Marketing Midterm 2 – Practice Questions

Module 7: product strategy / new products
1. Is iPhone 6 a "new" product? Explain.
2. What is meant by "discontinuous" innovation?
3. Why is traditional test marketing not so popular today?
4. Rate of adoption of new products is influenced by 5 factors. Briefly, explain these.
5. Briefly, outline the consumer adoption process.
6. What are the 5 key dimensions of Quality Service?

Answers:
1. the IPhone 6 would not be considered a NEW product, or an “innovation” so to speak. Since the IPhone 6 is just a modified newer version of the IPhone 5, it would be considered a continuous innovation
2. discontinuous innovation: a totally new product that creates major changes in the way we live. This type of innovation requires the most amount of learning on the part of the consumer. (i.e. computers long ago)
3. many companies try to avoid test marketing because its expensive, time consuming and product life cycles are getting shorter (not much time available – can’t afford to spend months’ test, want to be the first on the market)
4. influences on rate of adoption:
	1. relative advantage: perceived advantage of product is clear, this helps things run smoothly, the advantage stands out
	2. compatibility: good fit between new product and peoples present habits, compatible with people’s attitudes and lifestyles and personalities
	3. complexity: ease of understanding
	4. trialibility: risk of trying the product can be reduced if it can be purchases and tried in stages, trying out products before purchase vs some products are once in a lifetime purchase
	5. communicability: products that are easy to talk about, are easy to promote

5. 5 key dimensions on quality services:
	1. tangibles: physical appearance, tangibility of the product
	2. reliability: how reliable is the service
	3. responsiveness: how willing is the service providing to help
	4. assurance: trust
	5. empathy: how empathetic is the service provider





Module 8 – Chapter 5: Business-to-Business Marketing
1. What is the main difference between BtoB and BtoC markets?
2. Explain why BtoB purchasers may not go through all the stages of the BtoB buying process? Give examples to support your answer.
3. List and briefly describe 5 specific ways in which the internet has enhanced BtoB buying and decision making.
4. Explain the concept of the buying center. What factors may influence the behavior of the buying center?  What is the role of the gate keeper in buying centers? 
5. Are relationships important in BtoB decision making? Why or why not?
6. Describe the key take aways from the presentation by Jaison Dolvane, CEO Espial.
7. Describe the key take aways from the presentation by Raj Narula, CEO Taraspan.
Answers:
1. The main distinction between the two is, who is the ultimate purchaser & user of the product or service. B2B is when the the purchaser & user of a businesses product is another business (hence, business-to-business). B2C is when the purchaser & user of a businesses product is a consumer (hence, business-to-consumer). In B2C markets, consumers buy goods to satisfy their own individual or household needs and are heavily influenced by price, personal tastes, brand reputation or personal recommendations. In B2B markets, demand for goods and services is often derived from B2C sales in the same supply chain. The number of business buyers is larger in B2B markets than B2C markets. 
2. The B2B buying process parallels B2C process, though it differs in many ways. Both start with need recognition, but the information search & analysis evaluation stages are more formal & structured in the B2B process. Also, suppliers and customers tend to be more involved in the B2B buying process. Typically, B2B buyers specify their needs in writing and ask potential suppliers to submit formal proposals, whereas B2C buying decisions are usually made by individuals and are sometimes unplanned and impulsive. Finally, in B2C buying situations, customers evaluate their purchase decision and sometimes experience post purchase dissonance. However, formal performance evaluations of the vendor and the products sold generally do not occur, as they do in B2B setting.
3. The internet has enhanced B2B buying and decision making by
4. The buying centre is the group of people typically responsible for the buying decisions in large organizations. The buying centre includes 6 different buying roles: initiator, influencer, decider, buyer, user, and gatekeeper. Factors that may influence the behaviour of the buying centre includes the organizational culture and buying situation. The organizational culture reflects the set of values, traditions and customers of the business and can have a big influence on purchasing decisions. Cultures can be divided up into 4 groups: democratic (majority rules), consultative (one person makes decision based on other input), consensus (requires all members to reach agreement) and autocratic (one person makes decisions). Buying situations can be categorized into 3 groups: new buys, modified rebuys and straight rebuys. Purchasing for the first time – likely to be quite involved, using all 6 buying process steps. Opposed to buying products that have been purchased before, or a similar product but changing specifications might not require as much attention. 
a. Roles:
i. Initiator: suggests the purchase
ii. Influencer: affects important people’s perceptions and final decisions
iii. Decider: determines at least some of the buying decision: whether, what how or where to buy
iv. Buyer: handles details of actual purchased
v. User: consumes product
vi. Gatekeeper: controls information and access to decision makers and influencers
5. 












