


ABBSOFT COMPUTERS

Marketing of Service
1 Mark:

Q1: _________ is the overall efficiency with which a bank handles its customer accounts in terms of prompt statements, rates of interest offered etc.

a. Functional quality.

b. Technical Quality.

c. Production quality.

d. None of the above.

Q2:________ is the way the service is actually delivered and includes personal courtesy, the service environment in terms of comfort and décor, and the customers own role.

a. Functional quality.

b. Technical Quality.

c. Production quality.

e. None of the above.

Q3: ________ are the efforts in which the firm is engaged in, to set up its customer’s expectations and make promises to customers regarding what is to be delivered.

a. Internal marketing.

b. External marketing.

c. Both A & B

d. None of the above.

Q4: “Any act or performance that one party can offer to another that is essentially intangible & not result in the ownership of anything.” Which author has given this definition of service?

a. Payne

b. Kotler

c. Adrian

d. Andrew

Q5: The _________ are the objects, which are available to the customers knowledge and purchasing capacity within their limit.

a. Intangible goods.

b. Tangible goods.

c. Quality goods.

d. None of the above.

Q6: _________ hinges on the assumption that employee’s satisfaction and customer satisfaction are inextricably linked.

a. External marketing.

b. Internal marketing.

c. Macro marketing.

d. Target marketing.

Q7: _________ is an activity, which has some element of intangibility associated with it, which involves some interaction with customers or with property in their possession and does not result in a transfer of ownership.

a. Product.

b. Production.

c. Service.

d. Marketing.

Q8: _________ are created and consumed simultaneously and generally they cannot be separated from the provider of the service.

a. Products.

b. Production.

c. Services.

d. None of the above.

Q9: Kotler referred _________ Characteristic as variability.

a. Homogeneity.

b. Inseparability.

c. Intangibility.

d. Heterogeneity.

Q10: _________ are simply objects.

a. Services.

b. Goods.

c. Both A & B

d. None of the above.

Q11: _________ include medical specialist and legal advisors.

a. Specialty services.

b. Specialty products.

c. Primary services.

d. Secondary services.

Q12: ________ can be used to identify the key components of customer’s service and their relative importance and develop service segments.

a. Market segmentation.

b. Market strategy.

c. Market research.

d. None of the above.

Q13: _________ is based on conformance to specifications.

a. Internal quality.

b. External quality.

c. Service.

d. All of the above.

Q14: A model has been developed by _________ which helps to identify the gaps between the perceived service qualities that customers receive and what they expect.

a. Maslow.

b. Dale Yoder

c. Parasuraman.

d. None of the above.

Q15: __________ is the outcome dimension of the service operations process.

a. Functional quality.

b. Service quality.

c. Management quality.

d. Technical quality.

Q16: __________ is the physical facilities, equipment, and appearance of personnel.

a. Reliability.

b. Tangibles.

c. Intangibles.

d. Empathy.

Q17: ________ is defined as the ability to perform the promised service dependably and accurately.

a. Tangibility.

b. Assurance.

c. Empathy.

d. Reliability.

Q18: _________ is defined as the caring and the individualized attention the firm provides to its customers.

a. Reliability.

b. Responsiveness.

c. Assurance.

d. Empathy.

Q19: _________ involves looking for the best ways to achieve competitive advantage.

a. Responsiveness.

b. Benchmarking.

c. Empathy.

d. None of the above.

Q20: _________ involves breaking down each of the activities of a firm into its various activities, and showing where value is added for its customers.

a. Storyboarding.

b. Value Chain analysis.

c. Blueprinting.

d. Perceived service.

Q21: Storyboarding concept was developed by _________.

a. Wilson.

b. Dale Yoder.

c. Williams.

d. Walk Disney.

Q22: The task of creating competitive advantage involves_________ rather than matching.

a. Performing.

b. Outperforming.

c. Blueprinting.

d. Printing

Q23: _________ is the process of aggregating customers with similar wants, needs, preferences, or buying behavior.

a. Market targeting.

b. Market segmentation.

c. Aggregation.

d. None of the above.

