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DIRECTIONS FOR TAKING THIS TEST

Please mark your best answers clearly. Only one answer is valid, for each question. Take as much time as you need to answer correctly.

The time limit for this test is 50 minutes.

The test contains 34 multiple choice questions. 

Each multiple-choice question is followed by 5 answers. 

MARKING THE ANSWER SHEET 
Do not make any marks on the text booklet. Use the extra paper for calculations and mark all of your answers on the separate answer sheet. For each question, mark only one answer that you believe is the correct answer to the question. In the example shown above, the correct answer was C, and should be marked like this:

1.
A
B
SYMBOL 108 \f "Wingdings"
D
E

Before you mark an answer, look at the question number in the booklet and find the same question number on the answer sheet.

If you change your mind about an answer, be sure to erase your first mark completely.

Work carefully, but do not spend too much time on any of the questions. If you find a question difficult, you may go on to the next question, and return to the difficult question later. You may answer questions even when you are not sure your answer is correct.

The score on this test will be the number of questions answered correctly.

1. What is the difference between marketing, advertising, and sales?

A. Marketing involves a number of activities: customer analysis, market segmentation, market sizing, target selection, positioning, branding, advertising, sales, promotions, more. Sales involves putting into practice what marketing thinks. Advertising is the main job of the marketing people;
B. Sales is th reflection of marketing, while advertising is the lumppost of sales;
C. Advertising is a tactic in marketing. Sales is also a tactic of marketing. But it is marketing's job to focus the entire marketing effort towards providing value to customers and gaining a sustainable strategic advantage;
D. The abbreviation of these 3 words: MSA, is the crucial thing in marketing finance;
E. A poor marketing doesn’t make any difference in sales, whatever the advertising spending.

2. Which of the following is an example of a societal marketing concept?
A. Daewoo Motors follows exact federal standards in producing the Daewoo Tacuma;

 B. Renault airs its commercials during the national team football game - the most widely viewed sporting event in Romania;
C. Ford Focus promises to deliver a solid value at a fair price;
D. James Bond drives the BMW Z-3 in the movie Goldeneye;
E. None of the above. 

3. What is a positioning statement?

A. A formal statement depicting how you want your all the segments to perceive you; 

B. B promise to the target segment that you will provide them with the benefits they care; 
C. An internal marketing tactic proposition;
D. An internal document that helps the management take good decisions;
E. A way to design a product, orientated towards increasing sales with minimum costs.


4. Effective advertising for brands depends on what 3 key factors?

A. It mostly depends on the channels of communication chosen. It has to be addressed to the target, simple and not expensive;
B. The ad must be relevant, engaging, and motivating; 

C. There is not such a thing;
D. Half of the advertising activities are truly waste, so we have to consider carefully where we put our money. The main factor, as usual is value for money spent;
E. It is about letting the consumer tell you what is important to them, why your brand is good and how it can be improved;
5. What are marketers talking about when they say Push vs. Pull?

A. The are usually reffering to training programs, trade allowances, cooperative advertising, and the provision of point-of-purchase displays;
B. "Push" tactics are typically promotions directed at re-sellers or other members of the distribution channel, while pull strategies are addresed to the end consumer;
C. "Pull" strategy works to increase end demand, thus "pulling" a product through the distribution channel, while push works to increase the awarness of the shopper;
D. Pull" strategy is usually advertising directed at the end consumer, while push is created through price incentives to the buyers;
E. The difference consists on the paradigm (= point of view) of each member of the distribution channel.
6. Which of the following has been impacted by the Internet?

A. The opportunity to compare products;
B. The way in which products are delivered;
C. The speed and reach of "word of mouth";
D. All of the above; 

E. None of the above;
7. How do I know  that my brand name is distinctive?
A. It creates a  curiosity factor;
B. It cuts through the communication clutter;
C. It gets the attention of the CNA (Audiovisual National Council);
D. It pulls more customers than competition;
E.  It’s got that ‚zipp’ not easy to explain.

8. What is a brand?
A. A set of associations between a product or company name to the consumers' memory; 
B. A statement that helps the consumers to understand what is potentially relevant to them;
C. An insight showing us how or products are different or similar to other products;
D. A label on a product;
E. All of the above;
9. A good way to increase a value of a product or service is to ...
A. Sharing information with your customers;
B. Adding a type of benefit not normally associated with the product/service category;
C. Removing all costs associated with the product/service;
D. All of the above;
E. None of the above.
10. Gathering readily available information from people inside and outside the company - including middlemen, competitors, advertising agencies, and consumers - is called …

A. Data warehousing;
B. A primary data-gathering method;
C. Data mining;
D. A secondary data-gathering method;
E. An informal investigation.
11. The process of defining the organizational mission, analyzing the situation, setting the organizational objectives, and selecting strategies to achieve those objectives, is referred to as…

