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1. What is a characteristic of a product operating under a
positive cross-elasticity coefficient?

A. It is complementary to another product
B. It substitutes another product

C. It has an inelastic demand

D. It is a luxury item

2. In multi-channel distribution, which is a common
distribution path?

A. Manufacturer - retailer — distributor

B. Manufacturer - factory outlet - customer
C. Manufacturer - consumer - wholesaler
D. Distributor - retailer - manufacturer

3. Break-even pricing is primarily used to determine what?
A. The maximum price customers are willing to pay
B. The minimum price to cover total costs
C. The optimal price for profit maximization
D. The price comparison with competitors

4. What is a challenge in direct investment compared to
exporting?
A. Faster market access
B. Higher financial commitment required
C. Lower risk exposure
D. Limited control over operations

5. Which in-store marketing technique aims to reduce
consumer perceived risk when purchasing a product?

A. Price discounts

B. Demonstrations and sampling
C. Advertising placements

D. Membership programs
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6. What is reintermediation in the context of business
processes?

A. Elimination of existing players in the value chain
B. Steps are added to the value chain by new players
C. Reduction of costs through efficiency

D. Absorption of competitors into larger entities

7. What do coupons represent in sales promotion?
A. Entry into a contest for a prize
B. A price discount on specific items
C. Exclusive access to new products
D. Free services provided at checkout

8. In the context of licensing, what is a significant benefit for
a company?

A. High level of control over product design
B. Strong long-term profit potential

C. Low risk and fast revenue generation

D. Complete independence from local firms

9. Which factors contribute to buyer determinants of price
sensitivity?

A. Easy product substitutions

B. Costs generated by the user
C. Brand loyalty and prestige

D. Complex purchasing decisions

10. What is largely emphasized in customer expectations
during the purchasing journey?

A. Brand visibility
B. Product familiarity only

C. Where customers expect to find the product
D. Pricing only
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Explanations
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1. What is a characteristic of a product operating under a
positive cross-elasticity coefficient?

A. It is complementary to another product
B. It substitutes another product

C. It has an inelastic demand
D. It is a luxury item

A product with a positive cross-elasticity coefficient is characterized by being a substitute
for another product. This means that when the price of one product increases, the
demand for the substitute product also increases. For example, if the price of product A
rises, consumers may turn to product B as a viable alternative, leading to increased sales
of product B. This relationship indicates that the two products can be used
interchangeably to some extent, which is the essence of positive cross-elasticity. In
contrast, complementary products would exhibit a negative cross-elasticity, as their
demand moves in opposite directions; when the price of one goes up, the demand for the
other declines. Products classified as inelastic have a cross-elasticity of zero, indicating
that their demand does not change significantly with price changes of other goods.
Lastly, while luxury items might experience unique demand characteristics, the
designation of being a luxury does not inherently relate to the concept of cross-elasticity,
as it does not determine the substitution relationship with other products.

2. In multi-channel distribution, which is a common
distribution path?

A. Manufacturer - retailer - distributor
B. Manufacturer - factory outlet » customer

C. Manufacturer -» consumer - wholesaler
D. Distributor - retailer - manufacturer

In multi-channel distribution, the correct answer highlights a distribution path where
products can move from the manufacturer directly to a factory outlet, and then to the
customer. This path is characteristic of multi-channel distribution systems, where
manufacturers utilize various types of outlets to reach consumers effectively. Factory
outlets serve as an important retail channel that helps manufacturers sell surplus or
out-of-season products directly to consumers, often at discounted prices. This approach
not only diversifies the sales channels available to a manufacturer but also allows
consumers to access products in various ways, adapting to different shopping
preferences and increasing overall reach in the marketplace. The other distribution
paths mentioned do not align as closely with the concept of multi-channel distribution.
For instance, the movement from manufacturer to retailer to distributor is a traditional
path that does not capture the essence of accessing various consumer channels directly.
Similarly, the transition from manufacturer to consumer to wholesaler doesn’t usually
occur in a multi-channel context where different sales outlets are utilized to optimize
convenience for the final customer. Lastly, the pathway starting from distributor to
retailer to manufacturer reverses the flow of the typical supply chain and does not
represent multi-channel distribution effectively. The emphasis in multi-channel
strategies is on the direct engagement of multiple sales outlets to maximize customer
accessibility.
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3. Break-even pricing is primarily used to determine what?
A. The maximum price customers are willing to pay
B. The minimum price to cover total costs
C. The optimal price for profit maximization
D. The price comparison with competitors

