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Question 1 /1

Read the section of chapter 2-2 below and answer the question.

It would be easy to say that marketing has always positive results. That is not always the case.
If not used appropriately, marketing can have negative effects. The misuse of marketing has
led to some criticisms and has created a negative image for some marketing activities.
Businesspeople must take criticisms of marketing seriously. If consumers have a negative
opinion about an important part of a business, it can affect whether or not they will be
customers.

Marketing Causes Unneeded Purchases

Because of marketing, consumers have many choices of products to purchase. Those
products are readily available in many stores. They are displayed in ways that make them easy
to purchase, and they are packaged to attract attention. Advertising is used extensively to
encourage people to consider specific brands of products. Credit and special financing
arrangements are often available for expensive products to make them seem more affordable.
Marketing activities and the power of promotion can increase the sales of products and
services.

Businesses using the marketing concept should carefully consider the potential impact of
marketing activities on consumers. While it might seem appropriate to use any tool that will
result in more sales of a product, the long-term results of the sale should also be considered.
Ifa customer buys a product because of marketing rather than because the product is really
needed, there is a good chance the customer will be dissatisfied. How many times have you
Purchased something and then quickly decided you really did not want or need the item? What
actions did you take?

Many consumers simply return the item for a refund. The business has now lost the sale, and it
also has a product that is worth much less than before and perhaps cannot be resold. Even if
the consumers do not return the products, they are likely to be dissatisfied. Do you believe the
consumers will buy that product again? The business is left with returned merchandise, a
dissatisfied customer, and possibly a bad reputation among the customer's friends.



To respond to this criticism, businesspeople must be sensitive to the needs and experiences of
customers. Products and services should be carefully matched to customers' needs. Products
that do not sell should be evaluated to determine why customers do not want them. In that
way, the business can make better planning decisions in the future in order to offer products
and services that customers want. Marketing should start with good products. If a product is
not meeting customer needs, businesspeople should avoid using marketing strategies such as
promotion and price reductions to try to sell the product. This will often lead to dissatisfaction
with both the product and the business.

Finally, the business must value long-term relationships with customers. One sale is not
enough. The business will be successful only when customers return repeatedly because they
are satisfied with the business and believe the business is concerned about their needs.

Marketing Wastes Money

As seen in Figure 2-2, the average cost of all marketing activities is about 50 percent of the
price of products. For some products it is much higher, and for others, it is a very small
percentage. Since many people think of marketing as only advertising and selling, they are
upset when they believe those activities double the price of their purchases.

In reality, promotion and selling are a small part of the cost of marketing typically about 2 to 10
percent of the product's price-and effective promotion and selling do increase the value to the
customer. Advertising can provide product information so that you can make the best choice. It
can inform you where a product can be purchased and when it is on sale. Advertising can even
result in savings because of the information provided. A salesperson who helps you select the
best product for your needs rather than sells you something you do not want helps you spend
your money more effectively. Economists who study the impact of marketing activities on
product prices have demonstrated that marketing actually results in lower prices in the long
run. Because of marketing, products can be sold to more customers. This, in turn, creates
more competition among businesses. When consumers have more choices of products, they
will usually buy those that are reasonably priced. That encourages businesses to keep prices
as low as possible to be competitive. According to the economists, increased sales volume and
competition result in lower prices for consumers.

Marketing Is Not Always Needed

There are many examples of businesses that rely on marketing to sell poor-quality products.
Think of the used automobile with many mechanical problems that is sold because the
salesperson convinced the unsuspecting customer that the car is in good condition. There are
numerous tales of unsuspecting people buying land based on information in a brochure or



videotape only to discover that the land is in a swamp or on the side of a steep mountain.
Marketing is misused in those situations to misrepresent poor products. On the other hand,
consider whether or not a high-quality product needs marketing. Without marketing, it would be
the responsibility of the consumer to find out that the product exists and to gather information
about it. The consumer would have to locate the product, pay cash for it, and transport it from
where it was manufactured to where it would be used. The customer would assume all of the
risk in moving the product. If it was damaged, the customer would be responsible. These
examples show that marketing is important even for quality products and services. Marketing
activities must be performed in every exchange. If the business is not responsible for
marketing, consumers will have to complete the activities themselves in order to purchase the
product or service.

Why might marketing cause unneeded purchases?

Marketing helps consumers make informed decisions
Marketing makes products more expensive
Marketing encourages the purchase of products regardless of consumer needs

Marketing increases product availability and convenience

NN



Question 2
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Read the section of chapter 2-2 below and answer the question.

It would be easy to say that marketing has always positive results. That is not always the case.
If not used appropriately, marketing can have negative effects. The misuse of marketing has
led to some criticisms and has created a negative image for some marketing activities.
Businesspeople must take criticisms of marketing seriously. If consumers have a negative
opinion about an important part of a business, it can affect whether or not they will be
customers.

Marketing Causes Unneeded Purchases

Because of marketing, consumers have many choices of products to purchase. Those
products are readily available in many stores. They are displayed in ways that make them easy
to purchase, and they are packaged to attract attention. Advertising is used extensively to
encourage people to consider specific brands of products. Credit and special financing
arrangements are often available for expensive products to make them seem more affordable.
Marketing activities and the power of promotion can increase the sales of products and
services.

Businesses using the marketing concept should carefully consider the potential impact of
marketing activities on consumers. While it might seem appropriate to use any tool that will
result in more sales of a product, the long-term results of the sale should also be considered.
Ifa customer buys a product because of marketing rather than because the product is really
needed, there is a good chance the customer will be dissatisfied. How many times have you
Purchased something and then quickly decided you really did not want or need the item? What
actions did you take?

Many consumers simply return the item for a refund. The business has now lost the sale, and it
also has a product that is worth much less than before and perhaps cannot be resold. Even if
the consumers do not return the products, they are likely to be dissatisfied. Do you believe the
consumers will buy that product again? The business is left with returned merchandise, a
dissatisfied customer, and possibly a bad reputation among the customer's friends.

To respond to this criticism, businesspeople must be sensitive to the needs and experiences of
customers. Products and services should be carefully matched to customers' needs. Products
that do not sell should be evaluated to determine why customers do not want them. In that
way, the business can make better planning decisions in the future in order to offer products
and services that customers want. Marketing should start with good products. If a product is
not meeting customer needs, businesspeople should avoid using marketing strategies such as
promotion and price reductions to try to sell the product. This will often lead to dissatisfaction
with both the product and the business.



Finally, the business must value long-term relationships with customers. One sale is not
enough. The business will be successful only when customers return repeatedly because they
are satisfied with the business and believe the business is concerned about their needs.