Q24: _________ includes a number of factors including sex, age, family size etc.

a. Demographic variables.

b. Socio-economic variables.

c. Economical variables.

d. All of the above.

Q25: _________ is concerned with people’s behavior and ways of living.

a. Geographic segmentation.

b. Psycho graphic segmentation.

c. Economic segmentation.

d. Income segmentation.

Q26: ________ assumes that the benefit that people are seeking from a given product or service is the basic reasons why they buy a product.

a. Market segmentation.

b. Geographic segmentation.

c. Benefit Segmentation.

d. None of the above.

Q27: _________ considers how customers respond to a particular form of promotional activity.

a. Promotional response segmentation.

b. Market segmentation.

c. Target marketing.

d. Benefit segmentation.

Q28: ________ is concerned with the identification, development and communication of a differentiated advantage, which makes the organization’s products and service perceived as superior and distinctive to those of its competitors in the mind of its target customers.

a. Differentiation.

b. Positioning.

c. Segmentation.

d. None of the above.

Q29: ________ is the positioning of a range or family of related products and services being offered by the organization.

a. Industry positioning.

b. Individual product or service positioning.

c. Organizational positioning.

d. Product sector positioning.

Q30: Consumers find that ________ can be more difficult and complex.

a. Positioning.

b. Differentiation of services.

c. Strategic marketing tool.

d. Brand positioning.

Q31: _________ represents the factors, which need to be considered when determining a service firm’s marketing strategy.

a. Marketing Strategy.

b. Marketing mix.

c. Product mix.

d. None of the above.

Q32: The framework given by Igor Ansoff about the service product decisions is called __________.

a. Product/Market expansion Grid.

b. Packaging grid.

c. Product grid.

d. Segmentation grid.

Q33: _________ process involves introduction of new products, which may or may not be related to the company’s present products into existing or new markets.

a. Penetration.

b. Centralization.

c. Diversification.

d. None of the above.

Q34: _________ includes all methods of setting prices with exclusive reference to cost.

a. Competition pricing.

b. Cost-plus pricing.

c. Parity pricing.

d. Rate of return pricing.

Q35: __________ is also referred to as target return pricing.

a. Competitive pricing.

b. Loss leading pricing.

c. Rate of return pricing.

d. Cost-plus pricing.

Q36: _________ is one of the main forms of impersonal communication used by service firms.

a. Public relationship.

b. Advertising.

c. Both A & B.

d. None of the above.

Q37: ________ is philosophy of doing business, a strategic orientation that focuses on keeping and improving current customers rather than on acquiring new customers.

a. Service marketing.

b. Product marketing.

c. Production marketing.

d. Relationship marketing.

Q38: The purpose of considering _________ is to discover if more effective marketing strategy is available before the plan is implemented.

a. Marketing programme.

b. Alternative mixes.

c. Marketing mix.

d. Product mix.

Q39: The marketing plan is implemented, performance criteria for:

a. Marketing planning.

b. Information systems.

c. Measuring performance of marketing efforts.

d. None of the above.

Q40: _________ refers to the blend of ideas, concepts and features which marketing management put together to bets appeal to their target market.

a. Marketing Mix.

b. Product mix.

c. Both A & B.

d. None of the above.
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2 Mark:

Q41: If the objective is _________ then prices must be set very competitively to appeal to the largest possible number of potential consumers.

a. Market penetration.

b. Niche strategy.

c. Product strategy

d. None of the above.

