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CHAPTER 1

CONSUMERS RULE

Multiple Choice

Fact

1. If a marketer were to segment a population by age and gender, the marketer would be utilizing a category of information called ________.

a. demographics

b. psychographics

c. roles

d. lifestyle

(a; Easy; p. 6)  {AACSB: multicultural and diversity}

2. If a consumer researcher were to study consumers from the perspective of a person's lifestyle and personality, the researcher would be studying a category called ________.

a. demographics

b. psychographics

c. character

d. roles

(b; Moderate; p. 6)  {AACSB: communication}

3. If you were a member of a(n) ______, you would share opinions and 

      recommendations on anything from Barbie dolls to Palm Pilots.

a. catalog distribution list

b. an online consumption community

c. a political party

d. a gender group

(b; Moderate; p. 6)  {AACSB: communication}

4. The study of the processes involved when individuals or groups select, purchase, use, or dispose of products, services, ideas and experiences to satisfy needs and desires is called ________.

a. lifestyle marketing

b. role marketing

c. consumer behavior

d. marketing research

(c; Easy; p. 7)  {AACSB: reflective thinking}

5. The sociological perspective of _______ takes the view that much of consumer behavior resembles actions in a play.  

a. role theory

b. group theory 

c. economics

d. differentiation theory

(a; Easy; p. 7)  {AACSB: communication}

6. Marketing to heavy users of a product can be more efficient than trying to market the product to everyone. Identifying heavy users is done by ________ the population.

a. filtering

b. segmenting

c. defining

d. promoting to

(b; Easy; p. 9)  {AACSB: analytic skills}

7. Interacting with customers on a regular basis and giving them reasons to maintain a bond with the company over time is the result of the pursuit of ________.

a. differentiated marketing

b. global marketing

c. services marketing 

d. relationship marketing

(d; Moderate; p. 13)  {AACSB: communication}

8. In the future if you have a wearable computer that assists you in becoming part of the network itself, you will be exposed to a new form of commerce called _______.

a. U-commerce (ubiquitous commerce)

b. e-commerce (electronic commerce) turbo

c. G-commerce (global commerce)

d. L-commerce (lifestyle commerce)

(a; Hard; p. 17)  {AACSB: use of IT}

9. Business ethics are ________.

a. standards applied to Fortune 500 companies

b. rules of conduct enforced by the Bureau of Ethical and Consumer Affairs

c. diminishing in importance as we move to a "wired world" where personal contact is being reduced

d. rules of conduct that guide actions in the marketplace

(d; Easy; p. 21)  {AACSB: ethical reasoning}

10. A basic biological motive is called a ________.

a. want

b. desire

c. need

d. motive

(c; Moderate; p. 23)

11. What best characterizes the attitude of Vance Packard about how marketing manipulates thought?

a. Marketers don't have enough knowledge to manipulate consumers.

b. Marketers have been successful in manipulating emotions, but not thought processes.

c. Marketers have used the social sciences to channel habits, decisions and the thoughts of consumers.

d. The public has been unnecessarily frightened by allegations of marketing manipulation that are blatantly false.

(c; Hard; p. 24)  {AACSB: analytical skills}

12. Many firms choose to protect or enhance the natural environment as they go about their business activities. This practice is known as ________.

a. consumer marketing

b. social marketing

c. natural marketing

d. green marketing

(d; Easy; p. 28)  {AACSB: ethical reasoning}

13. There is a dark side to consumer behavior. Which of the following is not an aspect of this dark side?

a. Consumer terrorism

b. Addictive consumption

c. Independent consumption

d. Compulsive consumption

(c: Easy pp. 29-33)  {AACSB: ethical reasoning}

14. People who are used or exploited, willingly or not, for commercial gain in the marketplace are best described as being ________.

a. marginal consumers

b. destitute consumers

c. missing consumers

d. consumed consumers

(d; Moderate; p. 33)  {AACSB: ethical reasoning}

15. According to recent research into human behavior, ________ of people say they lie regularly.

a. 91 percent

b. 75 percent

c. 51 percent

d. 45 percent

(a; Hard; p. 34)  {AACSB: ethical reasoning}

16. Shoplifting is America’s fastest growing crime.  What term does the retail industry use to describe inventory and cash losses from shoplifting?