Marketing Wastes Money

As seen in Figure 2-2, the average cost of all marketing activities is about 50 percent of the
price of products. For some products it is much higher, and for others, it is a very small
percentage. Since many people think of marketing as only advertising and selling, they are
upset when they believe those activities double the price of their purchases.

In reality, promotion and selling are a small part of the cost of marketing typically about 2 to 10
percent of the product's price-and effective promotion and selling do increase the value to the
customer. Advertising can provide product information so that you can make the best choice. It
can inform you where a product can be purchased and when it is on sale. Advertising can even
result in savings because of the information provided. A salesperson who helps you select the
best product for your needs rather than sells you something you do not want helps you spend
your money more effectively. Economists who study the impact of marketing activities on
product prices have demonstrated that marketing actually results in lower prices in the long
run. Because of marketing, products can be sold to more customers. This, in turn, creates
more competition among businesses. When consumers have more choices of products, they
will usually buy those that are reasonably priced. That encourages businesses to keep prices
as low as possible to be competitive. According to the economists, increased sales volume and
competition result in lower prices for consumers.

Marketing Is Not Always Needed

There are many examples of businesses that rely on marketing to sell poor-quality products.
Think of the used automobile with many mechanical problems that is sold because the
salesperson convinced the unsuspecting customer that the car is in good condition. There are
numerous tales of unsuspecting people buying land based on information in a brochure or
videotape only to discover that the land is in a swamp or on the side of a steep mountain.
Marketing is misused in those situations to misrepresent poor products. On the other hand,
consider whether or not a high-quality product needs marketing. Without marketing, it would be
the responsibility of the consumer to find out that the product exists and to gather information
about it. The consumer would have to locate the product, pay cash for it, and transport it from
where it was manufactured to where it would be used. The customer would assume all of the
risk in moving the product. If it was damaged, the customer would be responsible. These
examples show that marketing is important even for quality products and services. Marketing
activities must be performed in every exchange. If the business is not responsible for
marketing, consumers will have to complete the activities themselves in order to purchase the
product or service.

What can happen when a customer buys a product they don’t need due to marketing?
The customer may return the product or become dissatisfied

I:' The business will gain long-term customers



I:' The customer will recommend the product to others
I:I The customer is always satisfied
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Read the section of chapter 2-2 below and answer the question.

It would be easy to say that marketing has always positive results. That is not always the case.
If not used appropriately, marketing can have negative effects. The misuse of marketing has
led to some criticisms and has created a negative image for some marketing activities.
Businesspeople must take criticisms of marketing seriously. If consumers have a negative
opinion about an important part of a business, it can affect whether or not they will be
customers.

Marketing Causes Unneeded Purchases

Because of marketing, consumers have many choices of products to purchase. Those
products are readily available in many stores. They are displayed in ways that make them easy
to purchase, and they are packaged to attract attention. Advertising is used extensively to
encourage people to consider specific brands of products. Credit and special financing
arrangements are often available for expensive products to make them seem more affordable.
Marketing activities and the power of promotion can increase the sales of products and
services.

Businesses using the marketing concept should carefully consider the potential impact of
marketing activities on consumers. While it might seem appropriate to use any tool that will
result in more sales of a product, the long-term results of the sale should also be considered.
Ifa customer buys a product because of marketing rather than because the product is really
needed, there is a good chance the customer will be dissatisfied. How many times have you
Purchased something and then quickly decided you really did not want or need the item? What
actions did you take?

Many consumers simply return the item for a refund. The business has now lost the sale, and it
also has a product that is worth much less than before and perhaps cannot be resold. Even if
the consumers do not return the products, they are likely to be dissatisfied. Do you believe the
consumers will buy that product again? The business is left with returned merchandise, a
dissatisfied customer, and possibly a bad reputation among the customer's friends.

To respond to this criticism, businesspeople must be sensitive to the needs and experiences of
customers. Products and services should be carefully matched to customers' needs. Products
that do not sell should be evaluated to determine why customers do not want them. In that
way, the business can make better planning decisions in the future in order to offer products
and services that customers want. Marketing should start with good products. If a product is
not meeting customer needs, businesspeople should avoid using marketing strategies such as
promotion and price reductions to try to sell the product. This will often lead to dissatisfaction
with both the product and the business.



Finally, the business must value long-term relationships with customers. One sale is not
enough. The business will be successful only when customers return repeatedly because they
are satisfied with the business and believe the business is concerned about their needs.

Marketing Wastes Money

As seen in Figure 2-2, the average cost of all marketing activities is about 50 percent of the
price of products. For some products it is much higher, and for others, it is a very small
percentage. Since many people think of marketing as only advertising and selling, they are
upset when they believe those activities double the price of their purchases.

In reality, promotion and selling are a small part of the cost of marketing typically about 2 to 10
percent of the product's price-and effective promotion and selling do increase the value to the
customer. Advertising can provide product information so that you can make the best choice. It
can inform you where a product can be purchased and when it is on sale. Advertising can even
result in savings because of the information provided. A salesperson who helps you select the
best product for your needs rather than sells you something you do not want helps you spend
your money more effectively. Economists who study the impact of marketing activities on
product prices have demonstrated that marketing actually results in lower prices in the long
run. Because of marketing, products can be sold to more customers. This, in turn, creates
more competition among businesses. When consumers have more choices of products, they
will usually buy those that are reasonably priced. That encourages businesses to keep prices
as low as possible to be competitive. According to the economists, increased sales volume and
competition result in lower prices for consumers.

Marketing Is Not Always Needed

There are many examples of businesses that rely on marketing to sell poor-quality products.
Think of the used automobile with many mechanical problems that is sold because the
salesperson convinced the unsuspecting customer that the car is in good condition. There are
numerous tales of unsuspecting people buying land based on information in a brochure or
videotape only to discover that the land is in a swamp or on the side of a steep mountain.
Marketing is misused in those situations to misrepresent poor products. On the other hand,
consider whether or not a high-quality product needs marketing. Without marketing, it would be
the responsibility of the consumer to find out that the product exists and to gather information
about it. The consumer would have to locate the product, pay cash for it, and transport it from
where it was manufactured to where it would be used. The customer would assume all of the
risk in moving the product. If it was damaged, the customer would be responsible. These
examples show that marketing is important even for quality products and services. Marketing
activities must be performed in every exchange. If the business is not responsible for
marketing, consumers will have to complete the activities themselves in order to purchase the
product or service.

