MKTG 3310 Spring 2012

Performance on 30 Key Marketing Concepts

Comprehensive Final Exam

Marketing 3e (Grewal/Levy)

	#
	Ch
	Score
	Concept

	
	
	
	Overview

	1
	1
	75%
	Definition of Marketing; the Marketing Concept

	2
	1
	75%
	Ability to name the 4 P’s as the scope of marketing activity

	
	
	
	Strategic Planning

	3
	2
	84%
	The strategic marketing planning process: Steps involved/ 

	4
	2
	88%
	SWOT analysis

	5
	2
	95%
	Growth Matrix: Penetration, market dev, product dev, diversification

	
	
	
	Ethics

	6
	3
	88%
	Framework for ethical decision-making

	
	
	
	Consumer Behavior

	7
	5
	78%
	Consumer decision-making process overview

	8
	
	97%
	Types of goods/services: specialty. shopping convenience 

	
	5
	83%
	Role of Involvement (video)

	
	
	
	Globalization

	9
	7
	63%
	Differences between domestic and global strategies

	10
	7
	92%
	Options firms have in entering an international market

	
	
	
	Segmentation, Targeting and Positioning

	11
	8
	75%
	Reasons for segmentation (video)

	12
	8
	93%
	Identify bases of segmentation

	13
	8
	77%
	Steps in segmentation process

	14
	8
	91%
	Reasons for selecting target markets

	15
	8
	90%
	Positioning

	
	
	
	Marketing Information Systems/Market Research

	16
	9
	80%
	Basic overview of market research and information systems and the need for them (video)

	17
	9
	85%
	Steps in the market research process

	
	9
	96%
	Primary vs. Secondary Data

	
	
	
	Products and Brands, Product Strategy, Services

	18
	9
	86%
	Concepts of mix, lines and items, width, depth (video)

	19
	9
	96%
	Role and value of brands, branding strategies

	20
	10
	75%
	Innovation/diffusion (video)

	21
	10
	85%
	Product Life Cycle theory (video)

	22
	11
	89%
	Key differentiators of products and services/ characteristics of services (4 I's) (video)

	
	
	
	Pricing

	23
	12
	80%
	Role of 5 C’s in pricing

	24
	12
	83%
	3 fundamental pricing strategies: skimming, status quo, penetration (video)

	25
	12
	74%
	Price elasticity of demand (video)

	
	
	
	Distribution

	
	
	81%
	Define Supply chain

	
	
	93%
	How supply chain partners add value

	26
	15
	69%
	Distribution intensity: intensive selective exclusive (video)

	27
	15
	69%
	Definition of retailing vs. wholesaling/ Types of retailers (video)

	
	
	
	Promotion

	28
	17
	77%
	Why IMC is important/ 4 elements of IMC

	29
	18
	95%
	Overview of the communication process

	30
	19
	72%
84%
	Personal selling process / How the personal selling process adds value