Break-even pricing is focused on identifying the minimum price at which a product or
service must be sold to cover its total costs, which includes both fixed and variable costs.
This calculation helps businesses understand the sales volume required to avoid losses.
When the total revenue equals total costs, the business breaks even, meaning it has not
made a profit but has also not incurred a loss. This approach is crucial for companies as
it aids in setting pricing strategies, helps in financial planning, and serves as a tool for
evaluating whether a launch of a new product or service is viable. Thus, by determining
the minimum required price, businesses can ensure that they set a solid foundation

before considering other pricing strategies aimed at profit maximization or market
competitiveness.

4. What is a challenge in direct investment compared to
exporting?

A. Faster market access

B. Higher financial commitment required
C. Lower risk exposure

D. Limited control over operations

In the context of international business strategies, direct investment refers to a situation
where a company invests directly in facilities to produce or market a product in a foreign
country. This process typically involves a greater financial commitment compared to
exporting, which often requires less upfront investment. When a company chooses to
export, it leverages existing domestic facilities for production and utilizes third-party
logistics for distribution, minimizing financial outlay. However, direct investment
necessitates considerable capital to establish infrastructure, such as factories, offices, or
retail outlets overseas. This commitment includes not just the initial costs of
construction or acquisition but also ongoing expenses related to operations,
management, and compliance with local regulations. The higher financial commitment
in direct investment translates to an increased level of risk since the company is
investing substantial resources in a foreign market, which may carry uncertainties such
as currency fluctuations, political instability, or changes in market demand. Therefore,
while direct investment can ultimately lead to greater control and potential for higher
rewards, it inherently poses a significant financial challenge when compared to the
relatively lower financial barrier of exporting.
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5. Which in-store marketing technique aims to reduce
consumer perceived risk when purchasing a product?

A. Price discounts

B. Demonstrations and sampling
C. Advertising placements

D. Membership programs

Demonstrations and sampling serve as an effective in-store marketing technique that
helps to reduce consumer perceived risk when purchasing a product. By allowing
consumers to experience a product firsthand before making a purchase, these techniques
provide tangible evidence of the product's quality and effectiveness. This hands-on
interaction builds consumer confidence, as potential buyers can assess the product's
features, benefits, and suitability for their needs. For instance, if a customer is unsure
about the taste or usability of a new food product, being able to sample it alleviates
concerns and enables an informed buying decision. In addition, product demonstrations
can showcase the correct usage of a product, further minimizing the risk of
dissatisfaction after purchase. Overall, this direct engagement fosters trust and
encourages sales by making the consumer feel more secure in their purchase decision.

6. What is reintermediation in the context of business
processes?

A. Elimination of existing players in the value chain

B. Steps are added to the value chain by new players
C. Reduction of costs through efficiency

D. Absorption of competitors into larger entities

Reintermediation refers to the process where new players enter the existing value chain
and add steps or layers, thereby altering the way products or services are delivered to
consumers. This often occurs in response to technological advancements or shifts in
consumer behavior, which can create opportunities for new intermediaries. In a business
context, these new players can provide additional services or enhance the customer
experience by bridging gaps that current players in the value chain may not address. For
example, with the rise of e-commerce, new intermediaries such as online marketplaces
have emerged, which were not part of traditional retail channels. This added layer can
facilitate better distribution, provide additional information, or offer value-added
services that enhance the overall process for both buyers and sellers. While other
options mention concepts like elimination of players, reducing costs, or absorption of
competitors, these do not accurately capture the essence of reintermediation, which
specifically involves the introduction of new actors who expand the flow of goods and
services within the value chain, thereby reshaping existing processes rather than just
eliminating components or consolidating entities.
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7. What do coupons represent in sales promotion?
A. Entry into a contest for a prize
B. A price discount on specific items