Q42:  True of False

1. CRM means “ the goal of keeping the customers for the long term benefit of an organization.

2. The processes by which service are created and delivered to the customer is a major factor within the services marketing mix.

a. 1-true, 2-false

b. 1-false-2- true

c. 1-false, 2-false

d. 1-true, 2-true

Q43: The fundamental objective of ________ is to identify those trends, forces and conditions, which have a potential impact on the formulation and implementation of the company’s ________.

a. Competitive analysis, marketing management.

b. SWOT analysis, marketing management.

c. SWOT analysis, Marketing strategies.

d. Competitive analysis, Marketing Mix

Q44: __________ is the overall efficiency with which a bank handles its customer accounts in terms of prompt statements, rates of interest offered and so on and ________ is the way the service is actually delivered.

a. Functional quality, Technical quality.

b. Service quality, technical quality.

c. Service quality, production quality.

d. Technical quality, functional quality.

Q45: ________ defines a service as “ any act or performance that one party can offer to another that is essentially intangible and not results in the ownership of anything and _________ defines it as “ an activity which has some intangibility associated with it.

a. Dale Yoder, Payne

b. Yansay, Kotler.

c. Kotler, Payne.

d. None of the above.

Q46: _________ are simply objects and ________ are simply the provision of such information of goods by seller and buyers.

a. Services, goods.

b. Goods, services.

c. Purchaser, services.

d. None of the above.

Q47: True or false.
1. A service is an activity which has some element of intangibility associated with it.

2. The American Marketing Association defines service as activities, benefits or satisfactions.

a. 1-true, 2-true.

b. 1-false, 2-false.

c. 1-true, 2-false.

d. 1-false, 2-true.

Q48: ________ quality is based on conformance to specifications and _________ is based on relative customer perceived quality.

a. Technical, Physical.

b. Physical, Technical.

c. Internal, External.

d. External, Internal.

Q49: _________ is the willingness to help customers and to provide prompt service and is defined as employee’s knowledge of courtesy and the ability of the firm and its employees to inspire trust and confidence.

a. Reliability, responsiveness

b. Empathy, Assurance.

c. Tangibles, assurance.

d. Responsiveness, Assurance.

Q50: _________ concept suggests that each contact with the customer is moment of truth, each being an opportunity to either increase of decrease customer satisfaction and _________ are defined as the appearance of physical facilities, equipment, personnel and communication materials.

a. Blueprinting, Value chain analysis.

b. Blueprinting, Storyboarding.

c. Blueprinting, Tangibles.

d. Reliability, Responsiveness.

Q51: ________ include a consideration of where the markets to be served are located and _________ include examination of population density, climate-related factors, and standardized market areas.

a. Psycho graphic segmentation, Market scope factors.

b. Market scope factors, geographic market measures.

c. Benefit segmentation, geographic segmentation.

d. Benefit segmentation, psycho graphic segmentation.

Q52: _________ means the positioning of the service industry as a whole and ________ is the positioning of the organization as a whole.

a. Individual product or service positioning, organizational positioning.

b. Product sector positioning, industry positioning.

c. Industry positioning, organizational positioning.

d. Industry positioning, product sector positioning.

Q53: _________ products have also been described, as brand free, no names and unbranded products and ________ is the minimum set of benefits expected by a customer from a service product.

a. Augmented product, generic product.

b. Generic product, augmented product.

c. Service product, expected product.

d. Generic product, expected product.

Q54: _________ is a process whereby company seeks increased sales for its present products in its present markets through more aggressive promotion and distribution.

a. Diversification.

b. Penetration.

c. Both A & B

d. None of the above.

Q55: True or False:

1. A service company will very often sell a range of services.

2. Price influences the perception of the quality.

a. 1-true, 2-true.

b. 1-false, 2-false.

c. 1-true, 2-false.

d. 1-false, 2-true.

Q56: _________ is based on the perceived need of the users which tend to affect their sensitivity to the prices and ________ assumes that by producing a product similar to that of a competitor and then under pricing it and thereby some or all its market share can be taken away.

a. Penetration, skimming.

b. Skimming, penetration.

c. Branding, skimming.

d. Packaging, branding.