Module 9: Retailing/Distribution and Global Marketing
1. What is meant by 2-stage channel of distribution?
2.  In traditional marketing channels, conflict is often reduced by "channel captains". Explain.
3. What is a Vertical Marketing System (VMS)? How does a VMS help reduce channel conflict?
4. Why don’t consumers buy produce directly from farms to save money? In other words, what kind of utility or benefits are offered by channel intermediaries.
5. Using the example of Arrow Electronics, explain how supply chains benefit from strategic relationship building? 
6. At least one example, explain the concept of the Wheel of Retailing?
7. Using the example of Starbucks explain how do retailers create value?
8. Describe the key take-aways from the presentation by Balwinderjit Singh, Customer Service Director, MDS Aerospace. 

Answers: 
1. 2 stage channel of distribution is 
2. Channel Captains 
3. A vertical marketing system (VMS) includes manufacturer, wholesaler, retailer and consumers – just like independent marketing system. The difference between the two is that, unlike independent, vertical marketing systems act as a unified system. There are 3 types: 
a. Administered: no common ownership and no contractual relationships, the dominant channel member controls the channel relationship
b. Contractual: independent firms at different levels of the supply chain join together through contracts to obtain economies of scale and co-ordination and to reduce conflict
c. corporate: parent company has complete control and can dictate proprieties and objectives of the supply chain 
Each of these 3 phases of vertical marketing systems increases in the level of formalization and control. The more formal the vertical marketing system, the less likely conflict will occur (due to high control).
4. Channel intermediaries are like “middle men” in the distribution process – they are extra steps the product must go through in order to reach the consumers. A direct distribution does not require any intermediaries; this type just requires the product to go right from the manufacturer to the consumer. Although, other types like indirect and multichannel require intermediaries. Companies/consumers may choose direct to cut down on the expense of having a middle man or because they are forced to (based on business type). But for others, indirect or multichannel makes more sense. For example, appliance manufacturers know that consumers will want to compare different makes and models from a variety of companies before buying. Distribution intensity refers to the number of channel members to use at each level of the supply chain – and each participant in the supply chain adds value to the product or service. 
a. Factory  consumer = 9 transactions
b. Factory  store  consumer = 6 transactions
As the number of transactions decrease, the supply chain becomes more efficient therefore adding value to the product. 
5. Arrow Electronics
6. The Wheel of Retailing is one of many theories that have been developed to explain the structure and evolution of the retail industry. The wheel of retailing demonstrates a passage-of-time, in these steps:
a. 1. Outlet/retailer starts with low prices, low margins, low status
i. As time passes, outlet adds services and improvements, being able to raise prices
b. 2. Outlet now has higher prices, higher margins, higher status
i. as more time passes, outlet adds still more services
c. 3. Outlet now has still higher prices, still higher margins, still higher status
i. allowing them to earn higher margins and achieve higher status with costumers
d. 4. New form of outlet enters retailing environment with characteristics of outlet Box 1
an example of this would be McDonald’s – and how they upscaled and redesigned their restaurants, added more choices to their menu, added overall newer and better services (touch screen order things) etc.
7. Retailers create value by 
8. 












Module 10: Pricing Strategies
1. Using evidence discussed in class, show that "price perceptions" are influenced by opinion leaders and celebrities.
2. Using evidence discussed in class, show how country-of-origin can add prestige (and therefore value) to a product. Are there any legal/ethical concerns in this regard?
3. "Competing on the basis of low prices is a copout." Comment. 
4. In the coffee industry, it is said that real value lies in "creating experience". Comment.
5. Explain what is meant by "uniform delivered pricing" and "bait and switch".
6. What is a "reference price"?
7. Explain the concept of "just-noticable-difference". 
8. What is the "feasible pricing range"?
9. Explain "cost oriented" pricing?
10. What is "target return" pricing?
11. Why is BEP is fairly limited in helping one determine the right price for a product?
12. In detail, explain the concept of perceived value pricing.
13. Using example(s), explain how perceived value pricing can be used to determine the right "price" for government services?