A. Strategic company planning; 

B. Situation analysis; 

C. Setting marketing objectives;
D. Strategic marketing planning;
E. SWOT.
12. Marketing is the study of ____________.

A. selling;
B. markets; 

C. exchange; 

D. consumers;
E. the 4 Cs.
13. Which is not an element of the marketing mix?

A. Product;
B. Place;
C. Price;
D. Promotion;
E. None of the above (they are all elements of the marketing mix).
14. Does advertising really increase sales?
A. Decreases in the level of advertising do not lead to an immediate decrease in sales. An increase in the level of advertising by itself does not lead to an increase in sales;
B. On average, half of all ongoing ad campaigns are ineffective;
C. Changes in the creative, medium, target segment or product itself sometimes lead to change in sales, even though increases in the level of advertising alone do not;
D. When advertising is effective, it is effective either early on or never.When advertising does affect sales, its impact is not large and is much smaller than that of price;
E. All of the above.
15. How a dentist should provide  price information to a consumer? 

A. Always provides his exact price before service was rendered;
B. Sometimes would show customers a comparison of his charges vs. other dentists;
C. Provides cost estimates to customers before he performed dental work; 

D. Could not possibly provide even an estimate because he can't know how long it will take;
E. Will give the patient a root canal without an anesthetic if he / she ever discusses medical services pricing again;
16. How do I know my company's brand platform is a good one?

A. It supports the brand, throughout the launching phase

B. It touches the nerves of the consumer, to the point of failure

C. It involves smaller advertising costs

D. It is clear, consistent and creative.

E. Realizes a balance between the requests of the various departments 


17. What is a brand extension?

A. A brand extension occurs when a company manufacturing or product extends its brand name to competitor’s products;

B. Using the name of the company to a product or a category of products. For example, Nestle extended its brand name to ice cream;
C. A parent company extends one of its brand names to another new launched product;
D. That is when a similar product it is released by the same manufacturer;
E. It is also called private label, and used extensively by retailers.
18. The mairy decided for their next great community service project to lower the costs of private security services in the local community by 20%. Which would be the best strategy to accomplish this goal?

A. Lower barriers to entry by picketing security companies headquarters;
B. Insert local security services cost and performance information in a local newspaper; 

C. Increasing the availability of substitutes by opening a "volunteering vigilante" center;
D. All of the above;
E. None of the above;
19. Suppose that Microsoft wanted to estimate future demand for video game players in South America. Assuming that each of the following methods provide exactly the same results, which method should they choose?

A. Market factor analysis using existing data; 

B. Expert opinion;
C. Survey of buyers' intentions;
D. Bottom-up sales forecast;
E. Any of the above (if results are the same, there is no reason to choose one over the other).
20. Suppose that industry sales for PDAs (Personal Digital Assistants) are growing at a 20% rate and industry sales are broken down as follows: Palm 800,000 units, Handspring 700,000 units, Casio 400,000 units and Others (5 other firms) 100,000 units. As the Casio Corporate Marketing V.P. you need to allocate resources among a variety of product lines including PDAs so you must decide what level of investment is warranted given limited funds. Which resource allocation and market strategy would you select?

A. Decrease investment and specialize;
B. Increase investment and expand PDA market;
C. Decrease or keep investment level (harvest) and defend market share;
D. Increase investment and imitate;
E. None of the above.
21. Which of the following products is most likely marketed with a "sales" orientation today?

A. Lettuce;
B. Personal digital assistants (PDAs);
C. Automobiles;
D. Hair spray;
E. Toothpaste.
22. What's the difference between advertising and promotion?

A. Advertising can communicate a positioning (or modify a positioning) and even promote new uses of a product, while promotion cannot;
B. Promotion goes directly to the target, while advertising is for everybody;
C. Advertising is generally communication targeted at end consumer  while promotion is a general term;
D. They are basically the same thing. Promotion is used for the 4P reasons;
E. All communications runned at the point of purchase are promotions, and all communication using media channels is advertising.

23. Which of the following are existing conditions that suggest higher profitability for oil companies (e.g., Shell, ChevronTexaco)? 

A. High availability of substitutes/low intensity of competition;
B. Low availability of substitutes/high barriers to entry; 

C. Low number of buyers/high barriers to entry;
D. Low supplier power/high intensity of competition;
E. None of the above. 

24. Which one of the following areas is inside the scope of marketing ?

A. The marketing of soybean edible oil;
B. Idea communication;
C. People interaction;
D. The exchange of intangible services;
E. All of the above (they may all be within the scope of marketing ).
25. A firm's external microenvironment is comprised of…


A. All of the economic conditions affecting the market - including inflation and interest rates;
B. The firm's main competitors;
C. The firm's market, suppliers, and marketing intermediaries;
D. All of the political and legal forces in our society;
E. The firm's production, financial, and personnel activities.

