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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. Personal or online communication between a receiver and a source whom the receiver perceives as 
independent regarding a product, service, or brand is known as
A. mass communication.

B. word of mouth.

C. diffusion.

D. personal influence.

 

2. Bill is anti-corporate, speaks his mind, and dresses as he pleases. He spends more time with his 
computer, iPod, and TV than with homework or reading for pleasure. Based on these characteristics, Bill 
fits the profile of the _______ cohort.
A. Generation X

B. Generation Y

C. Generation Z

D. Boomers II

 

3. According to Hofstede, the degree to which people feel threatened by ambiguous situations and have 
created institutions and beliefs for minimizing or averting uncertainty is known as
A. uncertainty avoidance.

B. collectivism.

C. cognitive dissonance.

D. power distance.

 

4. Three characteristics that distinguish _______ are shared rituals and traditions, moral responsibility 
toward the group, and solid connections among members.
A. online communities

B. brand communities

C. social networks

D. consumption subcultures

 

5. Members of the family whose beliefs or opinions affect product or purchase decisions are known as
A. users.

B. buyers.

C. influencers.



D. gatekeepers.

 

6. According to the hypodermic needle model of the personal influence process,
A. messages reach opinion leaders and influencers first, who then pass them along to target consumers.

B. the media have an immediate, direct, and forceful impact on a mass audience.

C. products that originate in lower socioeconomic strata eventually gain popularity among the elite.

D. personal influence passes from higher-status influencers to emulating recipients.

 

7. Michael believes in equality of husbands and wives in a marital relationship. When he and Judy, his wife, 
had their first child, Michael decided to leave work early every day to help with the infant's care. In this 
case, Michael's behavior reflects his _______ role.
A. enacted

B. prescribed

C. imposed

D. perceived

 

8. Connecting with influencers online and offline, providing them with relevant content, and closing the 
feedback loop with them are all forms of _______ influencers.
A. engaging

B. ranking

C. rewarding

D. identifying

 

9. FTD's toll-free 1-800-SEND-FTD phone number and the firm's website www.ftd.com make it easy and 
convenient for consumers to send floral arrangements and specialty gifts for holidays and special occasions. 
According to the text, the strategies employed by FTD build on the _______ factor that enhances 
consumers' acceptance of new products.
A. relative advantage

B. observability

C. compatibility

D. complexity

 

10. Marketing promotions that use cents-off coupons, premiums, rebates, and/or games as incentives to get 
consumers to take action are said to employ which type of social power?
A. Expert power

B. Coercive power

C. Referent power

D. Reward power

 

11. _______ is a macro process concerned with the spread of a new product or idea from its original 
source to and throughout the general public.
A. Diffusion

B. Adoption

C. Invention



D. Innovation

 

12. The process of indoctrinating youth with the norms and values of a society is often referred to as
A. enculturation.

B. classical conditioning.

C. shaping.

D. acculturation.

 

13. Teaser campaigns, which involve promotions that drop bits of information and withhold the particulars, 
are designed to
A. stimulate opinion leadership.

B. elude the competition.

C. simulate opinion leadership.

D. create opinion leaders.

 

14. The study of culture by unobtrusive observation is known as
A. content analysis.

B. ethnocentrism.

C. ethnography.

D. cultural segmentation.

 

15. Designer mineral waters, such as Perrier or Evian, convey new social or psychological meanings. Such 
products can be classified as _______ innovations.
A. dynamically continuous

B. symbolic

C. continuous

D. discontinuous

 

16. In response to the recent economic downturn in socioeconomic conditions of the U.S. market, the two-
tiered strategy adopted by many large marketers today means
A. polarizing products and appeals to rich and poor market segments.

B. marketing their products both domestically as well as internationally.

C. dividing the entire marketplace into northern and southern regions.

D. designing and marketing products separately for majority and minority segments.

 

17. The _______ of the personal influence process explains situations in which a product or style 
originating in the lower socioeconomic strata eventually gains acceptance and popularity among the elite 
and celebrities, who find the novelty appealing.
A. trickle-up model

B. multistep model

C. two-step model

D. trickle-down model

 



End of exam 

18. Studies have shown that children in the _______ class tend to attain less independence in purchasing 
than do children in other social classes.
A. working

B. upper

C. lower

D. middle

 

19. A _______ group is usually a small and intimate group whose members come together on a regular 
basis, exhibit spontaneous interpersonal behavior, communicate face-to-face, and maintain commitment of 
self and concern for others in the group.
A. secondary

B. reference

C. primary

D. formal

 

20. Joanne is in the _______ stage of the adoption process when she becomes aware of a new brand of 
wrinkle-removing skin care cream, but she has made no judgment concerning its relevance to a recognized 
skin problem she has.
A. decision

B. implementation

C. knowledge

D. persuasion