Answers:

1.  consumers add value to products when the product is associated or advertised using opinion leaders or celebrities. This causes consumers to perceive the product as being reasonably priced whereas if it weren’t advertised with a celebrity etc. it could be deemed as too expensive. 

2. take vodka as an example, vodka’s main country of origin comes from Russia. If a consumer were to choose vodka that came from Russia, or vodka that came from Canada (not taking price into consideration), the consumer would more than likely choose the Vodka from Russia because Russia specializes in the production of vodka and Canada does not. This would make Russian vodka seem more attractive than Canadian, more demanded, adding value and would be able to sell at a higher price range.

3. 

4. Consumers pay for experience. Plain and simple. When two girls go out for a cup of coffee, they are paying for the interaction and engagement they make that this cup of coffee date gives them. They could have easily met at one’s house for a cup of coffee, but the experience, say Starbucks, offers with the “prestige” added to is adds value to the cup of coffee… it is not just a cup of coffee anymore, it is an experience instead. 

5. uniform delivered pricing: shipping charges are at one and the same rate, no matter the shipping location.
Bait and switch: deceptive tactic of luring customers into the store with low advertised prices on an item (the bait), only to aggressively pressure them into purchasing a higher priced item (the switch)
6. reference price: the price against which buyers compare the actual selling price of the product and that facilitates their evaluation process… it is using the price of the product as a main reference point in evaluating that product

7. 

8. the word feasible means “possible to do easily or convenient”, so a feasible pricing range would mean setting a pricing range that is convenient for the consumers??

9. cost orientated/based pricing method: determines the final price to charge of the product by starting with the cost of the product (cost to make), without recognizing the role that consumers or competitors’ prices play in the marketplace 

10. target return/profit pricing: pricing strategy implemented by firms when they have a particular profit goal as their overriding concern; uses price to stimulate a certain level of sales at a certain profit per unit

11. BEP is

12. perceived value is the relationship between a product or service’s benefits and its costs. It’s the value that is given to a product; and placing a price that properly fits that perception of value. It uses the PMV: perceived value measurement metric to properly price the product. This metric involves asking (consumers or the business itself, meant to be a reflection)
- at what point do you consider the product to be cheap/inferior?
- at what point do you consider the product to be expensive?
- at what point do you consider the product to be too cheape and you question its quality or usefulness?
- at what point do you consider the product to be too expensive and beyond considering buying?
The measurements are then placed on a perceived value scaling graph (refer to notes) and the product should be placed are the OPP price: minimal resistance to price (best price)(optimal?)

13. 











Module 11: Promotional Strategies
1. It is said that the 1980s represented the heyday of advertising. Explain why?
2. Briefly, outline the history of advertising from the early 1800s to the present time.
3. What is meant by the expression “our clients expect integrated communications”?
4. What is a “promotional mix”?
5. During the awareness stage of buyer readiness, advertising, sales promotion and personal selling show a marked difference in expenditures. Explain.
6. What is meant by “noise” in the Communications Process Model?
7. Briefly, explain the AIDA Model of Response Hierarchy.
8. Briefly, explain the 5 Ms of advertising.
9. Explain the 4 key methods of measuring advertising effectiveness.
10. What is the main difference between sales promotion and sponsorship?
11. What is the main difference between advertising and publicity?
12. Explain the relationship between the terms viral, buzz and connected marketing.
13. What is the 2-step flow model of marketing communications?
14. How do promotional games help market products?
15. What are the key research findings related to use of fear appeals in advertising?
16. Do funny ads help sell products? What some of the key generalizations with regards to use of humour in advertising?
17. Watch the presentation by Andrew Milne. Discuss 5 key take-aways from his presentation.
18. To what degree are you influenced by Andrew Milne's presentation?
Answers:

1. 

