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Chapter 02
Marketing Strategy Planning

True / False Questions

1. Planning, implementation, and control are basic jobs of all managers.
True False
2. Controlling the marketing plan is the first step of the marketing management process.

True False

3. The three basic jobs in the marketing management process are planning, implementation, and

control.

True False
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4. The marketing management process consists of (1) planning marketing activities, (2) directing the

implementation of the plans, and (3) controlling these plans.

True False

5. Strategic planning is a top management job that includes planning only for marketing.

True False

6. Strategic planning is the managerial process of developing and maintaining a match between an

organization's resources and its market opportunities.

True False

7. Strategic (management) planning is a managerial process of developing and maintaining a match

between the resources of the production department and its product opportunities.

True False

8. Finding attractive opportunities and developing profitable marketing strategies are the tasks

included in the marketing manager's marketing strategy planning job.

True False

9. Marketing strategy planning is the process of deciding how best to sell the products the firm

produces.

True False

10. A marketing strategy specifies a target market and a related marketing mix.

True False

11. A marketing strategy is composed of two interrelated parts--a target market and a marketing mix.

True False
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12. A marketing strategy is composed of two interrelated parts--planning and implementation.

True False

13. The two parts of a marketing strategy are an attractive opportunity and a target market.

True False

14. A target market consists of a group of consumers who are usually quite different.

True False

15. A marketing mix consists of the uncontrollable variables which a company puts together to satisfy

a target market.

True False

16. Target marketing aims a marketing mix at some specific target customers.

True False

17. Mass marketing means focusing on some specific customers, as opposed to assuming that

everyone is the same and will want whatever the firm offers.

True False

18. The mass marketing approach is more production-oriented than marketing-oriented.

True False

19. The terms mass marketing and mass marketers mean the same thing.

True False

20. "Mass marketers" like Target usually try to aim at clearly defined target markets.

True False
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21. The problem with target marketing is that it limits the firm to small market segments.

True False

22. Potential customers are all alike.

True False

23. The four "Ps" are: Product, Promotion, Price, and Personnel.

True False

24. The "four Ps" of the marketing mix are Product, Position, Promotion, and Price.

True False

25. The "four Ps" of the marketing mix are People, Products, Price, and Promotion.

True False

26. Product, Place, Promotion and Price are the four major variables (decision areas) in a firm's

marketing mix.

True False

27. The customer is a part of the marketing mix and should be the target of all marketing efforts.

True False

28. Although the customer should be the target of all marketing efforts, customers are not part of a

marketing mix.

True False

29. The customer should not be considered part of a "marketing mix."

True False
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30. The Product area is concerned with developing the right physical good, service, or blend of both

for the target market.

True False

31. According to the text, a firm that sells a service rather than a physical good does not have a

product.

True False

32. The Product area of the marketing mix may involve a service and/or a physical good which

satisfies some customers' needs.

True False

33. The Place decisions are concerned with getting the right product to the target market at the right

time.

True False

34. Any series of firms (or individuals) from producer to final user or consumer is a channel of

distribution.

True False

35. A channel of distribution is any series of firms or individuals that participate in the flow of products

from producer to final user or consumer.

True False

36. A channel of distribution must include an intermediary.

True False
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37. A channel of distribution must include several kinds of intermediaries and collaborators.

True False

38. Personal selling, mass selling, and sales promotion are all included in the Promotion area of the

marketing mix.

True False

39. Promotion is composed of personal selling, advertising, publicity, and sales promotion.

True False

40. Personal selling involves direct personal communication to get the sale, but personal attention is

seldom required after the sale.

True False

41. Customer service is needed when a customer wants the seller to resolve a problem with a

purchase.

True False

42. Advertising is any paid form of nonpersonal presentation of ideas, goods, or services by an
identified sponsor.

True False

43. Sales promotion can involve point-of-purchase materials, store signs, contests, catalogs, and

circulars.

True False
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44,

45.

46.

