Chapter #7

MATCHING
	a.
	exporting
	h.
	franchise

	b.
	importing
	i.
	foreign licensing

	c.
	infrastructure
	j.
	multinational corporation

	d.
	exchange rate
	k.
	global marketing strategy

	e.
	tariff
	l.
	multidomestic marketing strategy

	f.
	import quota
	m.
	countertrade

	g.
	dumping



1.
__________ is a form of exporting whereby goods and services are bartered rather than sold for cash.

2.
__________ is marketing domestically produced products in other countries.

3.
Standardized marketing mix with minimal modifications that a firm uses in all of its domestic and foreign markets is a(n) _____________.

4.
__________ is purchasing foreign products and raw materials.

5.
A(n) ________ is an application of market segmentation to foreign markets by tailoring the firm’s marketing mix to match specific target markets in each nation.

6.
Nation’s basic system of transportation networks, communications systems and energy facilities is its ____________.

7.
A firm with significant marketing activities outside its own country is a(n) ___________.

8.
A(n) __________ is the price of one nation’s currency in terms of another nation’s currency.

9.
An agreement that grants foreign marketers the right to distribute a firm’s products in a specified geographic area is called a(n) __________ agreement.

10.
A tax on an imported good is a(n) ________.

11.
An agreement in which a wholesaler or retailer agrees to meet the operational requirements of a manufacturer is called a(n) _______ agreement.

12.
A(n) __________ is a trade restriction that limits the number of goods that can enter a country for resale.

13.
The practice of selling a product in another country at below cost is called ___________.
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Chapter #8

MATCHING
	a.
	marketing research
	j.
	marketing decision support system

	b.
	exploratory research
	k.
	sales forecast

	c.
	secondary data
	l.
	jury of executive opinion

	d.
	primary data
	m.
	Delphi technique

	e.
	sampling
	n.
	sales force composite

	f.
	probability sample
	o.
	trend analysis

	g.
	nonprobability sample
	p.
	exponential smoothing

	h.
	interpretative research
	q.
	marketing information system

	i.
	focus group
	r.
	data mining



1.
__________ is the process of searching through databases to detect patterns.

2.
____________ is the process of collecting and using information for marketing decision making.

3.
A(n) is a planned, computer based system designed to provide a continuous flow of information.

4.
The process of discussing a marketing problem with informed sources is ___________.

5.
An estimate of future sales based on a statistical analysis of historical sales patterns is called __________.

6.
__________ is previously published information.

7.
__________ assigns weights to historical sales data, giving the greatest weight to the most recent data.

8.
Information collected specifically for the investigation at hand is _________.

9.
___________ is a technique that is based on the combined sales estimates of the firm’s sales force.

10.
___________ is the process of selecting survey respondents or research participants.

11.
A technique that gathers and redistributes several rounds of anonymous forecasts until participants reach a consensus is a(n) __________.

12.
A(n) ________ gives every member of the population a chance of being selected.

13.
A(n) ________ in one that involves personal judgment somewhere in the selection process.

14.
A(n) asseses the sales expectations of various managers.

15.
Observational method in which customers are observed in their natural setting is called __________.

16.
A(n) ________ is an estimate of company revenue for a specified future period.

17.
Simultaneous personal inverview of a small group of individuals is a(n) _______.

18.
A(n)_________ links a decision maker with relevant databases and decision tools.
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MATCHING
	a.
	target market
	f.
	concentrated marketing

	b.
	market segmentation
	g.
	micro marketing

	c.
	cohort effect
	h.
	positioning map

	d.
	undifferentiated marketing
	i.
	positioning

	e.
	differentiated marketing
	j.
	repositioning



1.
A _________ is the group of people to whom a firm directs its marketing efforts.

2.
__________ changes the point of a product within a market.

3.
The division of a market into smaller groups is called _________.

4.
__________ places a product at a certain point within a market.

5.
The _________ is the tendency of members of a generation to be influenced by significant events that occurred during their formative years.

6.
A __________ creates a graphical illustration of consumers’ perceptions of competing products.

7.
___________ is a strategy that focuses on producing a single product and marketing it to all customers.

8.
________ targets potential customers at very narrow, basic levels.

9.
___________ focuses on producing several products and using different marketing mixes designed to satisfy smaller segments.

10.
Focusing marketing efforts to satisfy a single market segment is _________.
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