E) metropolises

36) Recent research has sho w n that interprov incial moves an d income are correlated. People w ho
moved from one prov ince to another ten ded to ________ their earnings.

36)

A) double B) red uce C) limit D) increase E) reverse

37) Fifteen percent of Canadian househol ds report that they have a home office. T hese w orkers are
referred to as the ________ market.

37)

A) S O H O
B) contract
C) mobile
D) micropolitan
E) in depen dent

38) T he Canadian pop ulation is becoming better educated. A s of 2004, 59.1 percent of the pop ulation
had

38)

A) uni versity degrees or post - secon dary certificates.
B) an M B A .
C) a high school diploma.
D) post- grad uate ed ucation.
E) some p ost - secon dary ed ucation.

39) Because of increasing ________, Canadians will deman d higher quality p rod ucts, books,
magaz ines, travel, personal com puters, and Internet ser vices.

39)

A) social class a wareness
B) levels of education
C) famil y si ze
D) nu mbers of nontrad itional families
E) ethnic di versity
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40) W hich of the follo w ing is an accurate statement about the di versity of the Canadian pop ulation? 40)
A) O ver 5 million Canadians identified themsel ves as v isible minorities in the 2006 census.
B) M embers of v isible minority groups could account for roughly half of the pop ulation by 2017.
C) Canadian ethnic pop ulations are expected to slo w ly increase in the next few  decades.
D) The A sian - Canadian percentage of the population is expected to remain steady in the next 50

years.
E) Less than 8 eth nic grou ps in Canada are gro w ing significantly an d have w ell - de veloped

med ia.

41) I K E A  learned that religion plays a key role for w hich gro w ing ethnic com munity in Canada ? 41)
A) Caribbean
B) Soma lian
C) C hinese
D) U kranian
E) South A sian

42) In Canada, marketers can use a variety of media vehicles introd uced to ser ve ethnic marketplaces.
There are now  18 ethnic- specific _______.

42)

A) telev ision netw orks
B) radio stations
C) w eb sites
D) magazines
E) ne wspapers

43) W hich gro w ing consu mer grou p in Canada ten ds to be cosmopolitan an d p rofessional w ith high
incomes?

43)

A) echo boomers
B) gays and lesbians
C) M illen nials
D) env ironmentalists
E) Gen Xers

44)  W hich grou p has considerable spen ding po w er, as w ell as great need for tai lored prod ucts an d
ser vices, and rep resents 14.3 percent of the Canadian pop ulation (4.4 million people)?

44)

A) millennials
B) people w ith disabilities
C) v isible m inorit ies
D) gays and lesbians
E) env ironmentalists

45) T he ________ en v ironment consists of factors that affect consu mer p urchasing pow er an d spen ding
patterns.

45)

A) natu ral
B) cultural
C) economic
D) technological
E) political
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46) A  country w ith a(n) ________ econom y consu mes most of its o w n agricultural an d in d ustrial
outp uts an d offers fe w  market op portunities.

46)

A) in dustrial
B) technological
C) rural
D) serv ice
E) subsistence

47) A  country w ith a(n) ________ economy has rich markets for man y different kinds of goods. 47)
A) in dustrial
B) developing
C) serv ice
D) subsistence
E) m ulticultural

48) W hich of the follo wing factors has N O T contributed to today's age of the "tap ped - out consu mer"? 48)
A) rising incomes in the u pper class
B) sav ings for retirement
C) debt repayment
D) sav ings for college tuition
E) increasing household expenses

49) V alue mar keting is the strategy of offering consumers ________. 49)
A) little q uality at a lo w  price
B) high qua lity at a high price
C) reasonable quality at a fair price
D) lesser quality at a lo w  price
E) luxury quality at a high price

50) W hich of the follo wing statements about income distribution in Canada is true? 50)
A) T he earnings of Canada's mid dle class are increasing.
B) T his distribution of income has created an untiered market.
C) W ealth is w idespread among A boriginal reserves.
D) Canadians in the top 5 percent of wage earners account for ap proximately 25 percent of the

total income earned.
E) T he median earnings among the top 20 percent of Canadian full - ti me w orkers decreased over

16 percent since the last census.

51) In a tiered market, com panies target w hich of the follo w ing? 51)
A) consu mers of modest means only
B) professionals only
C) affluent consu mers onl y
D) from the affl uent to the less affluent
E) the mid dle class only

52) W hich of the follo w ing grou ps of expenses uses u p the most househol d income? 52)
A) food, housing, transportation
B) housing, insurance, taxes
C) housing, taxes, transportation
D) food, housing, retirement planning
E) food, travel, sav ings
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53) Ernst E ngel's laws generally have been su pported by recent stu dies. H e discovered that as family
i ncome rises, the percentage spent on ________ decl ines and the percentage spent on ________
re mains about constant.

53)

A) food; transportation
B) clothing; recreation/entertainment
C) recreation/entertainment; sav ings
D) food; housing
E) food; clothing

54) The natural resources that are needed as inp uts by marketers or that are affected by marketing
acti vities are referred to as the ________.

54)

A) raw  material market
B) en dangered en v ironment
C) green mo vement
D) natural en v ironment
E) factors of prod uction

55) W hat legislation did the Canadian govern ment pass in order to establish stringent
pollution - control measures as w el l as the means for their enforcement?

55)

A) the C onsumer Packaging an d Labell ing A ct
B) the Com petition Act
C) the Personal Information Protection A ct
D) the E n v ironmental Protection A ct
E) the Food and D rug A ct)

56) W hich of the follo w ing has encouraged marketers to p ursue en v ironmentally sustainable
strategies?