47.

48.

49.

50.

51.

Sales promotion refers to those promotion activities--other than advertising, publicity, and personal

selling--that stimulate interest, trial, or purchase by final customers or others in the channel.

True False

Personal selling and advertising are both forms of sales promotion.

True False

According to the text, Promotion is the most important of the "four Ps."

True False

Price is the most important of the four Ps.

True False

In general, no single element of the "four Ps" is more important than the others.

True False

The marketing mix should be set before the best target market is selected.

True False

As in the Toddler University case, the needs of a target market virtually determine the nature of an

appropriate marketing mix.

True False

A marketing plan and a marketing strategy mean the same thing.

True False
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52.

53.

54.

55.

56.

57.

58.

59.

A marketing strategy and all the time-related details for carrying out the strategy is a "marketing
plan."

True False

A marketing plan is a written statement of a marketing strategy and the time-related details for

carrying out the strategy.

True False

Implementation means putting the marketing plan into operation.

True False

Short-run decisions that stay within the overall guidelines set during strategy planning are called

implementation decisions.

True False

Marketing strategy planning should specify all of the operational decisions to implement the plan.

True False

Companies such as Campbell's can only implement one marketing strategy at a time.

True False

Most companies implement only one marketing strategy at a time.

True False

A marketing program blends all of the firm's marketing plans into one "big" plan and is the

responsibility of the whole company.

True False
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60.

61.

62.

63.

64.

65.

66.

67.

A "marketing program" blends all of a firm's marketing plans into one "big" plan.

True False

A marketing program may consist of several marketing plans.

True False

Customer lifetime value is the total stream of purchases that a customer could contribute to the

company over the length of the relationship.

True False

Customer lifetime value is the expected earnings stream (profitability) of a firm's current and

prospective customers over some period of time.

True False

Customer lifetime value involves a financial analysis that considers all of a customer's purchases

over their lifetime.

True False

When a salesperson considers not only the sale they are making today, but all potential future

sales to a customer, the salesperson recognizes a customer's lifetime value.

True False

A successful marketing program benefits the firm by increasing customer equity.

True False

A marketing program should lower customer equity.

True False
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68.

69.

70.

71.

72.

73.

74.

One way to increase customer equity is to find cost-effective ways to serve current customers so
they buy more.

True False

One way to increase customer equity is to find cost-effective ways to add new customers for the

firm's products.

True False

The best way to increase customer equity is to find cost-effective ways to increase earnings from

current customers while bringing profitable new customers into the fold.

True False

An extremely good plan might be carried out badly and still be profitable, while a poor but well

implemented plan can lose money.

True False

The U.S. auto industry has become much more marketing-oriented since Henry Ford introduced
the Model T.

True False

Many U.S. automakers have failed because they were not marketing oriented.

True False

Managers who embrace the marketing concept realize that they cannot just define their line of

business in terms of the products they currently produce or sell.

True False
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75.

76.

77.

78.

79.

80.

81.

The single most important factor in screening possible marketing opportunities is the long-run
trends facing the company.

True False

Attractive opportunities for a particular firm are those that the firm has some chance of doing

something about--given its resources and objectives.

True False

Attractive opportunities are those that the firm has some chance of doing something about given

its resources and objectives

True False

A "breakthrough opportunity” is an opportunity that helps innovators develop long-term, hard-to-

copy marketing strategies that will be very profitable.

True False

"Breakthrough opportunities” are ones that help innovators develop hard-to-copy marketing

strategies that will be profitable for a long time.

True False

A firm with a "competitive advantage" has a marketing mix that the target market sees as better

than a competitor's mix.

True False

Finding "competitive advantages" is important because they are needed for survival in increasingly

competitive markets.

True False
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82.

83.

84.

85.

86.

87.

88.

It is useful to think of the marketing strategy planning process as a narrowing-down process.

True False

The marketing strategy planning process starts with a narrow look at a market, and becomes

broader the closer the firm comes to developing a marketing mix.