a. hard losses

b. shrinkage

c. write-offs

d. consumer costs

(b; Moderate; p. 35)  {AACSB: reflective thinking}

17. When consumers deface or mutilate products they are engaging in a practice called ________.

a. adult vandalism

b. anticonsumption

c. virtual response

d. product suicide

(b; Moderate; p. 35)  {AACSB: ethical reasoning}

18. Some researchers argue that the field of consumer behavior should not have a strategic focus at all and should not be a(n) ________.

a. offshoot of economics

b. question open for interpretation

c. “handmaiden to business”

d. object of constant study and criticism

(c; Hard; p. 37)  {AACSB: ethical reasoning}

19. If a manager wanted to study the effects of age, income and marital status on his business operation, he should pursue study in ________.

a. demography

b. geography

c. lithography

d. psychographics

(a; Moderate; p. 37)  {AACSB: reflective thinking}

20. Which of the following social science fields would most likely be associated with macro consumer behavior through a social focus?

a. experimental psychology

b. clinical psychology

c. developmental psychology

d. cultural anthropology

(d; Hard; p. 37)  {AACSB: multicultural and diversity}

21. Another term positivism often used in consumer behavior research is ________.

a. paganism

b. pluralism

c. modernism

d. nilism

(c; Moderate; p. 38)  {AACSB: reflective thinking}

22. Arguing that our society emphasizes science and technology too much would be part of the beliefs of a person that practiced ________. 

a. paganism

b. positivism

c. modernism

d. interpretivism

(d; Hard; p. 38)  {AACSB: reflective thinking}

23. The perspective that states human reason is supreme and there is a single, objective truth that can be discovered by science is called ________.

a. fundamentalism

b. interpretivism

c. positivism

d. postmodernism

(c; Hard; p. 38)  {AACSB: reflective thinking}

Application

24. Jenny Rowlins is absolutely exhausted after her shopping trip to pick out a prom dress. This has been one of the most stressful shopping trips she has ever been on. Jenny has just faced a series of issues from a consumer's perspective. Which of the following issues' categories would most accurately describe the context in which Jenny's stressful decision took place?

a. Pre-purchase issues

b. Purchase issues

c. Post-purchase issues

d. Economic issues

(b; Moderate; p. 8 (Fig. 1.1) {AACSB: reflective thinking}

25. A soft drink company decided to produce a cola drink with more caffeine than normal because they believed that this would prevent drinkers from shifting to coffee and tea drinks after they graduated from college. They test-marketed this new product at a midwestern university because they were interested in using ________ as a segmenting strategy.

a. gender

b. family

c. age

d. ethnicity

(c; Moderate; p. 11)  {AACSB: analytic skills}

26. In 2002 Crest introduced Crest Rejuvenating Effects. The toothpaste was sparkly, teal-toned, and tasted like vanilla and cinnamon. Which of the following market segmentation variables did Crest use to construct its introduction strategy for this product?

a. Gender

b. Age

c. Race and ethnicity

d. Social class and income

(a; Moderate; p. 12)  {AACSB: analytic skills}

27. Professor Franklin had a time machine and traveled back to 1975. He told a marketing class that it would become popular to put holes through various parts of students' anatomy and to attach metal plugs and ornaments to the holes. The students laughed at Professor Franklin and said they couldn't imagine that anyone would do that to their own body. What aspect of consumer behavior did the students not understand?

a. They didn't understand the impact of popular culture in influencing consumers.

b. They didn't understand that lifestyle issues are more important than social class issues.

c. They didn't understand the meaning of consumption.

d. They had never heard of a consumed consumer.