56)

A) the black market
B) green intervention
C) deregulation
D) the green movement
E) the competition act

57) W hich of the follow ing marketing acti vities is forbid den by the C ompetition Act? 57)
A) com modity labelling
B) disclosure of personal information
C) resale price maintenance
D) sales of misbranded food
E) cosmetics a d vertising

58) M arketers should be aware of laws, government agencies, an d pressure grou ps that influence or
limit various organizations an d in di v id uals in a gi ven society. T his is most accurately described as
th e ________ environm ent.

58)

A) political
B) lega l - technological
C) economic
D) socio- lega l
E) cultural
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59) Ev en the most liberal advocates of free - market economies agree that the system w orks best w ith
________ regu lation.

59)

A) maxi m u m
B) private
C) intermittent
D) no
E) at least some

60) Legislation affecting business aroun d the w orld w ill continue to ________. 60)
A) threaten the A merican domestic economy
B) become standar d ized
C) decrease
D) increase
E) rema in stead y

61) T he legislation created that requires certain com modities to be properly labelled or described in
ad vertising for the p urpose of indicating material content or quality is called the ________.

61)

A) Consu mer Packaging and Labelling Act
B) Motor V ehicle Safety A ct
C) N ational Trade - mark and True Labelling Act
D) C om petition A ct
E) Food and D rug Act

62) Business legislation has been created for three basic reasons: to protect companies from each other,
to protect consumers, and to ________.

62)

A) protect the interests of society
B) regulate monopolies
C) promote social responsibility
D) regulate prices
E) increase w orl d trade

63) T he recent rash of business scan dals an d increased concerns about the en v ironment have created
fresh interest in the issues of ________ and ________.

63)

A) ethics; promotion responsibility
B) ethics; social responsibility
C) finances; em ployee discrimination
D) p romotion; pricing
E) management ethics; insider trading

64) Cause - related marketing is a(n) ________. 64)
A) response to corporate legislati ve problems
B) primary form of corporate giv ing
C) response to customer nee ds
D) attem pt to influence consu mers' core beliefs
E) p rimary form of en v iron mental awareness
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65) A  society's basic values, perceptions, preferences, and behav iours are all part of its ________
env ironment.

65)

A) social
B) cultural - economic
C) political
D) cultural
E) natu ral

66) M arketers should understan d that a society's core bel iefs and val ues have a high degree of
________.

66)

A) conformity
B) persistence
C) flexibility
D) ethnocentrism
E) si milarity

67) Your com pan y is making negotiations to enter a market in Lo wer A lbania. You w ould most li kely
discover that ________ beliefs an d values are open to change in this country.

67)

A) core B) primary C) secon dary D) tradi tional E) inherited

68) A  society's ________ are expressed in ho w  people v ie w  themsel ves, organizations, society, nature,
an d the u ni verse.

68)

A) econom ies
B) social codes
C) demographics
D) cultural values
E) p ublic policies

69) Tren ds in people's v iews of organizations in dicate that w hich of the follo w ing has increased in the
past tw enty years?

69)

A) distrust in small, local businesses
B) a loss of confi dence in big businesses
C) em ployees' loyalty to their em ployers
D) confidence in Canadian political organizations
E) em ployees' v ie w  of w ork as a source of satisfaction

70) Watching the cultural tren ds of ho w  people v ie w  society, observers have noted that more an d more
Canad ians have a sense of _______.

70)

A) d isenchantment
B) ethnic awareness
C) national pride
D) global sav v y
E) foreign intolerance

71) W hich tren d related to people's attitu des to wards others suggests less deman d for theatre- going
an d greater deman d for home im provement, home office, and home entertainment prod ucts?

71)

A) the green movement
B) rene w ed patriotism
C) globalization
D) sustainability
E) cocooning
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72) W hich of the follo w ing statements regarding Canadians and spirituality is true? 72)
A) 67 percent of ad ult Canadians regularly atten d religious services.
B) Canadians an d A mericans are going in op posite directions w ith regard to religion.
C) Canadian marketers can't fail w hen picking up lifestyle ads from the U nited States.
D) A ttendance at religious ser v ices has been increasing grad uall y over the years.
E) Canada is a very religious, al most p uritanical country.

73) M arketers can take a(n) ________ by tak ing aggressi ve action to affect the publics an d forces in
their marketing env iron ments.

73)

A) proactiv e stance
B) env ironmental stance
C) relationship - bu ilding p erspecti ve
D) natural perspect ive
E) natu ral - management perspective

74) W hich of the follow ing explains wh y fe w  com panies have been successful in shutting do w n critics
w ho post com plaints on the W eb?

74)

A) T he criticism is usually interpreted as protected speech.
B) Registering domain names to prevent critical W eb sites is a length y process.
C) W eb sites using "I hate" or "sucks" in the title along w ith a com pan y's name can be easi ly

confused w ith the com pan y's actual W eb site.
D) T he courts have ty pically refused to hear an y cases against in di vi d ual critics.
E) Com panies have foun d that it is more effecti ve to respon d in kin d w ith attacks against critics.

TRUE/FALSE.  Write 'T' if the statement is true and 'F' if the statement is false.

75) Today's marketers must constantly watch an d adapt to the changing en v ironment in order to
successfully build relationships w ith target customers.

75)

76) W hen the marketing manager, Su zie K wan, discusses factors an d forces outside marketing, such as
political that affect mark eting management's ability to build an d maintain successful relationships
w ith target customers, she is talking about the external market ing concept.

76)

77) The microen vironment consists of larger societal forces that affect a com pany, such as
demographic, economic, political, an d cultural forces.

77)

78) T he macroen v ironment consists of the factors close to the com pan y that affect its ability to serv e its
customers, such as su p pliers, customer markets, com petitors, and p ublics.