True False

There are usually more different strategy possibilities than a firm can pursue.

True False

Developing a set of specific qualitative and quantitative screening criteria can help a manager

define what business and markets the firm wants to compete in.

True False

A SW.O.T. analysis is one way to zero in on a marketing strategy that is well-suited to the firm.

True False

A S.W.O.T. analysis identifies the "special weapons or tactics" used by the competitor in a

product-market that has the most profitable marketing mix.

True False
S.W.O.T. analysis is based on the idea that one of the best ways to develop a strategy is to
identify and copy the marketing "strategies, weapons, outlook, and tactics" of the firm's most

effective competitor.

True False
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89.

90.

91.

92.

93.

94.

95.

A good S.W.O.T. analysis helps a manager focus on a strategy that takes advantages of the firm's

opportunities and strengths while avoiding its weaknesses and threats to its success.

True False

The letters in "S.W.O.T. analysis" are an abbreviation for the first letters of the words "strengths,

weaknesses, opportunities and threats."

True False

The letters in "S.W.O.T. analysis" are an abbreviation for the first letters of the words "special

weapons or tactics."

True False

Segmentation is the process a manager goes through to decide which subgroups of customers to

select.

True False

Differentiation means that the marketing mix is distinct from and better than what is available from

a competitor.

True False

Differentiation means that the firm's marketing mix is similar to its competitors' mixes.

True False

Differentiation often requires a firm to fine-tune its marketing mix to meet the specific needs of its

target market(s).

True False
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96. Differentiation emphasizes uniqueness rather than similarity.

True False

97. Differentiation emphasizes similarity rather than uniqueness.

True False

98. The external market environment doesn't play a role in the marketing strategy planning process

because it exists outside of the company.

True False

99. Itis useful to think of the marketing strategy planning process as a process that begins with a

narrow focus but then broadens to embrace unlimited opportunities and options.

True False

100.Marketing opportunities involving present products and present markets are called "market

penetration" opportunities.

True False

101.Market penetration means trying to increase sales of a firm's present products in its present

markets--probably through a more aggressive marketing mix.

True False

102.A firm which tries to increase sales by selling new products in new markets is pursuing "market

development" opportunities.

True False
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103.A "market development" opportunity would involve a firm offering new or improved products to its

present markets.

True False

104.When a firm tries to increase sales by offering new or improved products to its present markets,

this is called "product development.”

True False

105.Nike moved beyond shoes and sportswear to offer its athletic target market a running watch,
digital audio player, and even a portable heart-rate monitor. This is an example of a market
development strategy.

True False

106.The ArrowPoint Company has just modified and enlarged its product line to meet the changing

needs of its current customers. This is an example of "market development.”

True False

107.When Cadillac added a new sport utility vehicle called Escalade to the "luxury-oriented" selection

at its existing dealers, it was seeking "market development" opportunities.

True False

108.1f Burger King added tacos to the "burger-oriented" menu in its existing restaurants, it would be

seeking "market development" opportunities.

True False

109.Marketing opportunities that involve moving into totally different lines of business are

"diversification" opportunities.

True False
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110.0f the four types of opportunities firms can pursue, diversification is the easiest to evaluate and
involves the least risk.

True False

111.The least risky--but most challenging--marketing opportunities are diversification opportunities.

True False

112.0Often, attractive opportunities are fairly close to markets the firm already knows.

True False

113.When it comes to choosing among different types of opportunities, most firms tend to be

production-oriented and usually think first of diversification.

True False

114.1f customers in other countries are interested in the products a firm offers, or could offer, serving

them may improve economies of scale.

True False

115.Unfavorable trends in the domestic marketing environment may make the international marketing

environment very attractive.

True False

116.International opportunities should be considered in the strategy planning process, but they don't

always survive as the most attractive ones that are turned into strategies.

True False
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117.Marketing managers almost always find that opportunities in international markets are less
profitable than in domestic markets.