(a; Hard; p. 14)  {AACSB: multicultural and diversity}

28. Lucy Chang recently purchased a lovely ceramic bowl that featured a red dragon design. When she thought about her purchase, she found that she really had no justification for buying the bowl other than it reminded her of the bowls her mother used during evening meals when she was a young child in Hong Kong. Which of the following types of relationships with a product would be the best explanation for Lucy's purchase of the dragon bowl?

a. Self-concept attachment

b. Nostalgic attachment

c. Interdependence

d. Cohort attachment

(b; Moderate; p. 16)  {AACSB: multicultural and diversity}

29. Car manufacturers are currently putting cars on the market that are similar to popular cars of the past. The Volkswagen Beetle is an example. The manufacturers have discovered the power of the consumption of meaning. They are primarily concerned with which combination of meaning?

a. Self-concept attachment: nostalgic attachment

b. Self-concept attachment: interdependence

c. Self-concept attachment: love

d. Nostalgic attachment: love

(d; Hard; p. 16)  {AACSB: multicultural and diversity}

30. In a global market, cultural differences exist. Evan does business in South America. He has mastered Spanish and many cultural norms, but he still has problems with cultural differences in ethics. Many of the regulatory officials Evan must deal with still expect bribes. He solves this problem by bringing with him a number of moderately priced watches. When a person admires his watch, he offers it to him as a gift. Later he puts a new watch on his wrist. Evan has encountered a problem in ethics which demonstrates that ________.

a. what is legal and what is ethical may not always be the same 

b. laws regulating business have become uniform because of the demands of a global economy 

c. a small lapse of ethics is acceptable because the watches are relatively cheap compared to the business transacted

d. many small business practice has no impact on global business relationships

(a; Hard; p. 21-22)  {AACSB: multicultural and diversity}

31. When an advertisement for a national shampoo shows a plain woman using the product, then being transformed with a new hairstyle, dressed in elegant clothes, and having the "man of her dreams" appear on her doorstep, this would be an illustration of which of the following criticisms of the marketing system?

a. Advertising and marketing making their functions necessary

b. Promising miracles

c. Creating artificial needs

d. Spending the most creates the most demand

(b; Easy; p. 25)  {AACSB: ethical reasoning}

32. Morris Davis believes that advertising and marketing have too much impact on a consumer's daily life. To fight this problem, Mr. Davis has just recently initiated a Web site called "Junk It!" His Web site invites disgruntled consumers to communicate with him about marketing invasions of their privacy and individual space. Mr. Davis believes that change comes slowly but that consumers must fight to preserve their culture and freedom from marketers and advertisers. Which of the following terms best expresses the actions being taken by Mr. Davis to disrupt what he perceives as inappropriate marketing and advertising actions?

a. Marketing myopia

b. Cultural symbolism

c. Cultural jamming

d. Blackmailing spammers

(c; Hard; p. 25)  {AACSB: ethical reasoning}

33. Javier is an expert in product liability and works for a large company. Recently the quality of one of the company's products declined because of some redesign problems. He met with the product manager and suggested, based on the Pure Food and Drug Act of 1906, the Fair Packaging and Labeling Act of 1966 and the Nutrition Labeling and Education Act of 1990, that certain changes be made immediately in their product. Based on this information, what was the problem that Javier wanted corrected?

a. The product was considered to be unsafe under extreme conditions.

b. Some ingredients were contaminated or mixed in the wrong proportions.

c. The pricing of the altered product was considered to be monopolistic. 

d. The product was considered to be unsafe under normal operating conditions.

(b; Hard; p. 26 [Table 1.1])  {AACSB: ethical reasoning}

34. Terri Simmons wanted to write a paper in consumer behavior about the origins of "green marketing" with respect to pesticides.  What should be one of her first sources?

a. The Jungle by Upton Sinclair

b. Social Communication by Lance Packard

c. Unsafe at any Speed by Ralph Nader

d. Silent Spring by Rachel Carson

(d; Hard; p. 27)  {AACSB: ethical reasoning}

35. When asked, a buyer confesses, "I seem possessed when I go into a store. I don't care what I buy. I love the attention I receive while I am buying. Buying makes me feel important." This form of behavior would be an example of which of the following?

a. Advertising-related behavior

b. Consumer manipulation

c. Compulsive consumption

d. Addictive credit card use

(c; Easy; p. 32)  {AACSB: communications}

36. Harold was born into a poor family at the turn of the century. He was naturally aggressive and found that he didn't avoid a fight if it came his way. His brother told him that he should become a prizefighter. "That is the only way you will ever get out of this ghetto," his older brother said. Harold became a boxing champion and was able to move his entire family into a better neighborhood and send his baby sister to a good school. Even though Harold was successful, he would still be classified as a(n) ________.