78)

79) Tru die Jones w orks for a distribution channel firm that helps several electronics com panies fin d
customers or make sales to them. Tru d ie w orks for a reseller.

79)

80) M arketing research firms, ad vertising agencies, med ia firms, an d marketing consulting firms are all
referred to as marketing ser vices agencies.

80)

81) Today's successful marketers recognize the im portance of w orking w ith their intermediaries as
channels through w hich they sell their prod ucts rather than as full - fledged partners.

81)

82) C onsu mer organizations such as en v iron mental an d minority grou ps that may question a
com pany's marketing decisions are referred to as local p ublics.

82)
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83) A  com pan y markets w il d and craz y games for teens to play at parties. T his com pan y's customer
market is a business market.

83)

84) T he demographic en vironment is of major interest to marketers because it in vol ves people, an d
people make up mark ets.

84)

85) T he single most im portant demographic tren d in Canada that marketers should un derstan d is the
changing family structure.

85)

86) A s baby boomers reach their peak earning and spen ding years, they become lucrati ve markets for
financial serv ices, travel, an d entertainment.

86)

87) O nce thought of as slackers, Gen Xers are no w  displacing the lifestyles, culture, an d materialistic
val ues of the baby boomers.

87)

88) M E C has been highly successful in serv ing a segment of G en Xers w ho value family, life
experiences, an d en v ironmental sustainability.

88)

89) M illennials com prise the most com mercially influential grou p in Canada today. 89)

90) M illennials represent a larger demographic segment than the baby boomers or G en Xers. 90)

91) Marketers m ust increasingly consider the needs of traditional households because this segment of
the pop ulation is gro w ing more rapidly than nontraditional households.

91)

92) The Canad ian w orkforce today is better educated but less w hite - collar than it was a generation
ago.

92)

93) C ompanies in several in d ustries have recognized the bu ying po w er of the gay an d lesbian segment
of the Canadian population an d have begun explicitly targeting these consu mers w ith gay - specific
marketing efforts.

93)

94) M an y marketers no w  recognize that the worlds of people w ith disabilities an d those w ithout
disabilities w ill never be the same.

94)

95) A ccording to E ngel's laws, consu mers ten d to spen d a larger percentage of income on sav ings as
income rises.

95)

96) Significant trends in the natural en v ironment inclu de shortages of raw  materials, increased
pollution, and decreased government intervention.

96)

97) M ore government legislation and the green movement are the likeliest causes of a general decline
in en v iron mental concerns in the past decade.

97)

98) Ev ery ne w  technology replaces an older technology. 98)

99) Ind ustry Canada an d the N ational Research C ounci l are fun ding ne w  efforts to foster increased
research.

99)
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100) In Canada there are man y la ws created at the federal, provincial, an d mu nicipal levels, and these
regulations often overlap.

100)

101) Cause - related marketing is a slo w ing tren d as com panies have abused the practice, using it more
to increase sales than to su pport w orth w hile causes.

101)

102) In the cultural env ironment, core values an d beliefs an d secon dary values an d beliefs differ in that
the former are more open to change.

102)

103) Do - it - yourselfers rarely follow  a single path or do the same thing tw ice. 103)

104) W hen a com pan y hires lobbyists to influence legislation affecting its in d ustry, it is taking a reacti ve
ap proach to the mar keting en v ironment.

104)

ESSAY.  Write your answer in the space provided or on a separate sheet of paper.

105) W ho are the major players i n a com pan y's m icroen vironment? Exp lain the role each major actor plays.

106) In a short essay, d ifferentiate between the basic marketing intermed iaries.

107) In market ing, w hat is a p ublic? Briefly describe the seven main ty pes of p ublics faced by marketers an d explain
ho w  marketing might com municate with these p ublics.

108) H o w  can marketers use information about the demographic en v ironment?

109) Explain the im pact of the baby boomers, G eneration Xers, and M illennials on today's marketing strategies.

110) W hat are the major tren ds in today's natural en v ironment? H o w  do these tren ds affect com panies?

111) W h y is the technological env ironment such a dramatic force in today's market?

112) Explain the three main reasons the business legislation is enacted.

113) W hat is cause - related marketing? Gi ve tw o exam ples of the practice an d expla in w h y com panies participate in
cause- related marketing.

114) W hat is the cultural tren d in ho w  people v ie w  nature? H o w  does this affect marketers?

MULTIPLE CHOICE.  Choose the one alternative that best completes the statement or answers the question.

115) Innovations is a pro d ucer of electronic circuits that po w er a variety of tech nological dev ices
p rod uced by other com panies. Innovations sells its prod ucts to ________ markets.

115)

A) business
B) consumer
C) financial
D) internal
E) govern ment
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116) I N G, an international insurance and financial serv ices compan y, is the primary sponsor of the
annual N e w  York C ity Marathon, w hich is atten ded by over one million fans an d watched by
ap proximately 300 million v ie w ers world w ide. T he I N G logo an d name appear throughout the
race course. I N G most li kel y sponsors the event in order to ap peal to w hich type of p ublic?

116)

A) financial
B) internal
C) general
D) govern ment
E) local

117) If baby boomers are predictors of w here prod uct and ser v ice deman d w ill be, increased deman ds
w ill most likely be ev ident in ________ in the u pcoming years.

117)

A) financial serv ices
B) beer an d w ine
C) the automobile ind ustry
D) the apparel in d ustry
E) uni versity enrollment

118) N oora D eLange is helping her com pan y develop a marketing program for a ne w  prod uct line. T he
p rogram in volv es em phasizing experience over acquisition an d uses a marketing pitch that is less
overt than the com pan y's prev ious programs. T he market ing program is most likely designed to
ap peal to w hich of the follo w ing demographic groups?