How can businesses address the criticism that marketing causes unnecessary purchases?
I:' By only promoting products that meet customer needs

I:' By avoiding marketing altogether



By encouraging customers to buy more

I:I By offering deep discounts on all products
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Read the section of chapter 2-2 below and answer the question.

It would be easy to say that marketing has always positive results. That is not always the case.
If not used appropriately, marketing can have negative effects. The misuse of marketing has
led to some criticisms and has created a negative image for some marketing activities.
Businesspeople must take criticisms of marketing seriously. If consumers have a negative
opinion about an important part of a business, it can affect whether or not they will be
customers.

Marketing Causes Unneeded Purchases

Because of marketing, consumers have many choices of products to purchase. Those
products are readily available in many stores. They are displayed in ways that make them easy
to purchase, and they are packaged to attract attention. Advertising is used extensively to
encourage people to consider specific brands of products. Credit and special financing
arrangements are often available for expensive products to make them seem more affordable.
Marketing activities and the power of promotion can increase the sales of products and
services.

Businesses using the marketing concept should carefully consider the potential impact of
marketing activities on consumers. While it might seem appropriate to use any tool that will
result in more sales of a product, the long-term results of the sale should also be considered.
Ifa customer buys a product because of marketing rather than because the product is really
needed, there is a good chance the customer will be dissatisfied. How many times have you
Purchased something and then quickly decided you really did not want or need the item? What
actions did you take?

Many consumers simply return the item for a refund. The business has now lost the sale, and it
also has a product that is worth much less than before and perhaps cannot be resold. Even if
the consumers do not return the products, they are likely to be dissatisfied. Do you believe the
consumers will buy that product again? The business is left with returned merchandise, a
dissatisfied customer, and possibly a bad reputation among the customer's friends.

To respond to this criticism, businesspeople must be sensitive to the needs and experiences of
customers. Products and services should be carefully matched to customers' needs. Products
that do not sell should be evaluated to determine why customers do not want them. In that
way, the business can make better planning decisions in the future in order to offer products
and services that customers want. Marketing should start with good products. If a product is
not meeting customer needs, businesspeople should avoid using marketing strategies such as
promotion and price reductions to try to sell the product. This will often lead to dissatisfaction
with both the product and the business.



Finally, the business must value long-term relationships with customers. One sale is not
enough. The business will be successful only when customers return repeatedly because they
are satisfied with the business and believe the business is concerned about their needs.

Marketing Wastes Money

As seen in Figure 2-2, the average cost of all marketing activities is about 50 percent of the
price of products. For some products it is much higher, and for others, it is a very small
percentage. Since many people think of marketing as only advertising and selling, they are
upset when they believe those activities double the price of their purchases.

In reality, promotion and selling are a small part of the cost of marketing typically about 2 to 10
percent of the product's price-and effective promotion and selling do increase the value to the
customer. Advertising can provide product information so that you can make the best choice. It
can inform you where a product can be purchased and when it is on sale. Advertising can even
result in savings because of the information provided. A salesperson who helps you select the
best product for your needs rather than sells you something you do not want helps you spend
your money more effectively. Economists who study the impact of marketing activities on
product prices have demonstrated that marketing actually results in lower prices in the long
run. Because of marketing, products can be sold to more customers. This, in turn, creates
more competition among businesses. When consumers have more choices of products, they
will usually buy those that are reasonably priced. That encourages businesses to keep prices
as low as possible to be competitive. According to the economists, increased sales volume and
competition result in lower prices for consumers.

Marketing Is Not Always Needed

There are many examples of businesses that rely on marketing to sell poor-quality products.
Think of the used automobile with many mechanical problems that is sold because the
salesperson convinced the unsuspecting customer that the car is in good condition. There are
numerous tales of unsuspecting people buying land based on information in a brochure or
videotape only to discover that the land is in a swamp or on the side of a steep mountain.
Marketing is misused in those situations to misrepresent poor products. On the other hand,
consider whether or not a high-quality product needs marketing. Without marketing, it would be
the responsibility of the consumer to find out that the product exists and to gather information
about it. The consumer would have to locate the product, pay cash for it, and transport it from
where it was manufactured to where it would be used. The customer would assume all of the
risk in moving the product. If it was damaged, the customer would be responsible. These
examples show that marketing is important even for quality products and services. Marketing
activities must be performed in every exchange. If the business is not responsible for
marketing, consumers will have to complete the activities themselves in order to purchase the
product or service.

What percentage of a product's price is typically spent on all marketing activities?
10 percent

I:' 25 percent



I:' 50 percent
I:I 75 percent
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Read the section of chapter 2-2 below and answer the question.

It would be easy to say that marketing has always positive results. That is not always the case.
If not used appropriately, marketing can have negative effects. The misuse of marketing has
led to some criticisms and has created a negative image for some marketing activities.
Businesspeople must take criticisms of marketing seriously. If consumers have a negative
opinion about an important part of a business, it can affect whether or not they will be
customers.

Marketing Causes Unneeded Purchases

Because of marketing, consumers have many choices of products to purchase. Those
products are readily available in many stores. They are displayed in ways that make them easy
to purchase, and they are packaged to attract attention. Advertising is used extensively to
encourage people to consider specific brands of products. Credit and special financing
arrangements are often available for expensive products to make them seem more affordable.
Marketing activities and the power of promotion can increase the sales of products and
services.

Businesses using the marketing concept should carefully consider the potential impact of
marketing activities on consumers. While it might seem appropriate to use any tool that will
result in more sales of a product, the long-term results of the sale should also be considered.
Ifa customer buys a product because of marketing rather than because the product is really
needed, there is a good chance the customer will be dissatisfied. How many times have you
Purchased something and then quickly decided you really did not want or need the item? What
actions did you take?

Many consumers simply return the item for a refund. The business has now lost the sale, and it
also has a product that is worth much less than before and perhaps cannot be resold. Even if
the consumers do not return the products, they are likely to be dissatisfied. Do you believe the
consumers will buy that product again? The business is left with returned merchandise, a
dissatisfied customer, and possibly a bad reputation among the customer's friends.

To respond to this criticism, businesspeople must be sensitive to the needs and experiences of
customers. Products and services should be carefully matched to customers' needs. Products
that do not sell should be evaluated to determine why customers do not want them. In that
way, the business can make better planning decisions in the future in order to offer products
and services that customers want. Marketing should start with good products. If a product is
not meeting customer needs, businesspeople should avoid using marketing strategies such as
promotion and price reductions to try to sell the product. This will often lead to dissatisfaction
with both the product and the business.



Finally, the business must value long-term relationships with customers. One sale is not
enough. The business will be successful only when customers return repeatedly because they
are satisfied with the business and believe the business is concerned about their needs.

