Revision for Chapter 12


SECTION 1: Circle the correct answer

1.
Most producers today sell their goods to ________.

A) final users

B) final users and marketing members

C) intermediaries

D) the government at various levels

E) competitors

2.
Which of the following is NOT a typical supply chain member?

A) resellers

B) customers

C) intermediaries

D) government agencies

E) raw materials supplier

3.
In marketing terms, we say that the number of intermediary levels indicates the ________ of a channel.

A) depth

B) complexity

C) involvement

D) length

E) width

4.
To a producer of goods, a greater number of channel levels means ________ and greater channel complexity. 

A) less distance between producer and end consumer

B) less control

C) more potential ideas

D) higher taxes

E) fewer channel partners

5.
________ conflict, which occurs between different levels of the same channel, is more common than ________ conflict, which occurs among firms at the same level of the channel.

A) Horizontal; vertical

B) Vertical; horizontal

C) Contractual; corporate

D) Corporate; franchise

E) Wholesaler; retailer

6.
A conventional distribution channel consists of one or more ________ producers, wholesalers, and retailers.

A) product-related

B) independent

C) contract

D) estranged

E) merchant

7.
An advantage of a vertical marketing system (VMS) is that it acts as a ________ system.

A) unified

B) more efficient

C) modern

D) customer-driven

E) task-driven

8.
The major disadvantage of a multichannel system is that it is harder to control and it can generate ________.

A) channel conflict

B) less net profit

C) fewer domestic sales

D) inefficiencies

E) declining employee morale

9.
Companies should state their channel objectives in terms of targeted levels of ________.

A) co-op advertising

B) efficiency

C) customer service

D) conflict reduction

E) profitability

10.
Which type of distribution is used when the producer wants more than one, but fewer than all, of the intermediaries who are willing to carry its products? 

A) exclusive 

B) selective 

C) intensive 

D) administered 

E) corporate 

11.
Marketing channel management calls for selecting, managing, ________, and evaluating channel members over time.

A) reducing conflict

B) reducing waste

C) motivating

D) pruning

E) all of the above

12.
Marketing logistics involves which of the following distribution flows? 

A) outbound and inbound

B) outbound, inbound, and reverse

C) inbound and reverse

D) outbound and reverse

E) outbound

13.
The goal of marketing logistics should be to provide a ________ level of customer service at the least cost.

A) maximum

B) targeted

C) moderate

D) minimum

E) competitive

14.
The difference between distribution centers and storage warehouses is that the former are designed to ________.

A) store goods for longer periods

B) hold larger volumes

C) move goods rather than just store them

D) primarily be owned by the manufacturer

E) be automated

15.
To reduce inventory management costs, many companies use a system called ________, which involves carrying only small inventories of parts or merchandise, often only enough for a few days of operation. 

A) reduction-inventory management

B) just-in-time logistics

C) limited inventory logistics

D) supply chain management

E) economic order quantity

16.
Which of the following transportation modes is used for digital products?

A) trucks

B) rail

C) the Internet

D) air

E) ship

17.
Today, a growing number of firms now outsource some or all of their logistics to ________.

A) cross-functional teams

B) disintermediaries

C) channel members

D) third-party logistics providers

E) competitors

18.
When two Taco Bell restaurants have a disagreement over who should be able to sell in quantity at a discount to the local high school band, they are in a ________ conflict.

A) vertical

B) problematic

C) no-win

D) horizontal

E) functional

19.
Chewing gum is stocked in many outlets in the same market or community; in fact, it is placed in as many outlets as possible. This is an example of ________ distribution.

A) exclusive

B) selective

C) multichannel

D) intensive

E) disintermediated

20.
Max Samuelson is a high-end fashion designer who markets his clothing lines through a limited number of highly reputable retailers. Max uses ________.

A) exclusive distribution

B) exclusive dealing

C) exclusive territorial agreements

D) full-line forcing

E) tying agreements

21.
Jewels for the Rich and Famous sells very exclusive jewelry with a minimum price of $25,000 to customers around the world. Speed of delivery to distant markets is a must. Management should consider using ________ as its main carrier.

A) rail

B) air

C) truck

D) the Internet

E) water

22.
________ includes all the activities involved in selling products or services directly to final consumers for their personal, non-business use.

A) Franchising

B) Retailing

C) Brokering

D) Wholesaling

E) Disintermediation

23.
In recent years, ________ has/have been growing fast. This includes selling to final consumers through direct mail, catalogs, telephone, and the Internet.

A) specialty stores

B) shopping centers

C) superstores

D) nonstore retailing

E) e-commerce

24.
________ is the basis of all discount operations and is typically used by sellers of convenience goods. Retailers offering this level of service require customers to perform their own "locate-compare-select" process in order to save money.

A) Limited-service

B) Self-service

C) Full-service

D) Specialty-service

E) Wholesaling

25.
Which of the following retailers likely require the most emphasis on salespeople to assist customers?

A) self-service retailers

B) full-service retailers

C) off-price retailers

D) limited-service retailers

E) megaretailers

26.
Specialty stores carry ________ with ________ within them.

A) convenience items; mostly staples

B) narrow product lines; deep assortments

C) narrow product lines; shallow assortments

D) wide product lines; shallow assortments

E) wide product lines; deep assortments

SECTION 2: State whether the following statements are TRUE or FALSE

1.
A major role played by intermediaries is to buy large quantities of products from many producers and break them down into the smaller quantities and broader assortments wanted by consumers. ___

2.
The producer and intermediaries need to agree on the terms and responsibilities of each member, including price policies, conditions of sale, territorial rights, and specific services to be performed by each party. ___

3.
Integrated logistics management aims to provide better customer service and trim distribution costs through teamwork, both inside the company and among all the marketing channel organizations. ___

4.
Limited-service retailers, such as specialty stores and first-class department stores, employ salespeople who assist customers in every phase of the shopping process. ___

5. Like retailers, a wholesaler must decide on segmentation and targeting, differentiation and positioning, and the marketing mix. ___

8.
In an automated warehouse, orders are fed directly from the retailer's information system to the wholesaler's, and the items are picked up by mechanical devices and taken to a shipping platform where they are assembled. ___

SECTION 3: State the name of the concepts or terms that are described below

1. A unified system made up of producers, wholesalers, and retailers. Members of this system all cooperate because one member owns the others or has contracts with the others or has more power than the others. __________________________

2. Producers of convenience products and common raw materials typically use this distribution strategy to stock their products in as many outlets as possible.

___________________________________

3.      
What type of store sells merchandise at lower prices? _____________________

4. What is the name of the warehouse, where orders are fed directly from the retailer's information system to the wholesaler's, and the items are picked up by mechanical devices and taken to a place where they are assembled for shipping. __________________________

5.   
What is the term that describes this- all the activities involved in selling products or services directly to final consumers for their personal, non-business use. ___________________________________

SECTION 4: Answer the following questions in one or two sentences
1.
What is one of the key functions that members of a marketing channel perform?

2.
Compare a conventional distribution channel with a vertical marketing system (VMS).

3.
Compare any two distribution strategies.

4.
Explain channel power in a vertical marketing system.

5.

Give two examples of multichannel distribution systems.

6.
What types of products are intensively distributed?

7. 
What types of products are exclusively distributed?

8. 
What types of products are selectively distributed?