a. addictive consumer

b. member of a poor income marketing segment

c. consumed consumer

d. pastiched deviant

(c; Hard; p. 32)  {AACSB: ethical reasoning}

37. When members of the clergy, in areas that are heavily populated by minorities, organize rallies to protest the proliferation of cigarette and alcohol advertising in their neighborhoods, they are participating in a practice called ________.

a. cultural resistance

b. anticonsumption practices

c. environmental monitoring

d. social responsibility monitoring

e. social responsibility activism

(b; Moderate; p. 35-36)  {AACSB: multicultural and diversity}

38. Into what academic discipline would a researcher go if she wanted to study how consumer preferences spread throughout a social group?

a. experimental psychology

b. social psychology

c. history

d. sociology

(d; Moderate; p. 37 [Table 1.2])  {AACSB: reflective thinking}

39. If a student is following a philosophy based on the assumption that “human reason is supreme”, the student is most likely engaged in studying ________. 

a. positivism

b. a paradigm

c. interpretivism

d. virtual reasoning

(a; Moderate: p. 38)  {AACSB: analytical skills}

40. If a consumer was more socially constructed with respect to her view of the nature of reality, a good characterization of her approach would be to say she was ________ in nature.  

a. positivist

b. a pragmatic

c. an interpretivist

d. virtual reasoningist

(c; Moderate: p. 39 [Table 1.3])  {AACSB: analytical skills}

41. Dana said, “George you always see everything as just a question of ‘it’s black or it’s white—no in between’, as you always say.”  George said, “Well, I guess that makes me ________, doesn’t it.”  

a. a positivist

b. a collectivist

c. an interpretivist

d. virtual thinker

(a; Moderate: p. 38)  {AACSB: reflective thinking}

42. If a student wished to follow a perspective of ________ or “mixed images”, the student would rebuke order for a focus on diverse experiences.

a. psychographics

b. parallelism

c. pre-parallelism

d. pastiche

(d; Moderate: p. 39)  {AACSB: reflective thinking}

43. When Wal-Mart tracks the habits of the 100 million customers it has each week and responds with products and services directed toward their needs, it is illustrating a form of marketing known as ________. 

a. differentiated marketing

b. database marketing

c. grocery marketing

d. extended marketing

(b; Moderate: p. 13)  {AACSB: use of IT}

44. Mike loves to drive his red sports car.  As far as Mike is concerned, a great deal of his self-image is wrapped up in that car.  Mike has a relationship with a product that is best described as being ________. 

a. self-concept attachment

b. nostalgic attachment

c. interdependence

d. love

(a; Easy: p. 16)  {AACSB: reflective thinking}

45. Considering the dramatic growth of shopping centers worldwide, toward what country would you point a businessperson that was interested in locating in the largest shopping mall in the world?   

a. United States

b. China

c. Australia

d. Germany

(b; Moderate: p. 17)  {AACSB: multicultural and diversity}

Understanding

46. The growth of the Web has created thousands of online consumption communities.  What is the biggest danger of such communities?

a. the members will receive bad information

b. the members will feel peer pressure to conform purchase behavior 

c. the members will become frustrated in communication efforts 

d. the members have no sense of mission

(b; Hard; p. 6)  {AACSB: communication}

47. The fact that bribery in business is acceptable in some countries but not in others demonstrates that ________.

a. ethics are relative to the situation in which business persons find themselves

b. cultural jamming has been successfully practiced in some countries

c. ethics are incompatible with social marketing

d. practices can be unethical without being illegal

(d; Moderate; p. 22)  {AACSB: ethical reasoning}

48. Social critics have maintained that marketing leads people to buy products they do not want and do not need. However, the failure rate of new products that are heavily marketed is reportedly as high as 80 percent. How can these two seemingly opposite views of marketing be reconciled?

a. the social critics are simply wrong. People are not influenced by marketing

b. consumers are highly influenced by marketing, but some products simply fail anyway

c. marketing does have an influence on consumers, but marketers simply do not know enough about people to manipulate them any way they please

d. purchase is a function of marketing, but business failure is unrelated to marketing