Q57: ________ is market driven and reinforces the positioning of the service and the benefit the customer receives from the service and _________ is done on the basis of those that are followed by the competitor or market leader.

a. Value based pricing, competitive parity pricing.

b. Competitive pricing, cost-plus pricing.

c. Prestige pricing, value based pricing.

d. Relationship pricing, loss leading pricing.

Q58: True or False
1. Service delivery channels are often the service sales.

2. Sales promotion is a temporary device, which is adopted only for a particular period.

a. 1-true, 2-false.

b. 1-false, 2-true.

c. 1-true, 2-true.

d. 1-false, 2-false.

Q59: The purpose of _________ from the marketing strategies is to ensure that marketing strategies will actually deliver the desired marketing objectives and the purpose of ________ is to discover if more effective marketing strategy is available before the plan is implemented.

a. Alternative mixes, Expected results.

b. Expected results, alternative mixes.

c. Relevant mixes, Time bound mixes.

d. Time bound mixes, relevant mixes.

Q60: True or false:
1. A marketing objective is not a precise statement, which outlines what is to be accomplished by the service company’s marketing activities.

2. Market plan is a very easy structure and needs a lot of careful assessment before development.

a. 1-true, 2-true.

b. 1-false, 2-true.

c. 1-false, 2-false.

d. 1-true, 2-false.

Answer Key:

41-A
  42-D
 43-C
 44-D
45-C
46-B
47-A
48-C
49-D
50-C

51-B
  52-C
 53-D
54-B
55-A
56-B
57-A
58-C 
59-B
60-C


4 Mark:

61-Match the following authors with the statements, which they have given about services:

1. Kotler
i. Any act or performance that one party can offer to another that is essentially intangible and not results in the ownership of anything.

2. Payne
ii. An activity which has some intangibility associated with it.

3. Stanton
iii. Services are those seperably identifiable, essentially intangible activities that provide want-satisfaction.

a. 1-ii, 2-iii, 3-I

b. 1-iii, 2-ii, 3-I

c. 1-I, 2-ii, 3-iii.

d. 1-iii, 2-i, 3-ii

Q62: Which one of the following are characteristics of services.

1. Intangibility.

2. Inseparability.

3. Heterogeneity.

4. Tangibility.

5. Homogeneity

a. 1,2,3,4,5

b. 1,3,4,5

c. 1,3,4

d. 1,2,3

Q63: Match the following:
1. Inseparability
i.  Services are created and consumed simultaneously.

2. Heterogeneity
ii. Refered to as variability.

3. Intangibility
iii. Performances or actions rather than objects, they cannot be seen, felt, tasted, or touched.

4. Technical quality
iv. The outcome dimension of the service operations process.

a. 1-I, 2-ii, 3-iii, 4-iv

b. 1-ii, 2-iii, 3-iv, 4-I

c. 1-iii, 2-ii, 3-I, 4-iv

d. 1-iv, 2-iii, 3-ii, 4-I

Q64: Which one of the following are reasons of retaining customers:

1. Retained customers.

2. Increased expenditure over time.

3. Repeat customer often cost less to service.

4. Satisfied customers provide referrals.

a. 1,2,3,4

b. 1,2

c. 1,4

d. 1,3,4

Q65: Match the following:

1. Reliability.

I. Willingness to help customers and to provide prompt service.

2. Responsiveness
ii. The ability to perform the promised service dependably and accurately.

3. Assurance
iii. Employee’s knowledge of courtesy and the ability of the firm and its employees to inspire trust and confidence.

4. Tangibles
iv. The appearance of physical facilities, equipment, personnel and communication materials.

a. 1-I, 2-ii, 3-iii, 4-iv

b. 1-ii, 2-I, 3-iii, 4-iv

c. 1-iii, 2-I, 3-ii, 4-iv

d. 1-iv, 2-iii, 3-ii, 4-I

Q66: Which one of the following factors will influence service quality?