118)

A) manufacturing workers
B) Gen Xers
C) " m icropolitan " pop ulations
D) M illen nials
E) nontradit ional households

119) W hich of the follow ing best explains w h y G en Xers as a grou p may be more economically cautious
than baby boomers?

119)

A) Gen Xers ten d to seek more guidance from the financial serv ices in d ustry.
B) Gen Xers gre w  u p d uring times of corporate dow nsizing and recession.
C) G en Xers are more focused on saving for retirem ent than baby boomers are.
D) G en Xers watched m uch of their sav ings evaporate d uring the recession of the late 1980s.
E) Gen Xers are not as materialistic as members of other generations.

120) W holesome Sou ps, a maker of organic sou ps, is starti ng a ne w  marketing campaign em phasizing
the ease of preparing an d eating W holesome Soups on the go. Print, television, an d Internet ads
feature college - aged students enjoying W holesome Soups in between classes an d d uring stu d y
breaks. W holesome Sou ps' ne w  marketing cam paign is most likely a imed at w hich of the
fol lo w ing?

120)

A) Gen Xers
B) baby boomers
C) the S O H O market
D) M illen nials
E) seniors
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121) W hat demographic shift in Canada has been a major factor in the success of E picerie D irect, an
Internet grocer serv i ng the greater M ontreal area since 2007?

121)

A) Canadian becoming increasingly mobile an d mov ing from province to prov ince
B) V isible minorities representing an even larger portion of Canada's population
C) Baby boomers hitting retirement age
D) T he significant nu mber of w omen in the w orkforce
E) M illennials increasing their earning po w er

122) W hich of the follo wing demographic tren ds is likely the most responsible for the increasing
nu mber of people w ho telecom m ute?

122)

A) the migration to ward micropolitan an d suburban areas
B) the increasing number of nontraditional households
C) the mov e from rural to metropolitan areas
D) the declining nu mber of manufacturing w orkers
E) the grow ing percentage of married couples w ho do not have chil dren

123) T D  Ban k demonstrated the po w er of prov iding information in potential customers’ nati ve language
by lau nching _______?

123)

A) an A borigi nal ne wspaper
B) a m ulti - l ingual teller serv ice
C) Spanish - only A T M's
D) Cantonese w eb pages
E) a Chinese G reen Info Line

124) Jack W eiss recently won a $10 million lottery. Jack's l ife w ill change a great deal, particularly ho w
he spends money. According to E ngel's laws, Jack is LE A ST likely to change the percentage of his
income that he spen ds on w hich of the follow ing?

124)

A) savings
B) utilities
C) food
D) housing
E) entertainment

125) A s a marketer of pesticides, w hich of the follo w ing should gi ve you the L E A ST amount of concern? 125)
A) persistence of cultural values
B) increased pollution
C) increased government intervention
D) chemical pollutants in the food su ppl y
E) shortages of raw  materials

126) C het H offman's chain of travel agencies has identified the lesbian, gay, bisexual, an d transgender
com m unity as a gro w ing market that spen ds an i ncreasing percentage of its income on travel.
W hich of the follo w ing w ould be the L E A ST effect ive com ponent of a marketing plan for C het to
take ad vantage of this op portunity?

126)

A) develop a presence on social networking sites
B) sponsor social events in metropolitan areas
C) position his agency as focused on specialized experiences
D) i mplement a mass marketing campaign
E)  place specially - targeted ads in gay - theme d publications
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127) In 2008, the Canadian Stan dards A ssociation p ublished gui delines for the business comm unity
to ensure that ________ ad vertising an d labelling w ere not false and misleading.

127)

A) G LBT
B) env ironmental
C) disability
D) digital
E) global

128) A s in dicated in the chapter opener, change in the ________ en v ironment has had the most impact
on the marketing strategy at Xerox.

128)

A) natu ral
B) technological
C) political
D) economic
E) cultural

129) Thanks to using RFI D, other w ise know n as "_______", Wal - Mart can im prove its in ventory
accuracy by 13 percent, sav ing millions and millions of dollars a year.

129)

A) paper back - u p
B) bar codes
C) smart phones
D) transistors
E) smart chi ps

130) A  regional su permarket chain runs print, radio, an d telev ision ad vertisements announcing that 1%
of each of its sales is donated to local after - school programs for un derpri v ileged youth. T his is an
example of ________ mar keting.

130)

A) cause- re lated
B) generational
C) tiered
D) sustainable
E) cultural

131) W hich of the follow ing is an exam ple of a core bel ief? 131)
A) T he comforts of home are more important than entertainment outside of the home.
B) Exten ded warranties are never w orth the money consu mers pay for them.
C) A mericans shoul d display their patriotism.
D) Professiona ls should w ear business clothes to w ork.
E) M arriage is im portant.

132) Consu mers un dertaking w hich of the follo w ing w ould be L E A ST likely to be identified as
" A d venturers" by the Yan kelovich Monitor?

132)

A) hav ing a home entertainment centre installed
B) traveling to A sia
C) hi king the G ran d Can yon
D) taking a cruise
E) taking u p a new  sport
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133) Toyota's Prius was the first mass - prod uced h ybrid vehicle, k now n for its fuel efficiency an d
en v ironmental frien dliness. T he Prius was initiall y most likel y marketed to w hich of the follo w ing
grou ps?

133)

A) the Millennials market
B) th e L G BT mar ket
C) the L O H A S market
D) the S O H O market
E) the A sian A merican mark et

134) A ssume that you are a manager at a firm that has h ired lobbyists to influence legislation affecting
your firm's ind ustry to its ad vantage. Your firm takes a(n) ________ ap proach to the marketing
env ironment.

134)

A) reacti ve
B) ad versarial
C) p roactiv e
D) team w ork
E) passi ve

135) W hat tool has Bu zz Logic created in order to track not just w ho’s talking about a com pany’s prod uct
but also w hich opinions matter most?