(c; Hard; pp. 22–23)  {AACSB: ethical reasoning}

49. Although the professional life of many boxers is relatively short, they suffer head injuries that will affect them the rest of their lives. The monetary reward can be great if the boxer is successful, and many young people from poor backgrounds willingly go into the profession believing this to be one of the few areas in which they may succeed. This is a classical case of what marketers call ________.

a. consumer terrorism

b. an unethical response to created demand

c. consumed consumers

d. anticonsumption 

(c; Moderate; p. 32)  {AACSB: ethical reasoning}

50. Several sponsors sent out mass emails that announced Buy Nothing Day and TV Turnoff Week.  Media might describe the sponsors and those interested in such events as participating in a new form of cultural protest called ________.  

a. cultural terrorism

b. cultural neutralization 

c. cultural consistency

d. cultural jamming

(d; Hard; p. 25)

True/False

Fact

51. Demographics refer to the aspects of a person’s lifestyle and personality.

(False; Easy; p. 6)  {AACSB: multicultural and diversity}

52. According to the definition of consumer behavior, how a consumer disposes of an idea and accepts another is not part of consumer behavior.

(False; Easy; p. 7)  {AACSB: reflective thinking}

53. If a transaction occurs between two or more organizations or people who give and receive something of value, an exchange has taken place.

(True; Easy; p. 8)  {AACSB: reflective thinking}

54. One of the most common variables used to segment customers is whether a consumer is a heavy user of the product.

(True; Moderate; p. 9)  {AACSB: analytical skills}

55. Demographics are statistics that measure observable aspects of the population.

(True; Easy; p. 10)  {AACSB: analytical skills}

56. Consumers can have very different lifestyles, even if they share other characteristics such as social class and age.

(True; Easy; p.12)  {AACSB: reflective thinking}

57. With respect to relationships with products, "nostalgic attachment" occurs if the product is part of the user's daily routine.

(False; Easy; p. 16)  {AACSB: reflective thinking}

58. Ethics are universal in that ethical business practices in one country are the same as in other nations.

(False; Moderate; p. 21)  {AACSB: multicultural and diversity}

59. A radical group has threatened to inject "mad cow" contaminated feed into several herds of Texas and Kansas cattle. Such a threat could be called bioterrorism.

(True; Easy; p. 30)  {AACSB: ethical reasoning}

60. If a consumer believed that science could fix or find a cure for anything, he or she would be following interpretivism.

(False; Hard; p. 38)  {AACSB: reflective thinking}

Application

61. Bill was wondering why people who engage in certain activities always seem to have the correct "uniform." Cyclists have their spandex and helmets; fly fishermen have vests and floppy hats. Bill's friend said it was just a matter of convenience and safety, but Bill believed it was explained better by role theory. Role theory is the view that much of a consumer's behavior, including the clothes he or she decides to wear, is a result of the character a person decides to play.

(True; Moderate; p. 7)   {AACSB: analytic skills}

62. In the fast-food industry, the heavy user accounts for only one of five customers but for about 60 percent of all visits to fast-food restaurants.  

(True; Easy; p. 9)  {AACSB: analytic skills}

63. Sam Wilkes is a researcher for the National Board of Labor Statistics. If he were to obtain data about a person's family and marital status, Wilkes would be obtaining information about family structure.

(True; Easy; p. 12)  {AACSB: analytic skills}

64. Wal-Mart has opened the year with a new campaign to sell lawn furniture. The campaign emphasizes how lawn furniture has been used over the decades in movies and books, by celebrities, and as essential ingredients to home entertainment. Such an appeal is focusing on popular culture of the American consumer.

(True; Moderate; p. 14)  {AACSB: reflective thinking}

65. It is important for marketers to remember that consumers buy products not for what they mean, but for what the product does.

(False; Easy; p. 14)  {AACSB: reflective thinking}

66. Christina Chiang has decided to order a week's worth of groceries from HomeGrocer.com. She places her order and is pleasantly surprised when she receives her order at her doorstep six hours after the order was placed. This transaction would be a good example of the exchange that takes place in a "virtual brand community."

