International Marketing - Pretest
Multiple Choice Questions:
1. Global marketing is when _____________.
a. Marketing managers use a global plan to effectively market their goods and services on an international basis.
b. Marketing managers use a domestic plan to market internationally.
c. Products are sold internationally.
d. Marketing managers use a domestic plan to market with domestic borders.
2. What is one of the big reasons why companies are looking to international growth and global marketing?
a. Slower growth in domestic markets.
b. Creates a more competitive marketplace.
c. Technology allows companies to become competitive quickly.
d. All of the above

3. What mode of entry provides a royalty fee to the domestic company for international marketing business?
a. Manufacturing
b. Franchising
c. Licensing
d. Exporting
4. Which is NOT an example of product adaptation?
a. Creating a curry flavor of soda for the Indian market.
b. Offering a different color of makeup for the European market.
c. Changing the fast food sandwich to eel for an Asian market.
d. Changing the name of the Ninja Corporation's bandana to scarf for the overseas market.
5. Which of the following is the factor encouraging product adaptation?
a. Economies of marketing
b. Uniform brand image
c. Economies of scale in production
d. Local competition
6. Advertising, company name, news stories, and promotion activities are a few of the elements that contribute to a companyʹs:
a. brand equity
b. logo development
c. brand image
d. cobranding effort
7. By definition, a brand that emphasizes the group membership and affiliation tends to build _____________.
a. a sensory brand image
b. a social brand image
c. a functional brand image
d. All of the above 

8. Functional brand image will be more effective in countries with_____________.

a. high individualism

b. high uncertainty avoidance
c. low individualism
d. low power distance
9. In which country would a global marketer most likely encounter the need to adapt a print advertisement?
a. The United States
b. Saudi Arabia
c. Russia

d. Japan

10. IKEA provides consumers options for buying parts of furniture or assembled furniture. IKEA is creating which kind of utility?
a. Form utility

b. Time utility
c. Information utility

d. Place utility
11. Which of the following is an appropriate guideline for companies selecting independent distributors in international markets?
a. Maintain control over marketing strategy from day one.
b. Treat local distributors as long-term partners.
c. Look for distributors capable of developing markets.

d. All of the above are appropriate guidelines.
12. Which approach to retail expansion is most appropriate when targeting a country that

management considers both culturally close and easy to enter?
a. Franchise
b. Chain acquisition
c. Foreign direct investment
d. Joint venture
13. Which of following is a factor that drives a company to employ its sales force to sell its products directly EXCEPT?
a. complicated channel structure
b. lengthy intermediary
c. homogeneous consumers

d. maintaining full control over marketing strategy
14. As there are many difficulties for firms that export, why do they choose to compete internationally?
a. Saturated or low growth domestic markets
b. The high cost of production in domestic markets
c. Their customers expect the firm to trade overseas
d. All of the above
15. A key reason for firms with small domestic markets - such as Volvo or Philips - to carry out international marketing is that?
a. Exporting should ensure the firm's survival
b. Exporting will give increased profits via higher prices
c. Exporting will smooth currency fluctuations
d. Exporting will enable the firm to use mass marketing
16. With regards to developing international marketing strategy, one approach is to provide each market with a 'standardized product'. The advantage of this approach to the exporter is that?
a. Goods can be moved easily across frontiers to prevent stock running out
b. Regulations are generally the same from country to country
c. Although culture differs, consumption patterns are broadly similar
d. All of above are advantages

17. Which of the following statements is NOT true about the concept of a customer?
a. A customer and consumer are always the same thing – the  terms are completely interchangeable
b. Customers can be described as clients.
c. A customer doesn’t necessarily consume the product that they have purchased
d. Student can be described as customer of a university
18. Which of the following is the best definition of value?
a. A technical measure of a company's selling price relative to its production costs.
b. A measure of the mark-up charged by companies.
c. The lowest prices available to consumers.
d. The best ratio of benefits to costs available to buyers.
19. In the promotional part of the international marketing mix, Foreign Consumer Culture Positioning refers to?
a. Where the brand is used as a symbol of a given global culture
b. Where the brand is associated with a specific foreign culture
c. Where the brand reflects the local culture's norms and identities
d. Where consumers identify the brand as a sign of membership in a globally cosmopolitan segment
20. Which of the following is an advantage for an organization adopting a centralized approach to international operations?
a. It makes it easier to build relationships with governments
b. It reduces marketing mix confusion
c. Centralization promotes rapid response with markets
d. A centralized approach increases profitability
True/False Questions:

1. Harley - Davidson's motorcycles competitive advantage is based in part on its "Made in the USA" positioning.
2. McDonald's global marketing strategy is based primarily on local marketing mix elements.
3. The Coca-Cola Company supports its Coke, Fanta, and PowerAde brands with Marketing Mix elements that are both Global and Local.
4. Global localization means that a successful global marketer must have the ability to think locally and act globally.
5. Nike dropped their well-known tag line "Just do it" in advertising women's clothing in Europe and replaced it by the slogan "Here I am" since college-age women in Europe are not as competitive about sports as men are.
6. The way a company addresses recognition of the extent to which programs can be expanded worldwide and adaptations required to do so is a reflection of its global marketing strategy.
7. Intangible product attributes play a limited role in global marketing.  
8. Generally speaking, the grater the number of customers to be served, the longer the distribution channel required.  

9. A global retailer seeks to expand in a country that, in the opinion of management, is both culturally distant and difficult to enter. The retailer would be well advised to use a joint venture strategy. 
10. Macro-environment analysis provides indicators of the attractiveness of countries to the international marketer. 
11. An organization that engages in global marketing focuses its resources and competencies on global market opportunities and threats.
12. Starbucks is building on its loyalty card and rewards program in the United States with a smartphone app that enables customers to pay for purchases electronically. This is an example of Market Penetration.
13. Value, competitive advantage, and the focus required to achieve them are universal in their relevance and should guide global marketing efforts in any part of the world.
14. If Nestle decides not to market biscuits (cookies) in the United States due to competitive reasons, it is considered as a lack of strategic focus and missed opportunity.
15. The discipline of marketing is universal, and such marketing practices do not vary from country to country.
Essay Questions:

1. Define the concept of international marketing. Discuss the challenges that firms face in international marketing:

2. Define international marketing research. What are the major objectives of international marketing research?
3. What impact does international marketing have on firms and consumers? Is it beneficial to all concerned?
4. Describe some opportunities and challenges in international marketing created by new advances information technology and social media.
5. Describe the main characteristics of the global consumer[image: image1.emf] 
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