26. The intensive growth strategy of taking existing products into new markets is:

A. Diversification;
B. Product development; 

C. Market development; 

D. Market penetration;
E. Product penetration.
27. What is a GRP and how is it calculated?

A. It means Gross Rated Perception, and measures the level of the awarness generated by a certain advertising campaign;
B.  GRPs doesn’t really represent something that is real. It is a measurement used by advertising agencies to charge their clients. Therefore it’s not calculated, but guessed;
C. GRP is the outcome of an MDA (Medium Dilussional Audience), when the MRP (Media Rating Plan) and the SR&S (Sales Records vs. Spending) are not taken into consideration. The formula is: GRP= MDA + MRP/ SR&A, where SR&A is usually expressed as percentages;
D. GRP stands for Gross Rating Point, and  it measures the advertising impact. It is calculated  as a percent of the target reached multiplied by the exposure frequency;
E. GRP is not a measurement but an indicator, and it is not calculated, but taken from standardized tabled isssued by the AAA (American Advertising Association).

28. What is a “positioning statement” ?
A. Without direction or focus, a positioning statement acts like management perspective for an effective communications plan.;
B. A well-crafted positioning statement defines your company's direction, and purpose;
C. It answers seven essential questions: who you are,  what business you're in,   for whom (what people do you serve), how much money you make / what you compensation plan is, what’s your seniority in the Company;
D. It’s the same thing with ‚ market position’. It’s a no-nonsense statement of how you are perceived in the minds of your prospects;
F A positioning statement expresses how you wish to be perceived and the  core message you want to deliver in every medium. 


29. How do one calculates the price elasticity?

A.To calculate the price elasticity you need to figure out how much of a change (expressed in percentage terms) in what you sell results from a given change in price (also expressed in percentage terms);
B. Price elasticity is calculated as the absolute value of the ratio of the percentage quantity change and the associated percentage of spendings;
C. It shows how much my price will decrease of the sales go bad;
D. Nobody can calculate the price elasticity. It’s pure guessing, based on a graph;
E. We might calculate the price elasticity if we have a history of prices and quantities we've sold to a certain customer.




30 Is there a systematic sales process for selling products?

A. Yes, there are many systematic sales processes out there that you can turn to, but none of them can be clearly described;
B. First, you must establish rapport and credibility to the person, then start to gather information about what the client needs, then try posing some action to solve the client's problem, and finally, try to get some sort of commitment from the client;
C. It’s best shown by the sintagm MAIC: Measurea, Action, Implement, Control;
D. All the sales processes are individual, and cannot be standardized;
E. None of the above.

31. What's the difference between a product attribute and a product benefit?
A. Product attributes reside in the customer, while benefits reside in the product;
B. Product attributes tend to be concrete, yet benefits are a more abstract way of thinking. They are better illustrated by the term "performance";
C. Attributtes are features, while benefits are value added to the customer;
D. There’s actually the same thing;
E. Attributes are used in advertising, while benefits in the selling proposition.



32 How do you determine the ROI of a large marketing program?

A. This is mathematical impossible. The ratio between Inventory and Reclaimed Orders cannot be determined accurately. It is usually an aproximation;
B. The ROI of a marketing plan is different from that of an email newsletter. There are some great calculators that helping to determine the ROI of a marketing plan. Simple calculators fail miserably here, and there is a good reason for this;
C. It all depends on your objective. ROI stands for Rate of Interest and expresses the success of a business;
D. If we have the profits and the initial investments over a certain period of time, we can calculate ROI;
E. Here are some of the ways you can determine effectiveness: number of press releases or pieces of mail, number of new customers, number of web hits or visitors, awareness changes (or the extent to which people are more aware of your product), impressions (number of articles in the press multiplied by the potential readership of each publication), content analysis, recall measures, and on and on and on.



33. What is a breakeven analysis?
A. Breakeven analysis is simply a technique for determining whether what you sell will break the targets or not;
B. If you assume that you can price your product at P, the fixed costs are FC, and the variable costs to produce the product is VC, then you can calculate the quantity of the product you need to sell just to, to make a little bit of money;
C. Breakeven analysis is a useful marketing analytical tool, it does have limitiations. These are typically due to the lack of precision in the numbers (e.g., what is the actual price, is it purchase price or life cycle price) and getting the precise figures for fixed and variable costs;

D. All the answers at this questions are false;
E. This analysis shows us how productive a certain project or initiative is. The calculation is simple: the ration between sold products and proposed targets. If it is below 1, the project is not good enough, if it is above, the project is successful.

34. Should marketing or sales drive a company?

A.  Marketing, if it does analysis of customers to determine what customers really want, should be "driving the bus";
B. The problem in many companies is that marketing really just refers to communications (PR, Marcom, etc.) and very little has to do with really understanding customers. So, the answer is: both functions;
C. If it's just communications, then there is little anybody in the marketing department is doing to understand customer needs, then sales should be driving since, at least, they are in touch with customers;
D. That’s a non-sense question. Without profits, any company is dead. The driver of the Company should be the finance department;
E. Oftentimes, marketing does understand customers, but doesn't have respect in the company to get their view know. 
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