(False; Hard; p. 18)  {AACSB: reflective thinking}

67. An activist group would be engaging in cultural jamming if they promoted their cause at all opportunities.

(False; Easy; p. 25)  {AACSB: ethical reasoning}

68. Arthur was a good mechanic and finally opened his own repair shop. He wanted to be seen as a responsible merchant so he installed the latest waste disposal systems for oil and anti-freeze storage and disposal. He promoted them extensively before opening. Arthur was engaging in green marketing.

(True; Moderate; p. 28)  {AACSB: ethical reasoning}

69. A good illustration of consumer addiction is going to shopping malls regularly.

(False; Moderate; p. 31)  {AACSB: reflective thinking}

70. Link James is arguing with his friend Ali. Link is arguing that one of the reasons the country is in sorry shape is that there is too much emphasis on science and technology in our society; this ordered, rational view of behavior denies the complex social and cultural world in which we live. Whether he realizes it or not, Link is presenting an "interpretivism" or "postmodernism" view to his friend.

(True; Hard; p. 38)  {AACSB: reflective thinking}

Understanding

71. Social class is not considered a demographic because it is not a directly observable aspect of the population.

(True; Moderate; pp. 6–7)  {AACSB: reflective thinking}

72. Engaging in "the wave" during a large athletic event demonstrates a person's willingness and desire to participate in group experiences and to demonstrate support for the team. This is a prime example of interdependence attachment.

(False; Hard; p. 16)  {AACSB: reflective thinking}

73. With respect to the practice of bribery, Russian and Chinese companies are at the top of the list. 

(True; Hard; p. 22) {AACSB: ethical reasoning}

74. Some critics of marketing have stated that consumers are manipulated into buying products they really don't need and won't even consider buying if it were not for marketing pressure. However, it appears more accurate to see marketers and consumers in a complicated two-way relationship in which each is influenced by the other.

(True; Moderate; pp. 22-23)  {AACSB: ethical reasoning}

75. Since 40 to 80 percent of all new products fail, it is obvious that advertisers simply do not know enough about people to manipulate them.

(True; Moderate; p. 25)  {AACSB: analytical skills}

Essay

Fact

76. According to the text, there are different issues that arise in the consumption process depending on whether a consumer's or a marketer's perspective is followed. Using either the pre-purchase or purchase issue category, cite the questions that might be asked from both the consumer's and marketer's perspective. The questions must be specific.

Answer:

Pre-purchase issue phase:

i. Consumer's perspective—How does a consumer decide that he or she needs a product? What are the best sources of information to learn more about alternative choices?

ii. Marketer's perspectives—How are attitudes toward products formed and/or changed? What cues do consumers use to infer which products are superior to others?

Purchase issue phase:

iii. Consumer's perspective—Is acquiring a product a stressful or pleasant experience?  What does the purchase say about the consumer?

iv. Marketer's perspectives—How do situational factors, such as time pressure or store displays, affect the consumer's purchase decision?

(Moderate; p. 8 (Fig, 1.1))  {AACSB: reflective thinking}

77. How does the marketer's perspective differ from the consumer's perspective when looking at pre-purchase issues?

Answer: 

The marketer is interested in knowing how consumer attitudes toward products are formed, and how a customer differentiates between one product and another. The consumer is interested in sources of information and needs differentiation.

(Moderate; p. 8 (Fig. 1.1))  {AACSB: reflective thinking}

78. What is relationship marketing? How might relationship marketing be used by marketers to become "closer" to consumers?

Answer: 

Marketers are carefully defining customer segments and listening to people in their markets as never before. Many of them have realized that a key to success is building relationships between brands and customers that will last a lifetime. Marketers who believe in this philosophy, called relationship marketing, are making an effort to interact with customers on a regular basis and giving them reasons to maintain a bond with the company over time. The Internet has become a great tool for building relationships with consumers.

(Easy; p. 13)  {AACSB: communication}

79. What is database marketing?

Answer: 

Database marketing involves tracking consumers' buying habits very closely and crafting products and messages tailored precisely to people's wants and needs based on this information.

