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1. Marketing Management

2. Marketing myopia

3. Customer Relationship Management
4. Opinion Leader

5. Market Segmentation

6. Product Life Cycle

7. Market-penetration Pricing

8. Marketing Channel

9. Sales Promotion

10. Viral Marketing
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A. It emphasizes customer orientation and coordination of marketing activities to achieve the
organization’s performance objectives.

B. Person within a reference group who, because of special skills, knowledge, personality, or

other characteristics, exerts social influence on others.

C. Dividing the market into groups according to the different benefits that consumers seek

from the product.

D. A set of interdependent organizations that help make a product or service available for use

or consumption by the consumer or business user.

E. The art and science of choosing target markets and building profitable relationship with

them.
F. 1t 15 the value a brand adds to a product.

G.. A distribution system in which a single firm sets up two or more marketing channels to

" reach one or more customer segments.

H. The course of a product’s sales and profits over its lifetime. It involves five distinct stages:

product development, introduction, growth, maturity, and decline.
L. The extent to which a product’s perceived performance matches a buyer’s expectations,

J. Managing detailed information about individual customers and carefully managing

customer “touch points” in order to maximize customer loyalty.

K. It is another element of the marketing communications mix, the face-to-face interaction
between a seller and a buyer for the purpose of satisfying buyer needs to the benefit of
both.

L. A market-coverage strategy in which a firm goes after a large share of one or a few segments

or niches.

M. The Internet version of word-of-mouth marketing—Web sites, videos, e-mail messages, or
other marketing events that are so infectious that customers will want to pass them along to

friends.

N. The mistake of paying more attention to the specific products a company offers than to the
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benefits and experiences produced by these products.

O. Relatively homogeneous divisions within a society that contain people with similar values,

needs, lifestyles, and behavior.

P. Setting a low price for a new product in order to aftract a large number of buyers and a large

market share.
Q. Prices that buyers carry in their minds and refer to when they look at a given product.

R. An ongoing, organized procedure to generate, analyze, disseminate, store, and retrieve

information for use in making marketing decisions.

S. Strategies that strongly position the company against competitors and that give the company

the strongest possible strategic advantage.

T. It is a tightly coordinated distribution channel designed specifically to improve operating

efficiency and marketing effectiveness.

U. The price is set at the highest possible level that the most interested consumers will pay for

the new product.

V. The idea that consumers will favor products that offer the most quality, performance, and
features and that the organization should therefore devote its energy to making continuous

product improvements.
W. Short-term incentives to encourage the purchase or sale of a product or service.

X . Dividing the market into groups based on variables such as age, gender, family size, family

life cycle, income, occupation, education, religion, race, generation, and nationality.

Y. Dividing a market into smaller groups with distinct needs, characteristics, or behavior that

might require separate marketing strategies or mixes.

Z. The process of measuring and evaluating the results of marketing strategies and plans and

taking corrective action fo ensure that objectives are achieved.
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