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1) is(are) the i
A is{are) the most basic Cause of a person's wants and behgy;
B) Brand personality Sy
L) Cognitive dissonance

D) Societal factors
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4) Which of the following refi
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B) Usage rates .

C) Gender status

D) Income status

i}} guhji:j:;t: :ht‘ following is NOT considered a source of marketing intelligence?
B) Resellers

C) Key customers

) Accounting department

6) Toyota markets its cars based on the age, gender, and income of its customers. Which of the following
s of market segmentation is evident here?

A) Geographic sr.:gmqma:ic-n

B) Benefit segmentation

() Occasion segmentation

D) Demogra phic segmentation

7) What is the first step in the marketing research process?
relopi marketing information system
ey m and research objectives

E.:} D{‘.'ﬁl‘;iﬂﬂg r:l;fi:i:;amh plan for eollecting information
C) Develop the research plan

D) Imp!cmcnﬂﬂﬂ
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1- e ‘5"'-i:a1]r1‘-'1""':'rﬂ thé mast common instrument, whether administered in person, by telephone, or online
F & __are people within a reference group who, because of special skills, knowledge,
persanality, or other characteristics, exert influence on others
3. The objective of research is (o describe things such as the market potential of product, o
the demographics and attitudes of consumers
4 The stage which the consumer become aware of the new product, but lacks information about it ie

B A divides a market Inta different income Broups,

0= In decidingwhich ' ' difference to promote, buyers can afford to pay for the difference
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Choose 2 questions only from th
’ 1-Whatis the buyer decision process?
_2-1What are the target mark el
E" What are the steps of marketing information System tMi-‘ﬂ_- arketing strategy?
(4~ What are the four major steps in designing d customer-driven marketis g )

¢ following to answer:

eting strategies?
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gy ___lsaperson's pattern of livi

qctivities, interests, and ﬂpﬁmnn;‘ of ll'l.]l]g as expressed i his k. |

A) Personality Psychographics, including his o her
i) Culture

() Lifestyle

D) Motive

0) Maslow's i
L},jgﬁmﬁr s theory is that —canbearranged in a hierarchy,
B) Beliefs and attitudes
) Perceptions
DY Human needs

11} What is the purpose of a data warehouse?

A) To organize internal and external data by relevance
B) To gather and integrate information a company has.
C) To interpret data

D) To analyze data

12) For primar;f data to be useful to marketers, it must be relevant, current, unbiased,and .
A) Complete

B) Accurate

C) Inexpensive

IJ?} Collected before secondary data
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13) People cannot focus on el 0 e is exposed is called _ e

most of the information 10 which he or st
A) Selective I.'l.".*lEl'IT.iFI-I:'I

B) Selective distortion

C) Selective attitude
(D) Selective attention
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;jl}c-ﬁ to cover the higher cosls.

A) More for the same
B) More for less

C) Same for less

D) More for more