Marketing Wastes Money

As seen in Figure 2-2, the average cost of all marketing activities is about 50 percent of the
price of products. For some products it is much higher, and for others, it is a very small
percentage. Since many people think of marketing as only advertising and selling, they are
upset when they believe those activities double the price of their purchases.

In reality, promotion and selling are a small part of the cost of marketing typically about 2 to 10
percent of the product's price-and effective promotion and selling do increase the value to the
customer. Advertising can provide product information so that you can make the best choice. It
can inform you where a product can be purchased and when it is on sale. Advertising can even
result in savings because of the information provided. A salesperson who helps you select the
best product for your needs rather than sells you something you do not want helps you spend
your money more effectively. Economists who study the impact of marketing activities on
product prices have demonstrated that marketing actually results in lower prices in the long
run. Because of marketing, products can be sold to more customers. This, in turn, creates
more competition among businesses. When consumers have more choices of products, they
will usually buy those that are reasonably priced. That encourages businesses to keep prices
as low as possible to be competitive. According to the economists, increased sales volume and
competition result in lower prices for consumers.

Marketing Is Not Always Needed

There are many examples of businesses that rely on marketing to sell poor-quality products.
Think of the used automobile with many mechanical problems that is sold because the
salesperson convinced the unsuspecting customer that the car is in good condition. There are
numerous tales of unsuspecting people buying land based on information in a brochure or
videotape only to discover that the land is in a swamp or on the side of a steep mountain.
Marketing is misused in those situations to misrepresent poor products. On the other hand,
consider whether or not a high-quality product needs marketing. Without marketing, it would be
the responsibility of the consumer to find out that the product exists and to gather information
about it. The consumer would have to locate the product, pay cash for it, and transport it from
where it was manufactured to where it would be used. The customer would assume all of the
risk in moving the product. If it was damaged, the customer would be responsible. These
examples show that marketing is important even for quality products and services. Marketing
activities must be performed in every exchange. If the business is not responsible for
marketing, consumers will have to complete the activities themselves in order to purchase the
product or service.

How can marketing result in lower prices for consumers in the long run?

I:' By increasing product variety and competition



I:I By making salespersons unnecessary
I:' By eliminating unnecessary products
I:I By reducing the need for advertising
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Read the section of chapter 2-2 below and answer the question.

It would be easy to say that marketing has always positive results. That is not always the case.
If not used appropriately, marketing can have negative effects. The misuse of marketing has
led to some criticisms and has created a negative image for some marketing activities.
Businesspeople must take criticisms of marketing seriously. If consumers have a negative
opinion about an important part of a business, it can affect whether or not they will be
customers.

Marketing Causes Unneeded Purchases

Because of marketing, consumers have many choices of products to purchase. Those
products are readily available in many stores. They are displayed in ways that make them easy
to purchase, and they are packaged to attract attention. Advertising is used extensively to
encourage people to consider specific brands of products. Credit and special financing
arrangements are often available for expensive products to make them seem more affordable.
Marketing activities and the power of promotion can increase the sales of products and
services.

Businesses using the marketing concept should carefully consider the potential impact of
marketing activities on consumers. While it might seem appropriate to use any tool that will
result in more sales of a product, the long-term results of the sale should also be considered.
Ifa customer buys a product because of marketing rather than because the product is really
needed, there is a good chance the customer will be dissatisfied. How many times have you
Purchased something and then quickly decided you really did not want or need the item? What
actions did you take?

Many consumers simply return the item for a refund. The business has now lost the sale, and it
also has a product that is worth much less than before and perhaps cannot be resold. Even if
the consumers do not return the products, they are likely to be dissatisfied. Do you believe the
consumers will buy that product again? The business is left with returned merchandise, a
dissatisfied customer, and possibly a bad reputation among the customer's friends.

To respond to this criticism, businesspeople must be sensitive to the needs and experiences of
customers. Products and services should be carefully matched to customers' needs. Products
that do not sell should be evaluated to determine why customers do not want them. In that
way, the business can make better planning decisions in the future in order to offer products
and services that customers want. Marketing should start with good products. If a product is
not meeting customer needs, businesspeople should avoid using marketing strategies such as
promotion and price reductions to try to sell the product. This will often lead to dissatisfaction
with both the product and the business.



Finally, the business must value long-term relationships with customers. One sale is not
enough. The business will be successful only when customers return repeatedly because they
are satisfied with the business and believe the business is concerned about their needs.

Marketing Wastes Money

As seen in Figure 2-2, the average cost of all marketing activities is about 50 percent of the
price of products. For some products it is much higher, and for others, it is a very small
percentage. Since many people think of marketing as only advertising and selling, they are
upset when they believe those activities double the price of their purchases.

In reality, promotion and selling are a small part of the cost of marketing typically about 2 to 10
percent of the product's price-and effective promotion and selling do increase the value to the
customer. Advertising can provide product information so that you can make the best choice. It
can inform you where a product can be purchased and when it is on sale. Advertising can even
result in savings because of the information provided. A salesperson who helps you select the
best product for your needs rather than sells you something you do not want helps you spend
your money more effectively. Economists who study the impact of marketing activities on
product prices have demonstrated that marketing actually results in lower prices in the long
run. Because of marketing, products can be sold to more customers. This, in turn, creates
more competition among businesses. When consumers have more choices of products, they
will usually buy those that are reasonably priced. That encourages businesses to keep prices
as low as possible to be competitive. According to the economists, increased sales volume and
competition result in lower prices for consumers.

Marketing Is Not Always Needed

There are many examples of businesses that rely on marketing to sell poor-quality products.
Think of the used automobile with many mechanical problems that is sold because the
salesperson convinced the unsuspecting customer that the car is in good condition. There are
numerous tales of unsuspecting people buying land based on information in a brochure or
videotape only to discover that the land is in a swamp or on the side of a steep mountain.
Marketing is misused in those situations to misrepresent poor products. On the other hand,
consider whether or not a high-quality product needs marketing. Without marketing, it would be
the responsibility of the consumer to find out that the product exists and to gather information
about it. The consumer would have to locate the product, pay cash for it, and transport it from
where it was manufactured to where it would be used. The customer would assume all of the
risk in moving the product. If it was damaged, the customer would be responsible. These
examples show that marketing is important even for quality products and services. Marketing
activities must be performed in every exchange. If the business is not responsible for
marketing, consumers will have to complete the activities themselves in order to purchase the
product or service.