135)

A) feedback w hee ls
B) talk diaries
C) con versation maps
D) p rod uct blogs
E) smart chi ps

SHORT ANSWER.  Write the word or phrase that best completes each statement or answers the question.

136) If there is one overall lesson to be learned from the opening Xerox scenario, w hat would it
be?

136)

ESSAY.  Write your answer in the space provided or on a separate sheet of paper.

137) H o w  have large retailers such as W al - M art changed the d y namics behin d partnering w ith resellers?

SHORT ANSWER.  Write the word or phrase that best completes each statement or answers the question.

138) W hat are tw o potential draw backs of creating separate products an d marketing programs
for each generation?

138)

139) H o w  do baby boomers today differ from prev ious generations as they neared an d reached
their sixties?

139)

140) W h y might marketers want to target segments of the pop ulation based on lifestyles rather
than age groups?

140)

141) H o w  might geographic shifts in pop ulation i m pact marketers? 141)

142) W h y is it im perati ve that Canadian marketers be aware of increasing ethnic di versity in
our country?

142)
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143) Briefly explain w h y Canadians recently amassed record amounts of debt an d w h y the
free - spending trend has end ed.

143)

144) W h y might it be beneficial for marketers to help develop solut ions to problems facing the
natural en v ironment, such as increased pollution an d shortages of raw  material?

144)

145) O ne p urpose of govern ment regulation is to protect consumers from u nfair business
p ractices. List two areas in w hich this may occur.

145)

146) H o w  might a marketer act in a socially responsible way to ward the general p ublic? 146)

147) Explain the controversy surroun ding cause - related marketing. 147)

148) W hat is the d ifference betw een a core belief an d a secondary belief? G ive an exam ple of
each.

148)

149) W h y is it im portant for marketers to un derstan d people's v iews of themselves? 149)

150) W hat steps might a marketer take to shift from a reacti ve stance to the marketing
env iron ment to a more proactive stance?

150)

151) W h y have several large marketers, inclu ding Johnson & Johnson, A v is, G M , and Ford,
signe d on as D isaboom.com mar keting partners?

151)

152) Explain w hat ty pe of marketing intermediary a store like Winners represents an d w h y this
grou p is increasingly important to marketers.

152)

153) In Canada, Ronald McDonald H ouse C harities recognize the importance of w hich of the
seven ty pes of p ublics?

153)

154) Explain the tren d in the Canadian marketplace that has been a large factor in the success of
Montreal's E picerie D irect.

154)

155) H o w  does Tim H ortons proacti vely manage ru mours an d negati ve word of mouth? 155)
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MULTIPLE CHOICE.  Choose the one alternative that best completes the statement or answers the question.

Refer to the scenario below to answer the following questions.

Casey Brickly opened T he Lan ding on the north shore of W itmer Lake in 1962. W ith a san d wich counter on one side an d a
bait shop an d grocery on the other, T he Lan ding was an immediate hit with weeken d lake v isitors an d local residents alike.
In the sum mer, boaters parked at the piers and bought all their lake needsNrods and reels, bait, fishing licenses, snacks, soft
drin ksNat T he Lan ding. E ven d uring the w inter months, sno w mobilers an d ice fishermen w ere lured to The Lan ding for a
snack and hot coffee or hot chocolate.

A s time passed, the business changed and gre w  tremen dously. W hat was formerly a w eeken d tourist area grad ually
became a y ear - roun d residential area. Man y of the houses, w hich w ere built as cottages in the 1950s an d 1960s, w ere being
remodeled into year - roun d homes. By the en d of the 1970s, the days of small motor boats an d 10 mile - per - hour speed limits
were gone; skiing an d fast speed boats became all the rage. A n d T he Lan ding continued to attract flocks of patrons.

In the 1980s, ho w ever, Casey started to realize that the grocery area in T he Landing could not com pete w ith larger local
retailers. H e ev entually enlarged the san d w ich counter, transforming the bait shop an d grocery into a restaurant w ith a full
menu ty pical of an y diner.

" Getting ri d of the bait shop was hard to do," Casey ad mitted. "I still had a sum mer crow d that relied on us for their
fishing needs, bu t w e could n't surv i ve a w hole year on four months of profit."

A s the 1990s approached, the atmosphere of W itmer Lake and the neighboring lakes became upscale. "I coul d see that
people were spen ding more on their speed boats than w hat they had originally paid for their cottages!" Casey exclaimed.
Man y of the cottages w ere being inherited by children an d gran dchildren of the original o w ners. O nce again, the scene
started to change as man y of the lake houses w ere used onl y as w eeken d lake homes. U nlike the prev ious generation, a vast
nu mber of the current o w ners could afford to li ve closer to their jobs while maintaining lake homes. " A t this point, business
wasn't gro w ing," Casey said.

A s loca l com petition continued to increase, Casey converted the diner atmosphere of T he Lan ding into a bar w ith a
lounge area. " T he change might have been too drastic," Casey said, "but it was the only way w e could maintain a strong,
year - roun d business in spite of the population shifts an d com pet iti ve forces."

156) W hich microen vironment actors have affected T he Lan ding the most? 156)
A) com petitors
B) i ntermed iaries
C) su p pliers
D) economic en vironment
E) natural en v ironment

157) W hich of the follo w ing macroen v ironmental forces has had the greatest effect on The Lan ding? 157)
A) the demographic en vironment
B) the sustainable en v ironment
C) the politica l en v ironment
D) the technological en vironment
E) the social responsibility en vironment

158) W hich macroen v ironmental force is most responsible for T he Lan ding's 43- year survi val? 158)
A) the politica l en v ironment
B) the demographic en vironment
C) the natural en v ironment
D) the legal en v ironment
E) the economic en v ironment
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159) W hich of the follo w ing demographic forces has most li kely influenced the recent upscale
atmosp here of the area surrou n ding W itmer Lake?