(Moderate; p. 13)  {AACSB: Use of IT}

80. List and briefly characterize four types of relationships a person might have with a product.  Be specific.

Answer: 

The four types of relationships are: a) self-concept attachment—the product helps to establish the user’s identity; b) nostalgic attachment—the product serves as a link with a past self; c) interdependence—the product is a part of the user’s daily routine; and, d) love—the product elicits emotional bonds of warmth, passion, or other strong emotion. 

(Moderate; p. 16)  {AACSB: reflective thinking}

Application

81. Define demographics. Next, using information you have learned from the text about the demographics of consumers, identify three marketing opportunities that match demographic trends. Justify your opportunities with specifics from your demographic appraisal.
Answer:

Demographics are statistics that measure observable aspects of a population, such as birth rate, age distribution, and income.  To answer the second portion of this question, the student should use facts from the chapter, especially from the demographic dimensions listed in the chapter (age, gender, family structure, social class and income, race and ethnicity, lifestyle, and geography). The instructor may give additional instructions with this question (such as providing the student with a photocopy of a table or other pertinent data). The opportunities may be in new markets that might be emerging or new products that might be sold to new or existing markets. It would probably be best to give specifics here so there will be consistency in the answers among students. All students should be judged on their creativity and their use of factual data to support their answers. Be sure to allow enough time for this question or give it as a take-home question.

(Hard; p. 6)  {AACSB: multicultural and diversity}

82. Describe a virtual brand community. Create an example that demonstrates the concept.

Answer: 

One of the examples used in the text is The Hollywood Stock Exchange, where a simulated entertainment stock market is found. Traders try to predict the four-week box office take from films. Major studios and actors cannot afford to ignore this customer community when making their "real" development and marketing decisions. Student examples should reveal how their proposed virtual brand community interacts, who the members might be, and what makes the interaction among customers special. This extension of the chat room is a special research opportunity for the marketer and consumer behavior specialist. The instructor can provide more structure to this question by designating the type of virtual brand community, such as one for cars, motorcycles, Beanie Babies, software, et cetera.

(Moderate; pp. 18-19)  {AACSB: Use of IT}

83. Considering the information presented in the text, take a position—do marketers manipulate consumers? Support your position by addressing the three questions asked by the text in its discussion of marketing’s ability to manipulate consumers.  Be specific in your statements supporting your position.

Answer:

The text deals with this issue by addressing three question areas. Students should explore each of these questions (and the associated text responses) to formulate their positions.

i. Question #1—Do marketers create artificial needs? Notice the text response addresses exactly what needs are. The role of the marketer is to address awareness that needs exist and not to create them.

ii. Question #2—Are advertising and marketing necessary? Evidence is presented that social critics doubt the necessity of the advertising and marketing function. The text response indicates that, according to the economics of information, advertising plays a vital role in commerce. In fact, most consumers are willing to admit that advertising provides useful information and saves them time and energy in purchasing.

iii. Question #3—Do marketers promise miracles? Many consumers believe they do. However, the text indicates that advertising and marketing offer solutions to problems. Promising miracles only agitates and disappoints consumers and is not a long-term strategy that has any merit.

(Hard; pp. 22-25)  {AACSB: ethical reasoning}

84. Define and provide examples of the following terms: addictive consumption, compulsive consumption, and consumed consumers.

Answer:

i. Addictive consumption—Consumer addiction is a physiological and/or psychological dependency on products or services. Example: Chapstick addict.

ii. Compulsive consumption—Refers to repetitive shopping, often excessive, as an antidote to tension, anxiety, depression, or boredom. Example: gambling.

iii. Consumed consumers—Situations in which consumers themselves become commodities. Example: prostitutes.