Why is a business that is committed to long-term customer relationships less likely to use high-
pressure sales tactics?
I:' High-pressure tactics can lead to customer dissatisfaction and harm relationships



I:' High-pressure tactics are the most effective way to achieve long-term relationships
I:I Long-term relationships require more aggressive sales approaches

I:' High-pressure tactics increase customer loyalty



Answer Key Possible Points: 6 Factor: X16.67  Test Value: 100

Instructions for grading: Grade each question and tally the score to obtain the total test points. If the factor does not equal 1,
multiply the total points by the factor to obtain the student's final score.

Question 1

Read the section of chapter 2-2 below and answer the question.

It would be easy to say that marketing has always positive results. That is not always the case.
If not used appropriately, marketing can have negative effects. The misuse of marketing has
led to some criticisms and has created a negative image for some marketing activities.
Businesspeople must take criticisms of marketing seriously. If consumers have a negative
opinion about an important part of a business, it can affect whether or not they will be
customers.

Marketing Causes Unneeded Purchases

Because of marketing, consumers have many choices of products to purchase. Those
products are readily available in many stores. They are displayed in ways that make them easy
to purchase, and they are packaged to attract attention. Advertising is used extensively to
encourage people to consider specific brands of products. Credit and special financing
arrangements are often available for expensive products to make them seem more affordable.
Marketing activities and the power of promotion can increase the sales of products and
services.

Businesses using the marketing concept should carefully consider the potential impact of
marketing activities on consumers. While it might seem appropriate to use any tool that will
result in more sales of a product, the long-term results of the sale should also be considered.
Ifa customer buys a product because of marketing rather than because the product is really
needed, there is a good chance the customer will be dissatisfied. How many times have you
Purchased something and then quickly decided you really did not want or need the item? What
actions did you take?

Many consumers simply return the item for a refund. The business has now lost the sale, and it
also has a product that is worth much less than before and perhaps cannot be resold. Even if
the consumers do not return the products, they are likely to be dissatisfied. Do you believe the



consumers will buy that product again? The business is left with returned merchandise, a
dissatisfied customer, and possibly a bad reputation among the customer's friends.

To respond to this criticism, businesspeople must be sensitive to the needs and experiences of
customers. Products and services should be carefully matched to customers' needs. Products
that do not sell should be evaluated to determine why customers do not want them. In that
way, the business can make better planning decisions in the future in order to offer products
and services that customers want. Marketing should start with good products. If a product is
not meeting customer needs, businesspeople should avoid using marketing strategies such as
promotion and price reductions to try to sell the product. This will often lead to dissatisfaction
with both the product and the business.

Finally, the business must value long-term relationships with customers. One sale is not
enough. The business will be successful only when customers return repeatedly because they
are satisfied with the business and believe the business is concerned about their needs.

Marketing Wastes Money

As seen in Figure 2-2, the average cost of all marketing activities is about 50 percent of the
price of products. For some products it is much higher, and for others, it is a very small
percentage. Since many people think of marketing as only advertising and selling, they are
upset when they believe those activities double the price of their purchases.

In reality, promotion and selling are a small part of the cost of marketing typically about 2 to 10
percent of the product's price-and effective promotion and selling do increase the value to the
customer. Advertising can provide product information so that you can make the best choice. It
can inform you where a product can be purchased and when it is on sale. Advertising can even
result in savings because of the information provided. A salesperson who helps you select the
best product for your needs rather than sells you something you do not want helps you spend
your money more effectively. Economists who study the impact of marketing activities on
product prices have demonstrated that marketing actually results in lower prices in the long
run. Because of marketing, products can be sold to more customers. This, in turn, creates
more competition among businesses. When consumers have more choices of products, they
will usually buy those that are reasonably priced. That encourages businesses to keep prices
as low as possible to be competitive. According to the economists, increased sales volume and
competition result in lower prices for consumers.

Marketing Is Not Always Needed

There are many examples of businesses that rely on marketing to sell poor-quality products.
Think of the used automobile with many mechanical problems that is sold because the



salesperson convinced the unsuspecting customer that the car is in good condition. There are
numerous tales of unsuspecting people buying land based on information in a brochure or
videotape only to discover that the land is in a swamp or on the side of a steep mountain.
Marketing is misused in those situations to misrepresent poor products. On the other hand,
consider whether or not a high-quality product needs marketing. Without marketing, it would be
the responsibility of the consumer to find out that the product exists and to gather information
about it. The consumer would have to locate the product, pay cash for it, and transport it from
where it was manufactured to where it would be used. The customer would assume all of the
risk in moving the product. If it was damaged, the customer would be responsible. These
examples show that marketing is important even for quality products and services. Marketing
activities must be performed in every exchange. If the business is not responsible for
marketing, consumers will have to complete the activities themselves in order to purchase the
product or service.

Why might marketing cause unneeded purchases?

I:' Marketing encourages the purchase of products regardless of consumer needs

1 possible pts.
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Question 2

Read the section of chapter 2-2 below and answer the question.

It would be easy to say that marketing has always positive results. That is not always the case.
If not used appropriately, marketing can have negative effects. The misuse of marketing has
led to some criticisms and has created a negative image for some marketing activities.
Businesspeople must take criticisms of marketing seriously. If consumers have a negative
opinion about an important part of a business, it can affect whether or not they will be
customers.

Marketing Causes Unneeded Purchases

Because of marketing, consumers have many choices of products to purchase. Those
products are readily available in many stores. They are displayed in ways that make them easy
to purchase, and they are packaged to attract attention. Advertising is used extensively to
encourage people to consider specific brands of products. Credit and special financing
arrangements are often available for expensive products to make them seem more affordable.
Marketing activities and the power of promotion can increase the sales of products and
services.

Businesses using the marketing concept should carefully consider the potential impact of
marketing activities on consumers. While it might seem appropriate to use any tool that will
result in more sales of a product, the long-term results of the sale should also be considered.
Ifa customer buys a product because of marketing rather than because the product is really
needed, there is a good chance the customer will be dissatisfied. How many times have you
Purchased something and then quickly decided you really did not want or need the item? What
actions did you take?

Many consumers simply return the item for a refund. The business has now lost the sale, and it
also has a product that is worth much less than before and perhaps cannot be resold. Even if
the consumers do not return the products, they are likely to be dissatisfied. Do you believe the
consumers will buy that product again? The business is left with returned merchandise, a
dissatisfied customer, and possibly a bad reputation among the customer's friends.

To respond to this criticism, businesspeople must be sensitive to the needs and experiences of
customers. Products and services should be carefully matched to customers' needs. Products
that do not sell should be evaluated to determine why customers do not want them. In that
way, the business can make better planning decisions in the future in order to offer products
and services that customers want. Marketing should start with good products. If a product is
not meeting customer needs, businesspeople should avoid using marketing strategies such as
promotion and price reductions to try to sell the product. This will often lead to dissatisfaction
with both the product and the business.