159)

A) G en Xers displacing the lifestyles of baby boomers
B) the changing structure of the A merican family
C) M illennials beginning to assert their bu ying po w er
D) baby boomers reaching their peak earning an d spen ding years
E) the gro wing ethnic di versity of the country

160) T hough the baby boomers currently represent the largest market for T he Lan ding, the next age
cohort, raised in the shado w  of the boomers, to be of interest w ill be ________.

160)

A) the Baby Boom echo
B) the M illennials
C) the Gen Xers
D) the Gen Yers
E) the Slackers

161) W hat geographic shift impacting w here an d how  people w ork could result in some customers for
T he Lan ding spen ding more t ime at cottage properties instead of at the office?

161)

A) telecom m uting
B) S O H Os
C) interpro vincial mobility
D) home province return
E) urban migration

162) W hich of the follo wing facts could con v ince Casey Brickly to p ursue the LG BT market for T he
Lan ding?

162)

A) Betw een 2001 and 2006, the v isible minority pop ulation increased fi ve times faster than the
populat ion as a w hole, mainly due to immigration.

B) 14.3 percent of the Canadian pop ulation (4.4 million people) have some form of disability.
C) A s of 2004, 59.1 percent of the population had uni versity degrees or postsecondary

certi ficates.
D) In 2007, more than 370 800 Canad ian resi dents changed province.
E) The 2006 census en umerate d 45 300 same - sex cou ples, up from 34 200 in 2001.

163) A s property values increase on W itmer Lake, ne w  ow ners w ill need higher incomes in order to
purchase cottages. W ho w ill be least likely to afford to bu y?

163)

A) boomers w ith inheritances
B) "tap ped - out" consu mers
C) Same - sex cou ples
D) ne w  Canadians
E) Canada's top wage earners

164) T here is a grou p of property - ow ners on W itmer Lake w ho are petitioning against the use of
motorboats. T his is likely d ue to the increasing impact of

164)

A) technology.
B) geograp hic shifts.
C) the green movement.
D) millennials.
E) im migration.
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165) It may seem to the cottagers w ho frequent T he Lan ding that time has stood still, and yet Casey
Brickly can track electronically their p urchases at the store an d their favourite menu items at the
restaurant/lounge. T his is a testament to the im pact of w hich factor of the macroen v ironment?

165)

A) political an d social en v ironment
B) demographic en v iron ment
C) economic en vironment
D) technological en v ironment
E) cultural env ironment
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A ns w er K e y
Testnam e: U N T IT L E D3

1) B
2) C
3) D
4) C
5) A
6) D
7) C
8) E
9) C

10) C
11) D
12) B
13) E
14) E
15) C
16) B
17) B
18) E
19) C
20) D
21) C
22) C
23) A
24) D
25) C
26) D
27) B
28) D
29) C
30) C
31) E
32) C
33) E
34) A
35) D
36) D
37) A
38) A
39) B
40) A
41) E
42) A
43) B
44) B
45) C
46) E
47) A
48) A
49) C
50) D

23



A ns w er K e y
Testnam e: U N T IT L E D3

51) D
52) A
53) D
54) D
55) D
56) D
57) C
58) A
59) E
60) D
61) C
62) A
63) B
64) B
65) D
66) B
67) C
68) D
69) B
70) C
71) E
72) B
73) A
74) A
75) TR U E
76) F A LSE
77) F A LSE
78) F A LSE
79) TR U E
80) TR U E
81) F A LSE
82) F A LSE
83) F A LSE
84) TR U E
85) F A LSE
86) TR U E
87) TR U E
88) TR U E
89) F A LSE
90) TR U E
91) F A LSE
92) F A LSE
93) TR U E
94) F A LSE
95) TR U E
96) F A LSE
97) F A LSE
98) TR U E
99) TR U E

100) TR U E
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101) F A LSE
102) F A LSE
103) F A LSE
104) F A LSE
105) W ithin the com pan y, marketing management takes other grou ps into account, such as top management, finance,

research an d development, p urchasing, operat ions, an d accounting. D ecisions made and im plemented by any of these
grou ps have the po w er to affect marketing. Su p pliers form an im portant lin k in the compan y's ov erall customer
va lue- deli very system. Problems w ith su p ply, such as labour or material shortages, w ill negat ively affect the
com pany. Marketing intermediaries help the firm to promote, sell, an d distribute its goods to final bu yers. T hey
inclu de resellers, ph ysical distribution firms, marketing serv ices agencies, an d financial intermediaries. Com petitors
are also part of the microen v ironment, as they can affect the com pan y's ability to serve its customers. T he com pan y's
microen v ironment is also made of various p ublics, inclu ding financial, media, gover nment, citizen - action, an d local
groups. O ne or several of the five types of markets–consu mer, business, reseller, government, an d international–may
be part of the com pan y's microen v ironment, depen ding on the com pan y's prod ucts.

106) T hese grou ps help the company to promote, sell, an d d istribute its goods an d ser v ices to final bu yers. Resellers are
distribution channel firms that hel p the com pan y fin d customers or make sales to them. Ph ysical distribution firms
help the compan y to stock an d move goods from their points of origin to their destinations. Marketing service agencies
are the marketing research firms, ad vert ising agencies, media firms, an d marketing consulting firms that help the
company target an d promote its products to the right markets. Financial intermediaries inclu de banks, cred it
com panies, insurance companies, an d other businesses that help finance transactions or insure against the risks
associated w ith the bu ying and selling of goods.