2. 
- late 1800s: salesmen for print media… 15%... design and production
- 1950s-1960s: full service agencies…creative. Production, media, MR, some strategy… 15% of billings/18% production
- 1960s-1970s: sophisticated clients demanded discounts
	- wanted control over research and strategy
	- volume became large
	- TV became the next anchor (bias in favour of TV…)
	- global context
- 1980s: agencies ask for GPMs as trade-offs for volume discounts
- 1990s: lots of frustration… performance, global business, results oriented expectations
	- accountability and integrated services demanded
- 2002: young and rubicam… introduced “performance based billing and a single profit and loss and a common incentive system for all divisions”
- 2003-2010: huge consolidation in the industry, today:
	- #1 network today: read slide…

3. expected integrated communications could mean proper engagement and participative conversations with customers… 

4. promotional mix: advertising, sales promotions and personal selling

5. 

6. the communication process model:
sender  encode  channel  decode  receiver (then back to send with feedback)
· Behind the scenes of this whole process is noise being generating from several factors. Noise creates an interference with the encoding and decoding of the messages (could alter the meaning or perceived meaning of the message, affect the understanding of the message, etc). factors that can create noise includes: environmental, semantic, physiological impairment, syntactical, organizational, psychological.

7. the AIDA Model: a common model of the series of mental stages through which consumers move as a result of marketing communications: Attention leads to Interest, which leaders to Desire, which leads to Action. 
Attention  interest  desire  action
· Attention: gaining customer attention towards to product 
· Interest: once the customer is aware that the company or product exists, communication must work to increase his or her interest level
· Desire: after the firm has got the interest of its target market, the goal of subsequent messages should move the consumer from “I like it” to “I want it”
· Action: if the messages has caught consumers’ attention and made them interest enough to consider the product as a means to satisfy a specific desire of theirs, they likely will act on that interest by making a purchase. The action is the purchase making. 

8. 
5 M’s of marketing:
1. mission
	sales goals
	advertising objectives
2. money
	stage in PLC
	market share and consumer base
	competition and clutter
	advertising frequency
	product substitutability 
3. message
	message generation
	message evaluation and selection
	message execution
	social responsibility review
4. media
	reach, frequency, impact
	major media types
	specific media vehicles
	media timing
	geographical media allocation
5. measurement 
	communication impact
	sales impact

9. 4 key methods of measuring advertising effectiveness:
1. share of expenditures
	- percentage of the total expenditures spent on advertising that could have been attributed elsewhere / compared to remaining expenditures for other sub categories in business
2. share of voice
3. share of mind and heart
4. share of market 
	- total percentage of the market gained from the advertising?

10. 

11. the difference in advertising and publicity is that unlike advertising, publicity is any unpaid communication about an organization appearing in the mass media. It is viewed as more credible than advertising (putting a face to a product, loyalty, trust etc.). the downside to publicity that is not associated with advertising is that there is little to no control over the message. (i.e., in advertising, the message can be controlled because is it made before entering the market, whereas with publicity, if people associate the product with the person or whatever it could create a negative connotation if the consumer has a prior negative connotation with said “publicity”. 

12. 

[bookmark: _GoBack]13.  the two step flow model of marketing communications/influence shows that to reach mass majority of the target market, marketing communications goes through opinion leaders first before reaching target market. Marketing communications  opinion leader  mass majority

14. promotional games help market products by supporting the brand itself. The aim is for the game to be so compelling that it gets passed around the internet or on mobile phones as the buzz increases and its popularity is communicated by word of mouth. (even better if players can invite and challenge friends to play – hitting a larger market)

15. research has found that the use of fear in advertising:
	- middle levels of fear are best
	- source credibility is important 
	- social fear much more effective (don’t smoke or you wont get a boyfriend)
	- repetition is required

16. humour appeals in advertising:
	- attracts attention
	- reduces comprehension
	- distracts from central message
	- enhances source credibility 

17. 
5 key take-away from Andrew Milne:
1. 3 dimensions of the web: search, connecting people to people, connecting consumers to business
2. meaningful connections at the right time
	- trust, value, timing, location, context
3. current view of the relationship: used to be people to people, now we are using online tools to engage and connect
4. personalization “no more one size fits all”
5. 1-9-90 model – the social influence

18. 