True False

118.When a firm's domestic market is prosperous, marketing managers are less likely to pursue
opportunities in international markets.

True False

Multiple Choice Questions

119.The three basic tasks of ALL managers, according to the text, are:

A. planning, staffing, and evaluating.
B. marketing, production, and finance.
C. execution, feedback, and control.
D. hiring, training, and compensating.

E. planning, implementation, and control.

120.Which of the following is one of three basic marketing management jobs?

A. To direct the implementation of plans
B. To control the plans in actual operation
C. To plan marketing activities

D. All of these are basic marketing management jobs
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121.The marketing management process is the process of:

A. Planning marketing activities.
B. Implementing marketing plans.
C. Controlling marketing plans.

D. All of these.

122 .Which of the following duties would not be performed by a firm's marketing managers?

A. Planning activities

B. Directing the implementation of plans

C. Controlling plans

D. Overseeing the firm's financial statements

E. Developing marketing mixes for target markets

123.Why can't marketing managers be satisfied just planning present activities?

A. Markets are dynamic.

B. Consumers' needs keep changing.
C. The environment keeps changing.
D. Competitors often change.

E. All of these are reasons why marketing managers can't be satisfied just planning present
activities.

124.The managerial process of developing and maintaining a match between the resources of an
organization and its market opportunities is called:

. management by objective.
. marketing programming.
. marketing strategy planning.

. Strategic (management) planning.

m O O © »

. market planning.
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125. is the managerial process of developing and maintaining a match between an

organization's resources and its market opportunities.

A. Strategic (management) planning
B. Target marketing

C. Mass marketing

D. Resource allocation

E. Marketing control

126."Marketing strategy planning" means:

A. finding attractive opportunities and developing profitable marketing strategies.
B. finding attractive opportunities and selecting a target market.

C. selecting an attractive target market.

D. selecting an attractive marketing mix.

E. selecting a target market and developing a marketing strategy.

127.Marketing strategies

A. enable marketing managers to be satisfied just planning present activities.
B. ensure that every opportunity is good for every company.

C. do not specify target markets and related marketing mixes.

D. provide a limited picture of what a firm will do in some market.

E. are not whole-company plans.

128.A marketing strategy

A. specifies a target market and a related marketing mix.

B. provides a focused but narrow picture of what a firm will do in some market.
C. is a market-oriented, whole-company plan.

D. includes two interrelated parts--product mix and product development.

E. includes the marketing mix, but does not specify customers.
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129.A marketing strategy specifies:

A. a target market and a related marketing mix.
B. all the company's resources.

C. atarget market.

D. a target market and the company's objectives.

E. a marketing mix.

130.A marketing strategy specifies:

A. a marketing mix.
B. a target market and a related marketing mix.
C. atarget market.

D. the resources needed to implement a marketing mix.

131.A target market and a related marketing mix make up a:

. Marketing plan.
. Marketing strategy.

A
B
C. Marketing program.
D. Marketing analysis.
E

. Marketing proposal.

132.Herbal Essences tries to sell its hair shampoos and conditioners to adult women, ages 18-24.

These women represent Herbal Essences' primary:

A. marketing strategy.
B. 4Ps.

C. target market.

D. marketing mix.

E. channel of distribution.
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133.Target marketing, in contrast to mass marketing:

A. Assumes all customers have the same needs.

B. Assumes everyone is a potential customer.

C. Focuses only on small market segments.

D. Tailors a marketing mix to fit some specific group of customers.

E. Makes it more likely that a firm will face direct competition.

134.The difference between target marketing and mass marketing is that target marketing

A. means focusing on a small market.

B. focuses on short-run objectives, while mass marketing focuses on long-run objectives.
C. focuses on specific customers, while mass marketing aims at an entire market.

D. does not rely on e-commerce but mass marketing does.

E. aims at increased sales, while mass marketing focuses on increased profits.

135."Target marketing," in contrast to "mass marketing,"

. ignores the need for the firm to obtain a competitive advantage.
. ignores markets that are large and spread out.
. is limited to small market segments.