107) A  p ublic is any group that has an actual or potential interest in or im pact on an organization's ability to achieve its
objecti ves. W e can identify seven ty pes of p ublics. Financial p ublics influence the compan y's ability to obtain fun ds.
M edia p ublics carry ne ws, features, an d editorial opinions. G overnment p ublics develop p ublic policy to guide
com merce with sets of laws an d regulations. C itizen - action p ublics inclu de consu mer, minority, an d en v ironmental
grou ps. Loca l publics include neighborhood residents an d comm unity organizations. T he general p ublic has concerns
about the compan y's products an d actions. Internal p ublics include w orkers, managers, volunteers, and the board of
directors. Marketing can treat these influential p ublics l ike consu mer markets, creating marketing plans to build
relationships an d elicit a desired response.

108) M arketers can learn m uch about hu man p op ulat ions in terms of changing age an d family structures, geographic
population shifts, educational characteristics, pop ulat ion di versity, an d other statistics. T he baby boomer market of 9.8
million people is one of the most pow erful forces shap ing the marketing en v ironment. G eneration Xers an d M illennials
have different needs and wants and hav e money to satisfy those wants. Marketers can learn the differences in the
generations an d in the changing A merican family. T he mobility an d geographic shifts open new  marketing
op portu nities for many companies. A  better - ed ucated an d more w hite - collar p opulation in the Canada means a shift
in emphasis on man y goods an d serv ices. A s diversity increases, marketers can learn about the characteristics of
different segments of the pop ulation and design prod ucts and marketing programs designed for each segm ent.

109) T he baby boomers hold three - quarters of the nation's financial assets, making them an attracti v e market for financial
serv ices, ne w  housing an d home remodeling, travel an d entertainment, an d health and fitness prod ucts. G eneration
Xers carry a more cautious outlook; they are less materialistic than baby boomers, so marketers m ust use a different
ap proach to ap peal to them. M illennials are children of the baby boomers. T he grou p inclu des three age cohorts:
tw eens, teens, an d young ad ults. M illennials are highly com p uter literate. T he deman ds of these pop ulation grou ps set
mar keting trends.

110) T he natural en v iron ment sho ws three major tren ds: shortages of certain raw  materials, higher pollution levels, and
more govern ment intervention in natural resource management. En v ironmental concerns create market ing
op portunities for alert companies. A s concern about global warming an d other en v ironmental issues continues to
gro w , more an d more consu mers are demanding en vironmentally responsible products. C ompanies w ho heed these
deman ds w ill benefit, as en v ironmentall y responsible actions are today lin ked w ith good business.
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111) T he technological en v iron ment changes rap idly, as ev idenced by all of the technologies that are w idespread
to day - such as cell phones, laptops, digital cameras, etc.- that di d not exist thirty years ago. Each ne w  technology
creates a ne w  market, and at the same time replaces an ol der technology. Because of this, marketers must keep a
careful watch on the technological en v ironment so that they can ad just to new  technologies an d take ad vantage of ne w
opportu nities.

112) Business legislation has been enacted for a nu mber of reasons. T he first is to protect
companies from each other. A lthough business executives may praise competition, they
sometimes try to neutralize it w hen it threatens them. So laws are passed to define an d prevent unfair com petition.
T he second p urpose of government regulat ion is to protect consumers from unfair business practices. Some firms, if left
alone, w ould make shod d y prod ucts, in vade consu mer pri vacy, tell lies in their ad vert ising, an d decei ve consu mers
through their packaging an d pricing. U nfair business p ractices have been defined an d are enforced by various
agencies.
T he third p urpose of government regulation is to protect the interests of society aga inst
unrestrained business behav iour. Profitable business acti v ity does not al ways create a better
quality of life. Regulation arises to ensure that firms take responsibil ity for the social
costs of their production or products.

113) Com panies l in k themsel ves to a worth w hile cause by connecting a purchase of the compan y's prod uct or serv ice w ith
fu n d - raising for a cause or charitable organization.  T his has become a primary form of corporate donations, as the
com pany can gain a more positi ve public image w hile exercising its social responsibility. Cause - relate d marketing
benefits the chosen charitable organization or cause an d may increase sales for the com pan y, a win - w in situation.
E xamp les of cause - related market ing incl u de Ethos water from Starbucks, w hich is lin ked to bringing clean water to
children aro un d the w orld; Easy Buttons at Staples, w hich are con nected to donations to the Boys and Girls Club; an d
the Pantene Beautiful Lengths cam paign, w hich has raised donations for the Women's Cancer Research Fun d an d
encouraged the donation of hair to make free w igs for w omen w ho have experienced hair loss from cancer treatments.

114) Recentl y people have moved away from the v ie w  of mastering nature through technology an d begun to thin k of
nature as finite an d susceptible to destruction by hu man act iv ities. T he rene w ed love of nature has created a ne w
market, called " lifestyles of health and sustainability " (L O H A S), of consu mers w ho seek organic and natural prod ucts,
fuel - efficient cars, an d alternati ve medicines. N iche marketers, such as Planet O rganic Market, serve the ne w  L O H A S
market w ith organic offerings, w hile man y traditional chains no w  market separate lines of organic products.

115) A
116) C
117) A
118) B
119) B
120) D
121) D
122) A
123) E
124) D
125) A
126) D
127) B
128) B
129) E
130) A
131) E
132) A
133) C
134) C
135) C
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136) A s the marketing en v ironment an d consu mers' needs change, marketers must change w ith them.
137) M ore an d more large retailers have tremen dous bargaining pow er w ith sup pliers; the "giants" often set their o w n

terms an d can shut the manufacturer out of large markets.
138) A  bran d's image could be damaged if members of one generation respond negati vely to a marketing campaign

designed to ap peal to members of another generation. Each generation spans decades of time, so members of one
generation are actually at di verse life stages.