C. Exclusive access to new products
D. Free services provided at checkout

Coupons represent a price discount on specific items, which is a direct financial incentive
designed to encourage consumers to make a purchase. By offering coupons, businesses
effectively reduce the price of a product, making it more appealing to potential buyers.
This promotional tool can help stimulate sales, increase customer traffic, and enhance
brand loyalty by offering consumers immediate savings on their purchases. The allure of
coupons lies in their ability to motivate shoppers to choose a particular product over
others, as the perceived value increases when consumers feel they are getting a better
deal. Additionally, coupons can be strategically used to clear inventory, introduce new
products, or target specific market segments, thus reinforcing their role in sales
promotions. In contrast, options like contests, exclusive access, or free services do not
directly provide price reductions on products, which is the core function of coupons in a
sales promotion framework.

8. In the context of licensing, what is a significant benefit for
a company?

A. High level of control over product design
B. Strong long-term profit potential
C. Low risk and fast revenue generation

D. Complete independence from local firms

In the context of licensing, a significant benefit for a company is the low risk and fast
revenue generation associated with this strategy. Licensing allows a company to grant
permission to another entity to use its intellectual property, such as patents, trademarks,
or technology, without the need for substantial investment in manufacturing or
marketing. This arrangement minimizes financial risk because the company does not
have to directly invest in the production processes or market entry, which can often be
costly and fraught with uncertainty. Furthermore, revenue can be generated quickly
through licensing agreements, as licensees typically start generating sales almost
immediately, leading to a steady stream of royalty payments to the licensor. This model
can provide companies with a quicker return on investment compared to starting new
ventures from scratch or entering new markets independently. The other aspects of
licensing, such as maintaining complete control over product design or achieving strong,
long-term profit potential, do not capture the essence of the immediate and lower-risk
nature of revenue generation that licensing offers. Additionally, the notion of complete
independence from local firms can be misleading, as licensing often involves
collaboration with local partners, which can facilitate market entry but does not equate
to total independence. Thus, the primary advantage lies in the combination of reduced
risks and rapid revenue potential.
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9. Which factors contribute to buyer determinants of price
sensitivity?

A. Easy product substitutions
B. Costs generated by the user

C. Brand loyalty and prestige
D. Complex purchasing decisions

In understanding buyer determinants of price sensitivity, the correct choice highlights
the significance of costs generated by the user. When customers incur additional costs
from using a product—such as maintenance, operation, or replacement costs—these
factors influence their perception of the product's overall value and, consequently, their
willingness to pay. If the user perceives high ongoing costs associated with a product,
they may be more sensitive to its price. This sensitivity reflects a concern for total
ownership costs rather than just the initial purchase price, making them more aware of
how price changes can impact their overall expenses. In contrast, other factors also play
a role but do not emphasize the buyer's sensitivity to pricing in the same way. For
instance, easy product substitutions can affect buyers' willingness to switch products, but
it doesn't directly tie into their sensitivity to price. Brand loyalty and prestige might lead
consumers to overlook price increases due to their attachment to a brand, indicating less
price sensitivity. Lastly, complex purchasing decisions can lead to more extensive
evaluation processes, but they don't inherently relate to how sensitive a buyer is to price
changes; rather, they show how information can influence decision-making.

10. What is largely emphasized in customer expectations
during the purchasing journey?

A. Brand visibility
B. Product familiarity only
C. Where customers expect to find the product

D. Pricing only

Customer expectations during the purchasing journey are significantly influenced by
where customers expect to find the product. This aspect encompasses various elements
including the accessibility of the product, the convenience of the purchasing platform,
and the customer’s prior experiences with the retail location, whether physical or online.
When customers are on their purchasing journey, they often have specific channels in
mind where they anticipate discovering products, such as particular online marketplaces,
brand websites, or local stores. Meeting these expectations is crucial for ensuring a
positive shopping experience and ultimately influencing the customer's decision to make
a purchase. While elements like brand visibility, product familiarity, and pricing are
indeed important aspects of marketing strategy, they do not directly address the specific
location or platform where the customer expects to engage with the product.
Understanding this helps businesses create a seamless shopping experience that aligns
with consumer behaviors and preferences. Furthermore, recognizing where customers
prefer to shop can lead to better targeting and communication strategies, enhancing
overall customer satisfaction.
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