Finally, the business must value long-term relationships with customers. One sale is not
enough. The business will be successful only when customers return repeatedly because they
are satisfied with the business and believe the business is concerned about their needs.

Marketing Wastes Money

As seen in Figure 2-2, the average cost of all marketing activities is about 50 percent of the
price of products. For some products it is much higher, and for others, it is a very small
percentage. Since many people think of marketing as only advertising and selling, they are
upset when they believe those activities double the price of their purchases.

In reality, promotion and selling are a small part of the cost of marketing typically about 2 to 10
percent of the product's price-and effective promotion and selling do increase the value to the
customer. Advertising can provide product information so that you can make the best choice. It
can inform you where a product can be purchased and when it is on sale. Advertising can even
result in savings because of the information provided. A salesperson who helps you select the
best product for your needs rather than sells you something you do not want helps you spend
your money more effectively. Economists who study the impact of marketing activities on
product prices have demonstrated that marketing actually results in lower prices in the long
run. Because of marketing, products can be sold to more customers. This, in turn, creates
more competition among businesses. When consumers have more choices of products, they
will usually buy those that are reasonably priced. That encourages businesses to keep prices
as low as possible to be competitive. According to the economists, increased sales volume and
competition result in lower prices for consumers.

Marketing Is Not Always Needed

There are many examples of businesses that rely on marketing to sell poor-quality products.
Think of the used automobile with many mechanical problems that is sold because the
salesperson convinced the unsuspecting customer that the car is in good condition. There are
numerous tales of unsuspecting people buying land based on information in a brochure or
videotape only to discover that the land is in a swamp or on the side of a steep mountain.
Marketing is misused in those situations to misrepresent poor products. On the other hand,
consider whether or not a high-quality product needs marketing. Without marketing, it would be
the responsibility of the consumer to find out that the product exists and to gather information
about it. The consumer would have to locate the product, pay cash for it, and transport it from
where it was manufactured to where it would be used. The customer would assume all of the
risk in moving the product. If it was damaged, the customer would be responsible. These
examples show that marketing is important even for quality products and services. Marketing
activities must be performed in every exchange. If the business is not responsible for
marketing, consumers will have to complete the activities themselves in order to purchase the
product or service.

What can happen when a customer buys a product they don’t need due to marketing?
The customer may return the product or become dissatisfied
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Question 3

Read the section of chapter 2-2 below and answer the question.

It would be easy to say that marketing has always positive results. That is not always the case.
If not used appropriately, marketing can have negative effects. The misuse of marketing has
led to some criticisms and has created a negative image for some marketing activities.
Businesspeople must take criticisms of marketing seriously. If consumers have a negative
opinion about an important part of a business, it can affect whether or not they will be
customers.

Marketing Causes Unneeded Purchases

Because of marketing, consumers have many choices of products to purchase. Those
products are readily available in many stores. They are displayed in ways that make them easy
to purchase, and they are packaged to attract attention. Advertising is used extensively to
encourage people to consider specific brands of products. Credit and special financing
arrangements are often available for expensive products to make them seem more affordable.
Marketing activities and the power of promotion can increase the sales of products and
services.

Businesses using the marketing concept should carefully consider the potential impact of
marketing activities on consumers. While it might seem appropriate to use any tool that will
result in more sales of a product, the long-term results of the sale should also be considered.
Ifa customer buys a product because of marketing rather than because the product is really
needed, there is a good chance the customer will be dissatisfied. How many times have you
Purchased something and then quickly decided you really did not want or need the item? What
actions did you take?

Many consumers simply return the item for a refund. The business has now lost the sale, and it
also has a product that is worth much less than before and perhaps cannot be resold. Even if
the consumers do not return the products, they are likely to be dissatisfied. Do you believe the
consumers will buy that product again? The business is left with returned merchandise, a
dissatisfied customer, and possibly a bad reputation among the customer's friends.

To respond to this criticism, businesspeople must be sensitive to the needs and experiences of
customers. Products and services should be carefully matched to customers' needs. Products
that do not sell should be evaluated to determine why customers do not want them. In that
way, the business can make better planning decisions in the future in order to offer products
and services that customers want. Marketing should start with good products. If a product is
not meeting customer needs, businesspeople should avoid using marketing strategies such as
promotion and price reductions to try to sell the product. This will often lead to dissatisfaction
with both the product and the business.



Finally, the business must value long-term relationships with customers. One sale is not
enough. The business will be successful only when customers return repeatedly because they
are satisfied with the business and believe the business is concerned about their needs.

Marketing Wastes Money

As seen in Figure 2-2, the average cost of all marketing activities is about 50 percent of the
price of products. For some products it is much higher, and for others, it is a very small
percentage. Since many people think of marketing as only advertising and selling, they are
upset when they believe those activities double the price of their purchases.

In reality, promotion and selling are a small part of the cost of marketing typically about 2 to 10
percent of the product's price-and effective promotion and selling do increase the value to the
customer. Advertising can provide product information so that you can make the best choice. It
can inform you where a product can be purchased and when it is on sale. Advertising can even
result in savings because of the information provided. A salesperson who helps you select the
best product for your needs rather than sells you something you do not want helps you spend
your money more effectively. Economists who study the impact of marketing activities on
product prices have demonstrated that marketing actually results in lower prices in the long
run. Because of marketing, products can be sold to more customers. This, in turn, creates
more competition among businesses. When consumers have more choices of products, they
will usually buy those that are reasonably priced. That encourages businesses to keep prices
as low as possible to be competitive. According to the economists, increased sales volume and
competition result in lower prices for consumers.

Marketing Is Not Always Needed

There are many examples of businesses that rely on marketing to sell poor-quality products.
Think of the used automobile with many mechanical problems that is sold because the
salesperson convinced the unsuspecting customer that the car is in good condition. There are
numerous tales of unsuspecting people buying land based on information in a brochure or
videotape only to discover that the land is in a swamp or on the side of a steep mountain.
Marketing is misused in those situations to misrepresent poor products. On the other hand,
consider whether or not a high-quality product needs marketing. Without marketing, it would be
the responsibility of the consumer to find out that the product exists and to gather information
about it. The consumer would have to locate the product, pay cash for it, and transport it from
where it was manufactured to where it would be used. The customer would assume all of the
risk in moving the product. If it was damaged, the customer would be responsible. These
examples show that marketing is important even for quality products and services. Marketing
activities must be performed in every exchange. If the business is not responsible for
marketing, consumers will have to complete the activities themselves in order to purchase the
product or service.