139) Baby boomers are more li kely to retire later an d to work more after retiring; instead of seeing themsel ves as getting
older, the baby boomers see this as another ne w  phase of l ife with op portunities for rein vention.

140) Too m uch might be assu med about people in the same age grou p, an d grou ping people by lifestyle may eli minate
some of the inaccurate assu m ptions made regarding age.

141) People in d ifferent regions bu y differently. If tastes and preferences are taken w ith consu mers as they d isperse
geograp hically at increasing rates, predicting specific consum ption patterns in certain geographic areas may become
difficult ov er time.

142) O ver 5 million Canadians (16 percent) identified themsel ves as v isible minorities in the 2006 census an d over 200
ethnic origins w ere reported. Betw een 2001 an d 2006, the v isible minority pop ulation increased fi ve times faster than
the pop ulation as a w hole, mainly d ue to im migrat ion. A ccording to Statistics Canada’s pop ulation projections,
members of v isible minority grou ps could account for roughly one - fifth of the total populat ion by 2017. T he
p urchasing po w er of v isible minorities is huge, so it is not surprising that there has been a dramatic increase in
spending d irected at these markets.

143) In recent years, Canadian consu mers fell into a consu mption fren zy, fuel led by income
gro w th, a boom in the stock market, rapid increases in housing values, an d other economic
good fortune. T hey bought an d bought, seemingly w ithout caution, amassing record levels of
debt. H o w ever, the free spend ing and high expectations of those days were dashed by the
recent economic do w nturn. Today’s “ tap ped - out” consu mers are no w  repaying debts
acquired during earlier spen ding splurges, sw eating out increased mortgage an d household
expenses, an d sav ing ahead for children’s uni versity tuition pay ments an d retirement.

144) Marketers w ho help to develop solutions to these problems can gain the ad vantage of becoming market leaders, as
increasingly strict en v ironmental regulations can be expected in the Canada and e lse w here. E n v ironmentally
responsible actions w ill help a com pan y's p ublic image; they w ill also help to create a more sustainable market.

145) Some firms, if left to their o w n devices, may prod uce shod d y products, mislead consu mers in their ad vertising, or
decei ve consu mers through packaging an d pricing in order to increase profits.

146) Marketers may w ork to protect the long - run interests of their consu mers an d the en v ironment by making prod ucts
safer, interacting responsibly w ith the natural env iron ment, an d su p porting social organizations through cause - re lated
marketing.

147) Companies using cause - related marketing may be perceived as try ing to merely increase sales or improve their images
if their connection to the cause is not accurately exp lained or un derstood or if they ap pear to be exploiting a cause in
order to increase sales.

148) A  core belief is a stronger, overall belief; an example might be a strong w ork ethic. A  secon dary belief is more open to
change; an exam ple might be one's idea that a strong w ork ethic can be maintained even w hile working only
part - time.

149) People select an d use prod ucts an d ser vices as a means of self - exp ression; k no w ledge of these self - v ie ws w ill help
marketers position their prod ucts to be most attracti ve to target markets.

150) To take a proacti ve stance, marketers need to take action to affect the d ifferent actors and forces in their marketing
en v ironment. T hese steps might inclu de running ad vertorials or other cam paigns to influence public opinion an d
hiring lobbyists to influence legislation.
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151) M an y marketers no w  recognize that the worlds of people w ith disabilities an d those w ithout
disabilities are one an d the same. T he ne w  w ebsite D isaboom.com reaches people w ith disabilities through social
netw orking features akin to Facebook combined w ith relevant
information—everything from medical ne ws to career ad vice, dating resources, an d travel tips.

152) W inners is one of many resellers — distribution chan nel firms that help the compan y
fin d customers or make sales to them. T hese inclu de w holesalers an d retailers w ho buy an d resell merchan dise.
Selecting an d partnering with resellers is not easy. N o longer do manufacturers have man y small, in depen dent
resellers from w hich to choose. T hey now
face large and gro w ing reseller organizations that frequently have enough po wer to dictate
terms or even shut smaller man ufacturers out of large markets.

153) Ronald McD onald H ouse C harities recognize the im p ortance of com munity publics. This group inclu des
neighbourhood residents an d com m unity organizations. Large companies usually ap point a com munity relations
officer to deal w ith the com m unity, atten d meetings, answ er questions, an d contribute to w orth w hile causes.

154) Responsibility for household tasks an d the care of children is also changing. T here are
no w  more d ual - income families as more and more w omen enter the workforce. Using w w w .epiceriedirect.com
instead of trek king to the grocery store, battling traffic, an d waiting in line, busy w orking moms an d dads can sim pl y
bu y their groceries online. E picerie D irect offers a v irtual selection of prod ucts from more than 20 categories an d
deli vers customers’ orders to their doorsteps, prov id ing a “grocery cart at your fingertips.”

155) Tim H ortons has had to deal w ith a persistent an d potentially damaging ru mour lin king its coffee to nicotine
ad diction.  T he com pan y was quick to respon d to this false allegation an d even addresses the question on the F A Q
page of their corporate website, stating “Tim H ortons
w ould like to clearly state that there is absolutely N O  nicotine or MSG in our coffee.
Tim H ortons coffee has N O  A D D ITI V ES w hatsoever.” In fact, all their products
m ust pass in depen dent testing by the Canadian Food Inspection A gency, so ad diti ves
of an y kin d in their coffee w ould just not be possible. Still, the ru mour persists an d Tim
H ortons m ust contin ue to proactively manage this ty pe of negati ve w ord of mouth.

156) A
157) A
158) C
159) D
160) C
161) A
162) E
163) B
164) C
165) D
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