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Questions 1 to 20: Select the best answer to each question. Note that a question and its answers may be split across a page 
break, so be sure that you have seen the entire question and all the answers before choosing an answer.

 

1. Which of the following is a correct statement about perceptual maps?

A. Perceptual maps chart the location of major metropolitan markets.

B. Perceptual maps help marketers divide consumers into different values and lifestyle categories.

C. Perceptual maps break down a metropolitan market by zip codes and demographic characteristics..

D. Perceptual maps help marketers visually profile the differences between a number of brands that compete in the marketplace.

 

2. Due to its influence on the way a home operates, a family's decision to purchase a dog would most likely 
be a(n) _______ decision.
A. zero-involvement

B. unnecessary

C. low-involvement

D. high-involvement

 

3. The goal of Customer Touchpoint Management (CTM) is to
A. create a frequency reward program based on accumulated points to be redeemed later in various ways.

B. enrich customers' experiences with the company during all of their interactions with the firm.

C. complete the transaction as quickly and efficiently as possible.

D. get managers of the firm personally involved with customers as they shop.

 

4. Which of the following is a major area of energy use above and beyond the amount allocated to means 
of transportation?
A. Industrial use

B. Agriculture

C. Mining

D. Buildings

 

5. Which of the following areas lends itself well in devising relevant metrics for return on investment 
achieved by social media efforts?
A. Frequency

B. Reach

C. Phishing

D. Brand awareness

 



6. A successful positioning strategy could be based on
A. measurability.

B. uniqueness.

C. stability.

D. defendability.

 

7. Which of the following criteria is typically evaluated by marketing managers when they're deciding 
whether or not a specific market segment represents a viable target market?
A. Global interdependency

B. Desirability

C. Attitudinal data framing

D. Potential

 

8. What three customer attributes are AIO inventories designed to reveal?
A. Aspiration, inspiration, and orientation

B. Access, intuition, and ownership

C. Age, involvement, and oversaturation

D. Activities, interests, and opinions

 

9. Which of the following targeting strategies entails serving two or more segments and developing 
marketing mixes to suit the needs of each?
A. Multisegment

B. Mass customization

C. Personalization

D. Concentration

 

10. A manufacturer of houses designs each home to suit a specific customer's needs. That manufacturer is 
employing a(n) _______ targeting strategy.
A. undifferentiated

B. concentration

C. multisegment

D. customization

 

11. According to the FBI and the National White Collar Crime Center, the percentage rise in cases of 
Internet fraud in 2011 was about _______ percent.
A. 10

B. 85

C. 22

D. 49

 

12. _______ is a service of Strategic Business Insights based on the assumption that people buy products 
and services and seek experiences that can fulfill their preferences and give shape, substance, and 
satisfaction to their lives.



A. VALS

B. PersonicX

C. ACORN

D. CACI

 

13. _______ entails modifying an existing brand, directing it to a new market segment, emphasizing new 
product uses and benefits, or altering a brand's image.
A. Diversification

B. Line extension

C. Repositioning

D. Expansion

 

14. Which of the following statements best reflects the marketing concept?
A. Always target the largest number of segments your resources allow.

B. Positioning is the most important element of marketing.

C. Quality of life is more important than standard of living.

D. The consumer is the center of all business activities.

 

15. A retailer who targets African-Americans is using _______ segmentation.
A. psychographic

B. geographic

C. geodemographic

D. demographic

 

16. An example of behavioral segmentation is a
A. health club that targets college students.

B. restaurant that targets senior citizens.

C. florist that targets those who buy the most flowers.

D. resort that targets families with children.

 

17. Which of the following is not a factor for U.S. firms' decision to return their manufacturing and service 
operations back to the United States?
A. Savings in transportation costs

B. Wage and benefit concessions by U.S. labor unions

C. Newly enacted laws discouraging overseas operations

D. U.S. tax incentives

 

18. The lower prices offered by e-commerce players versus those charged by traditional brick-and-mortar 
stores are made possible in part due to
A. lower operating expenses and better inventory management.

B. a wider variety of product offerings.

C. personalization and customization.

D. geodemographic segmentation of affluence.



End of exam 

 

19. A manufacturer of dog food targets pet owners who are loyal to specific brands of pet foods. This 
practice uses _______ segmentation.
A. geographic

B. behavioral

C. demographic

D. psychographic

 

20. European financial instability has touched the United States on a number of fronts. Which of the 
following is not one of these fronts?
A. The stability of the stock market

B. The volume of exports

C. The availability of education

D. The liquidity of the banks