(Moderate; pp. 31-34)  {AACSB: reflective thinking}

85. Compare and contrast the paradigms of positivism and interpretivism. Be specific in your comments and explanations.

Answer:

i. Positivism (sometimes called modernism)—Dominant at this point in time, it is a view that has significantly influenced Western art and science since the late 16th century. It emphasizes that human reason is supreme and there is a single, objective truth that can be discovered by science. Positivism encourages us to stress the function of objects, to celebrate technology, and to regard the world as a rational, ordered place with a clearly defined past, present, and future. A goal of positivism is to be able to predict consumer behavior. Some of its critics feel that positivism overemphasizes material well-being and that its logical outlook is dominated by an ideology that stresses the homogeneous views of a culture dominated by white males.

ii. Interpretivism (sometimes referred to as postmodernism)—Proponents of this view argue that there is an overemphasis on science and technology in our society and that this ordered, rational view of consumers denies the complex social and cultural world in which we live. Interpretivists stress the importance of symbolic, subjective experience and the idea that meaning is in the mind of the person. That is, we each construct our own meanings based on our unique and shared cultural experiences; there are no unique right or wrong answers. The value placed on products because they help us to create order in our lives is replaced by an appreciation of consumption as a set of diverse experiences. A goal of interpretivists is to understand consumers and consumer behavior rather than try to predict them.

(Hard; pp. 38-39)  {AACSB: reflective thinking}
Understanding

86. In the early stages of development, consumer behavior was known as buyer behavior. What important aspect of the exchange process does this change in name reflect? 

Answer: 

Buyer behavior reflects an emphasis on the act of purchase, but this exchange is dependent upon a number of pre-purchase and post-purchase perspectives and behaviors. To fully understand why an exchange is made, the decisions and influences before the exchange must be known, and the expectations of what happens after the exchange must be understood. 

(Moderate; p. 8)  {AACSB: reflective thinking}

87. One beer distributor identified a marketing segment as the "campus guzzlers." Explain what demographics could be used to identify this segment and how they interact.

Answer:
i. Age—The potential customer would have to be old enough to drink legally and would still be young enough to attend college. By identifying the interests and lifestyles of this age group, promotions and products could be developed.

ii. Gender—Promotions to males might emphasize sports and physical activities, while promotions to women students might highlight relationships and good times.

iii. Lifestyle—Consumers in this age and gender bracket might reflect a wide variety of lifestyles including physical activity, sexual attraction, and social interactions.

Family structure, social class, income, and race and/or ethnicity might play roles in segmenting to "campus guzzlers," but the age, gender, and lifestyle combined with the selection process inherent in attending colleges or universities would make these relatively unimportant because of the unifying power of the first three demographics. 

(Hard; pp. 11–12)  {AACSB: multicultural and diversity}

88. Before a true global consumer culture can exist consumers must be interconnected.  Explain the concept of U-commerce.  Be specific in your explanation. 

Answer: 

U-commerce is the use of ubiquitous networks that will slowly but surely become part of us, whether in the form of wearable computers or customized advertisements beamed to us on our cell phones.  Many products already carry a plastic RFID tag containing a computer chip and a tiny antenna that lets the chip communicate with a network.  Examples can be found in grocery stores.

Hard; p. 17)  {AACSB: Use of IT}

89. Take a position—business ethics and business law are basically the same thing no matter where in the world you are.  Do you agree or not with this statement.  Explain your position.  

Answer: 

Although it is true that most cultures incorporate their ethical values into laws, laws and ethics are not always the same. Some ethical values are not put into law, and, on occasion, a law may be considered unethical. Although many ethical values are universal, such as prohibitions against dishonest behavior, theft, and murder, some cultural differences may exist from one country to the next. Peoples in different cultures may also recognize the same set of ethics, but put different values to the behavioral expression of these. Consequently, all these combinations could be reflected in local laws, which differ from one country to the next.  

(Moderate; p. 21) {AACSB: ethical reasoning}

90. A critic says that marketing encourages women to hate their own bodies by showing them ideal role models that are impossibly thin. How would you respond by using the "economics of information" perspective?  Be specific in your statements.

Answer: 

Products are designed to meet existing needs. Models are used to show off the products in a way that would appeal to customers. Marketers have learned that thin models are more successful in showing fashions in a way that appeals to potential buyers. It is assumed that the buyers of the fashions look to the models for information about appropriate "looks." These models are generally thinner than the average buyer. The consumer gains information about the appropriate look of fashion and becomes concerned about her weight and size. This concern is reflected back to the marketer, who then responds by introducing new fashions that may be even thinner in appearance. By sharing information back and forth, a cycle of response to response is built between the customer and the marketer.

(Hard; p. 24)  {AACSB: communication}
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