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SECTION A

Attempt all questions under Section for 30 marks.

1. For the augmented product, more value is added to the aciual product so it includes
A&7 Warranty, after sales, customer complaint management
b. Warranty, brand name, after sales service
c. Warranty, quality features, after sales service
d. Warranty, quality fcatures, brand name

2. isthe act of gbtaining a desired object from someone by offering something in
return.

a. Boycott

/h{ Exchange

¢. Value creation

d. Value proposition

3 are consumer products and services that have unique brand identification for which buyers
are willing to make a special purchase effort.

a, Convenience goods

b. Shopping goods

e Specialty goeds

‘d. Unsought goods

4, holds the idea that consumers wiil not buy enough of the firm's products uniess it undertakes
aggressive promotions.

a. Behavioral concept

b. Product concept

¢. Production concept

g7 Selling concept

5. assumes that a company should take into consideration consumer’s needs, wants and
society’s long-term interest in its marketing efforts.

a. Holistic marketing concept

b. Interna! marketing

¢. Relationship marketing

A. Societal marketing concept

6 A consists of a set of customers who share similar characteristics and needs that a firm

decides to serve.
a. customer market

b. generation market
& segment
d. target market

7. includes aclors, institutions and forces outside marketing that affect marketing
management's ability to establish beneficial relationship with customers.

Internal environment

Macre — environment

Marketing environtnent

Micro — environment
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1. is defined as a social and mapagerial process by which individuals and
prganizations obtain what they need and want through value creation and exchange.

a, Advertising

b. Bartering
v, Marketing
d. Selling

9. Hiring the right people, giving them adequate training, compensating them well and ensuring that
everybody in the organization is exposed to good marketing practices can be referred to as ___

9. mtemal marketing

b, marketing resource

¢, Micro - environment

d. relationship marketing

10. Nene but one of the follewing can be censidered as an external factor that affect pricing.
a, Break ¢ven analysis
b. Competition
%, Cost plus pricing
d. Target pricing

11. All except one of the following is intemai/external consideration affecting pricing.
a. Economic conditions
B, Markup price
¢. Reseller’s response to price
d. Social concerns

12, Market-skimming pricing and market-penetration pricing are best known as. ...
a. New-product pricing strategics.

b. Price-adjustment strategles. e e,

¢. Product mix pricing strategies. ",

d. Public policy and marketing. \ l." }
13, Product bundle pricing is a typical example of.. .. Z A

a. New-product pricing strategies. : \\

. Price-adjustment strategics. _ b \

c. Product mix pricing stralegies. .

d. Public policy and marketing. \
14. Price increase from zll of the following except. .. \‘ﬁl

a. Cost inflation. : :

Excess capacity. : K
¢c. Increased demand. e
d. Lack of supply. .1

15. It is the building blocks that a marketer can adjust to atfect the overall marketing strategy of a
produect.

The Marketing Management Function

The Marketing Mix

The Price Mix

The Product Mix
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16. It includes the activity, set of institutions, and processes for creating, communicating, delivering,
and exchanging offerings that have value for customers, clients. partners, and society at large.

a. Branding
b. Brands

& Marketing
‘d. Markets

17. All but one of the following is NOT the reason why we divide the market into segment.
a. Not everyone has the same needs.
b. Not everyone has the same vision about life.
c. Not everyone is the same.
);l'f Not everyone lives in the same region.

18. Which of the factors below do NOT suggest you have chosen a desirable target market?
a. Ifitisaccessible
b./ If it is controversial
c. Tfitis sizable
d. ifitis stable

19. What is the most important thing a marketer can do to ensure product success?
a. Acgquire the biggest marketing budgct
b. Have the coolest product features
¢. Make the most creative advertising material
/d: Positicn it well

20. One of the following below is an example of psychographic segmentation.
a. Marketing to ages 45-55
b. Marketing to an engineer
.. Marketing to regular gym goers
d. Marketing to women

21. . are any group that has actual or potential interest in an organization and can impact on a
company’s ability to achkieve its objectives.

a, Corporate organization

b. Firms -

£ Publics

d. Target markets

22. 1s the idea that consumers will favor products that are available and highly affordable.
a. Holistic marketing concept
b. Product concept
Production ¢<oncept
d. Selling concept

23. All but one of the following is NOT a macro — environmental! factor that impacts firms.
a. Economic
b. Political
p./ Suppliers
“d. Technological



24, is the total combined customer lifetime vaiues of all of the company's customers.
T Customer equity
b. Market share
c. Percentage share
d. Sajes share

25. Newspapers, candics and biscuits can be referred to as
A convenience goods
b. shopping goods
c. spocialty goods
d. unsought goods

26. __ are products purchased for further processing or for use in conducting 2 business.
a. Convenience goods
A, Industrial goods
¢. Materials and consumabhles
d. Unscught goods

27, can be defined as the act of designing an offering and the image of a company so that it
occupies a distinctive position in the minds of consumers,
a. Place

b. Plagtarism
¢: Positioning
~d. Product

28. __ _ targets a small share of a large market segment,
# Concentrated marketing
b. Ihiferentated marketing
¢. Micro — marketing
d. Undifferentiated marketing

29, largets several different market segments and designs separate offers for each.
2. Concentrated marketing
(lf.. Differentiated marketing
¢. Micro — marketing
d. Undifferentiated marketing

30. targets a whole market using the same marketing mix.
a. Concentrated marketing
b. Differentiated marketing
c. Micro — marketing
/d( Undifferentiated marketing



SECTION B
Attempt any TWO (2} questions from this Section for 30 marks. All guestions carry equal marks.

Q1. (a). Define services. (3marks)

{b). Explain four {4) characteristics of services. {12marks)

2. (a). Successful positioning requires a marketer to know who their product or service is ideal for.
Briefly discuss the three {3) positioning strategies that can be utilised to a firm’s advantage.
{12marks}

{b}. List any three (3) factors that would drive consumers when they see that products are different
and better. (3marks)

(3. {a) What is segmentation? (3marks)

{b}. List the four {(4) major bases for segmenting consumer markets and explain any two (2} of them.
{(Tmarks) ,

‘ol

{c) List five (5) criteria or requirements for effective segmentation (Smarks)

Q4. Discuss five (5) internal factors {imicro — environment) of the marketing environment that
influence the marketing manager’s ability to offer value to consumers. (}Smarks)

Qs5, Exylmn any five (5} of the foliowing terms., (15marks)
Cost-based Pricing

Market-bascd Pricing

Valuc-based Pricing

Dynamic Pricing

Price SkKumming

Bundle Pricing
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