How can businesses address the criticism that marketing causes unnecessary purchases?
I:' By only promoting products that meet customer needs
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Question 4

Read the section of chapter 2-2 below and answer the question.

It would be easy to say that marketing has always positive results. That is not always the case.
If not used appropriately, marketing can have negative effects. The misuse of marketing has
led to some criticisms and has created a negative image for some marketing activities.
Businesspeople must take criticisms of marketing seriously. If consumers have a negative
opinion about an important part of a business, it can affect whether or not they will be
customers.

Marketing Causes Unneeded Purchases

Because of marketing, consumers have many choices of products to purchase. Those
products are readily available in many stores. They are displayed in ways that make them easy
to purchase, and they are packaged to attract attention. Advertising is used extensively to
encourage people to consider specific brands of products. Credit and special financing
arrangements are often available for expensive products to make them seem more affordable.
Marketing activities and the power of promotion can increase the sales of products and
services.

Businesses using the marketing concept should carefully consider the potential impact of
marketing activities on consumers. While it might seem appropriate to use any tool that will
result in more sales of a product, the long-term results of the sale should also be considered.
Ifa customer buys a product because of marketing rather than because the product is really
needed, there is a good chance the customer will be dissatisfied. How many times have you
Purchased something and then quickly decided you really did not want or need the item? What
actions did you take?

Many consumers simply return the item for a refund. The business has now lost the sale, and it
also has a product that is worth much less than before and perhaps cannot be resold. Even if
the consumers do not return the products, they are likely to be dissatisfied. Do you believe the
consumers will buy that product again? The business is left with returned merchandise, a
dissatisfied customer, and possibly a bad reputation among the customer's friends.

To respond to this criticism, businesspeople must be sensitive to the needs and experiences of
customers. Products and services should be carefully matched to customers' needs. Products
that do not sell should be evaluated to determine why customers do not want them. In that
way, the business can make better planning decisions in the future in order to offer products
and services that customers want. Marketing should start with good products. If a product is
not meeting customer needs, businesspeople should avoid using marketing strategies such as
promotion and price reductions to try to sell the product. This will often lead to dissatisfaction
with both the product and the business.



Finally, the business must value long-term relationships with customers. One sale is not
enough. The business will be successful only when customers return repeatedly because they
are satisfied with the business and believe the business is concerned about their needs.

Marketing Wastes Money

As seen in Figure 2-2, the average cost of all marketing activities is about 50 percent of the
price of products. For some products it is much higher, and for others, it is a very small
percentage. Since many people think of marketing as only advertising and selling, they are
upset when they believe those activities double the price of their purchases.

In reality, promotion and selling are a small part of the cost of marketing typically about 2 to 10
percent of the product's price-and effective promotion and selling do increase the value to the
customer. Advertising can provide product information so that you can make the best choice. It
can inform you where a product can be purchased and when it is on sale. Advertising can even
result in savings because of the information provided. A salesperson who helps you select the
best product for your needs rather than sells you something you do not want helps you spend
your money more effectively. Economists who study the impact of marketing activities on
product prices have demonstrated that marketing actually results in lower prices in the long
run. Because of marketing, products can be sold to more customers. This, in turn, creates
more competition among businesses. When consumers have more choices of products, they
will usually buy those that are reasonably priced. That encourages businesses to keep prices
as low as possible to be competitive. According to the economists, increased sales volume and
competition result in lower prices for consumers.

Marketing Is Not Always Needed

There are many examples of businesses that rely on marketing to sell poor-quality products.
Think of the used automobile with many mechanical problems that is sold because the
salesperson convinced the unsuspecting customer that the car is in good condition. There are
numerous tales of unsuspecting people buying land based on information in a brochure or
videotape only to discover that the land is in a swamp or on the side of a steep mountain.
Marketing is misused in those situations to misrepresent poor products. On the other hand,
consider whether or not a high-quality product needs marketing. Without marketing, it would be
the responsibility of the consumer to find out that the product exists and to gather information
about it. The consumer would have to locate the product, pay cash for it, and transport it from
where it was manufactured to where it would be used. The customer would assume all of the
risk in moving the product. If it was damaged, the customer would be responsible. These
examples show that marketing is important even for quality products and services. Marketing
activities must be performed in every exchange. If the business is not responsible for
marketing, consumers will have to complete the activities themselves in order to purchase the
product or service.

What percentage of a product's price is typically spent on all marketing activities?
50 percent
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Question 5

Read the section of chapter 2-2 below and answer the question.

It would be easy to say that marketing has always positive results. That is not always the case.
If not used appropriately, marketing can have negative effects. The misuse of marketing has
led to some criticisms and has created a negative image for some marketing activities.
Businesspeople must take criticisms of marketing seriously. If consumers have a negative
opinion about an important part of a business, it can affect whether or not they will be
customers.

Marketing Causes Unneeded Purchases

Because of marketing, consumers have many choices of products to purchase. Those
products are readily available in many stores. They are displayed in ways that make them easy
to purchase, and they are packaged to attract attention. Advertising is used extensively to
encourage people to consider specific brands of products. Credit and special financing
arrangements are often available for expensive products to make them seem more affordable.
Marketing activities and the power of promotion can increase the sales of products and
services.

Businesses using the marketing concept should carefully consider the potential impact of
marketing activities on consumers. While it might seem appropriate to use any tool that will
result in more sales of a product, the long-term results of the sale should also be considered.
Ifa customer buys a product because of marketing rather than because the product is really
needed, there is a good chance the customer will be dissatisfied. How many times have you
Purchased something and then quickly decided you really did not want or need the item? What
actions did you take?

Many consumers simply return the item for a refund. The business has now lost the sale, and it
also has a product that is worth much less than before and perhaps cannot be resold. Even if
the consumers do not return the products, they are likely to be dissatisfied. Do you believe the
consumers will buy that product again? The business is left with returned merchandise, a
dissatisfied customer, and possibly a bad reputation among the customer's friends.

To respond to this criticism, businesspeople must be sensitive to the needs and experiences of
customers. Products and services should be carefully matched to customers' needs. Products
that do not sell should be evaluated to determine why customers do not want them. In that
way, the business can make better planning decisions in the future in order to offer products
and services that customers want. Marketing should start with good products. If a product is
not meeting customer needs, businesspeople should avoid using marketing strategies such as
promotion and price reductions to try to sell the product. This will often lead to dissatisfaction
with both the product and the business.