1. Tangibles.

2. Reliability.

3. Assurance.

4. Empathy.

a. 1,2,3

b. 1,4

c. 1,3,4

d. 1,2,3,4

Q67: Which one of the following are approaches for carrying out a blueprinting exercise:

1. Cycle of service analysis.

2. Value chain analysis.

3. Storyboarding.

4. Tangibles.

5. Benchmarking

a. 1,2,3,4,5

b. 2,3,4,5

c. 1,2,3

d. 1,3,5

Q68: Arrange the market segmentation process in correct order:

1. The definition of the market to be addressed.

2. An examination of these based and the choice of the best base or base for segmentation.

3. The identification of alternative bases for segmentation.

4. The identification of individual market segments, an assessment of their attractiveness and the selection of specific target market.

a. 1,2,3,4

b. 2,1,3,4

c. 1, 3,2,4

d. 3,4,2,1

Q69: Match the following:

1. Demographic segmentation
i. It includes sex, age, family size etc.

2. Benefit segmentation
ii. It assumes that the benefit that people are seeking from a given product or service is basic reason why they buy a product.

3. Geographic segmentation
iii. Divides customers according to where they live or work and correlates this with other variables.

4. Usage segmentation
iv. Focuses on the type and usage patterns.

a. 1-I, 2-iii, 3-iv, 4-ii

b. 1-ii, 2-i, 3-iv, 4-iii

c. 1-iv, 2-ii, 3-iii, 4-I

d. 1-I, 2-ii, 3-iii, 4-iv

Q70: Positioning can be considered in which one of the following levels:

1. Industry positioning.

2. Organizational positioning.

3. Product sector positioning.

4. Service sector positioning.

5. Individual product or service positioning.

a. 1,2,3,4,5

b. 2,3,4,5

c. 1,3,4,5

d. 1,2,3,5

Q71: Arrange the steps of product positioning in correct order:

1. Identification of key attributes of importance to selected segments.

2. Determining levels of positioning.

3. Evaluating positioning options.

4. Location of attributes on a positioning map.

5. Implementing positioning.

a. 2, 1, 4, 3, 5

b. 1,2,3,4,5

c. 2,1,3,4,5

d. 3,2,1,5,4

Q72: Which one of the following are levels of service products:

1. The core or generic products.

2. The expected product.

3. The augmented product.

4. The potential product

5. Unexpected product.

6. Stated product.

a. 1,2,3,5,6

b. 1,3,4,6

c. 1,2,3,4

d. 1,4,6

Q73: Match the following:

1. Generic product
i. It is the minimum set of benefits expected by customer a customer from a service product.

2.The expected product

ii. Brand free, no names and unbranded products.

3. The augmented product
iii. They are the offerings what the customers expect besides the benefit expected by them.

4.The potential product
iv. It consists of potentially feasible added features and benefits to hold and attract customers.

a. 1-ii, 2-I, 3-iii, 4-iv

b. 1-ii, 2-I, 3-iii, 4-iv

c. 1-iii, 2-I, 3-ii, 4-iv

d. 1-iv, 2-ii, 3-iii, 4-I

Q74: Christopher Lovelock has suggested which one of the following service innovations.

1. Major innovations.

2. Startup businesses

3. New products for the market currently served

4. Product line extensions.

5. Product improvements.

6. Style changes.

7. Technical feature changes.

a. 1,2,3,4,5

b. 1,2,3,4,7

c. 1,3,4,5,6

d. 1,2,3,4,5,6

Q75: According to Kotler which one of the following are the attributes that can be used to audit the marketing effectiveness of the business.

1. Customer philosophy.

2. Integrated marketing organization.

3. Adequate marketing information.

4. Strategic orientation.

5. Operational efficiency.

a. 1,2,3,4,5

b. 1,2,3,4

c. 1,3,4,5

d. 2,3,4,5

Answer Key:

61-C
62-C
63-A
64-A
65-B
66-D
67-C
68-C 
69-D

70-D
71-A
72-C
73-A
74-D
75-A
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