. assumes that all customers are basically the same.

m o O W >»

. None of these answers is correct.
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136.Which of the following statements about target marketing is incorrect?

. Target marketing is not mass marketing.
. Mass marketers like Kraft and Walmart may conduct target marketing.

. Target marketing is not limited to small market segments.

o 0O o >

. Target marketing assumes that everyone is different and specifies some particular target

customers.

E. Target marketing is associated with the typical production-oriented approach that aims at

everyone with the same marketing mix.

137.Target marketing

A. is a production-oriented approach to marketing.
B. is essentially the same as mass marketing.

C. considers everyone to be a potential customer.
D. assumes that everyone is the same.

E. specifies some particular group of customers.

138. assume(s) that everyone is the same--and consider(s) everyone to be a potential
customer.

A. Mass marketers
B. Target marketing
C. Mass marketing
D. Target marketers

E. Objective marketing
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139.Marketing managers should view potential customers as

A. all alike.

B. all having the same needs.

C. always wanting to meet needs in the same way.
D. grouped into segments of similar consumers.

E. different types, but all having the same characteristics.

140.Good marketing strategy planners know that:

A. firms like Nabisco and Wal-Mart are too large to aim at clearly defined target markets.
B. target marketing does not limit one to small market segments.

C. mass marketing is often very desirable and effective.

D. the terms "mass marketing" and "mass marketer" mean basically the same thing.

E. target markets cannot be large and spread out.

141."Target marketing," in contrast to "mass marketing,"

A. is limited to small market segments.
B. assumes that all customers are basically the same.
C. ignores markets that are large and spread out.

D. focuses on fairly homogeneous market segments.

142.1dentify the incorrect statement regarding target marketing.

A. Target marketing is not mass marketing.

B. Mass marketers cannot do target marketing.

C. Target marketing can mean big markets and profits.

D. Marketing-oriented managers practice "target marketing."

E. It aims at a marketing mix that is tailored to fit specific target customers.
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143.The marketing mix

A. includes four variables -- People, Place, Promotion, and Price.

B. includes the target market.

C. helps to organize the marketing strategy decision areas.

D. includes four variables -- advertising, personal selling, customer service, and sales promotion.

E. does not focus on target customers.

144.1n the marketing mix, the customer is:

A. one of the four components of the marketing mix.
B. the entity that selects the marketing mix.

C. the target market for the marketing mix.

D. the "place” in the four Ps of the marketing mix.

E. the "person” in the four Ps of the marketing mix.

145.The "four Ps" of a marketing mix are:

A. Production, Personnel, Price, and Physical Distribution.
B. Promotion, Production, Price, and People.

C. Potential customers, Product, Price, and Personal Selling.
D. Product, Price, Promotion, and Profit.

E. Product, Place, Promotion, and Price.

146.A marketing mix consists of:

A. policies, procedures, plans, and personnel.
B. the customer and the "four Ps."
C. all variables, controllable and uncontrollable.

D. product, price, promotion, and price.
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147.A firm's "marketing mix" decision areas would NOT include:

A. Promotion.
B. People.

C. Price.

D. Product.
E. Place.

148.A firm's "marketing mix" decision areas would NOT include:

A. Price.

B. Promotion.
C. Product.
D. Place.

E. Profit.

149.Which of the following is NOT one of the four variables in a marketing mix?

A. Price

B. Product
C. Promotion
D. Payment
E. Place

150.Which of the following is true?

A. The product "P" in the marketing mix stands for only physical goods.
B. The product "P" in the marketing mix stands for both physical goods and services.
C. The product "P" in the marketing mix stands for only tangible merchandise.

D. The product "P" in the marketing mix stands for both physical goods and tangible merchandise.

2-25
© 2014 by McGraw-Hill Education. This is proprietary material solely for authorized inst