Finally, the business must value long-term relationships with customers. One sale is not
enough. The business will be successful only when customers return repeatedly because they
are satisfied with the business and believe the business is concerned about their needs.

Marketing Wastes Money

As seen in Figure 2-2, the average cost of all marketing activities is about 50 percent of the
price of products. For some products it is much higher, and for others, it is a very small
percentage. Since many people think of marketing as only advertising and selling, they are
upset when they believe those activities double the price of their purchases.

In reality, promotion and selling are a small part of the cost of marketing typically about 2 to 10
percent of the product's price-and effective promotion and selling do increase the value to the
customer. Advertising can provide product information so that you can make the best choice. It
can inform you where a product can be purchased and when it is on sale. Advertising can even
result in savings because of the information provided. A salesperson who helps you select the
best product for your needs rather than sells you something you do not want helps you spend
your money more effectively. Economists who study the impact of marketing activities on
product prices have demonstrated that marketing actually results in lower prices in the long
run. Because of marketing, products can be sold to more customers. This, in turn, creates
more competition among businesses. When consumers have more choices of products, they
will usually buy those that are reasonably priced. That encourages businesses to keep prices
as low as possible to be competitive. According to the economists, increased sales volume and
competition result in lower prices for consumers.

Marketing Is Not Always Needed

There are many examples of businesses that rely on marketing to sell poor-quality products.
Think of the used automobile with many mechanical problems that is sold because the
salesperson convinced the unsuspecting customer that the car is in good condition. There are
numerous tales of unsuspecting people buying land based on information in a brochure or
videotape only to discover that the land is in a swamp or on the side of a steep mountain.
Marketing is misused in those situations to misrepresent poor products. On the other hand,
consider whether or not a high-quality product needs marketing. Without marketing, it would be
the responsibility of the consumer to find out that the product exists and to gather information
about it. The consumer would have to locate the product, pay cash for it, and transport it from
where it was manufactured to where it would be used. The customer would assume all of the
risk in moving the product. If it was damaged, the customer would be responsible. These
examples show that marketing is important even for quality products and services. Marketing
activities must be performed in every exchange. If the business is not responsible for
marketing, consumers will have to complete the activities themselves in order to purchase the
product or service.

How can marketing result in lower prices for consumers in the long run?

I:' By increasing product variety and competition
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Question 6

Read the section of chapter 2-2 below and answer the question.

It would be easy to say that marketing has always positive results. That is not always the case.
If not used appropriately, marketing can have negative effects. The misuse of marketing has
led to some criticisms and has created a negative image for some marketing activities.
Businesspeople must take criticisms of marketing seriously. If consumers have a negative
opinion about an important part of a business, it can affect whether or not they will be
customers.

Marketing Causes Unneeded Purchases

Because of marketing, consumers have many choices of products to purchase. Those
products are readily available in many stores. They are displayed in ways that make them easy
to purchase, and they are packaged to attract attention. Advertising is used extensively to
encourage people to consider specific brands of products. Credit and special financing
arrangements are often available for expensive products to make them seem more affordable.
Marketing activities and the power of promotion can increase the sales of products and
services.

Businesses using the marketing concept should carefully consider the potential impact of
marketing activities on consumers. While it might seem appropriate to use any tool that will
result in more sales of a product, the long-term results of the sale should also be considered.
Ifa customer buys a product because of marketing rather than because the product is really
needed, there is a good chance the customer will be dissatisfied. How many times have you
Purchased something and then quickly decided you really did not want or need the item? What
actions did you take?

Many consumers simply return the item for a refund. The business has now lost the sale, and it
also has a product that is worth much less than before and perhaps cannot be resold. Even if
the consumers do not return the products, they are likely to be dissatisfied. Do you believe the
consumers will buy that product again? The business is left with returned merchandise, a
dissatisfied customer, and possibly a bad reputation among the customer's friends.

To respond to this criticism, businesspeople must be sensitive to the needs and experiences of
customers. Products and services should be carefully matched to customers' needs. Products
that do not sell should be evaluated to determine why customers do not want them. In that
way, the business can make better planning decisions in the future in order to offer products
and services that customers want. Marketing should start with good products. If a product is
not meeting customer needs, businesspeople should avoid using marketing strategies such as
promotion and price reductions to try to sell the product. This will often lead to dissatisfaction
with both the product and the business.



Finally, the business must value long-term relationships with customers. One sale is not
enough. The business will be successful only when customers return repeatedly because they
are satisfied with the business and believe the business is concerned about their needs.

Marketing Wastes Money

As seen in Figure 2-2, the average cost of all marketing activities is about 50 percent of the
price of products. For some products it is much higher, and for others, it is a very small
percentage. Since many people think of marketing as only advertising and selling, they are
upset when they believe those activities double the price of their purchases.

In reality, promotion and selling are a small part of the cost of marketing typically about 2 to 10
percent of the product's price-and effective promotion and selling do increase the value to the
customer. Advertising can provide product information so that you can make the best choice. It
can inform you where a product can be purchased and when it is on sale. Advertising can even
result in savings because of the information provided. A salesperson who helps you select the
best product for your needs rather than sells you something you do not want helps you spend
your money more effectively. Economists who study the impact of marketing activities on
product prices have demonstrated that marketing actually results in lower prices in the long
run. Because of marketing, products can be sold to more customers. This, in turn, creates
more competition among businesses. When consumers have more choices of products, they
will usually buy those that are reasonably priced. That encourages businesses to keep prices
as low as possible to be competitive. According to the economists, increased sales volume and
competition result in lower prices for consumers.

Marketing Is Not Always Needed

There are many examples of businesses that rely on marketing to sell poor-quality products.
Think of the used automobile with many mechanical problems that is sold because the
salesperson convinced the unsuspecting customer that the car is in good condition. There are
numerous tales of unsuspecting people buying land based on information in a brochure or
videotape only to discover that the land is in a swamp or on the side of a steep mountain.
Marketing is misused in those situations to misrepresent poor products. On the other hand,
consider whether or not a high-quality product needs marketing. Without marketing, it would be
the responsibility of the consumer to find out that the product exists and to gather information
about it. The consumer would have to locate the product, pay cash for it, and transport it from
where it was manufactured to where it would be used. The customer would assume all of the
risk in moving the product. If it was damaged, the customer would be responsible. These
examples show that marketing is important even for quality products and services. Marketing
activities must be performed in every exchange. If the business is not responsible for
marketing, consumers will have to complete the activities themselves in order to purchase the
product or service.

Why is a business that is committed to long-term customer relationships less likely to use high-
pressure sales tactics?
I:' High-pressure tactics can lead to customer dissatisfaction and harm relationships
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