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Marketing Questions and Answers
1. 11-5 What is an opinion leader? Give three reasons why they are powerful influences on consumers’ opinions
According to Solomon et al. (2017), an opinion leader is an influential person within the social network. He or she has some influences on people’s attitudes and behaviors. The reason why they are powerful influences on the consumer’s opinion is because they inform consumers about new products. For example, the first individuals who purchased SUV (sport-utility vehicles) are powerful opinion leaders because they inform the public about the benefits and new features integrated in SUV vehicles hence persuading even more people to purchase. The second reason why they are powerful influences is because of their ability to provide advice and reduce the consumer’s perceived risk in purchasing the product. Having purchased the vehicles, SUV opinion leaders have enough consumer experience they use to give others some advice whether or not to purchase SUV vehicles. Finally, they play a key role in marketing, especially when they provide positive feedback to support or confirm decisions that consumers have already made. Thus, opinion leaders are powerful influences because they play a key role in informing others, persuading, and confirming anything related to new products introduced in the market. 
2. 11.10 List three types of social power, and give an example of each
There are several types of social power of consumer behavior, which include the following:
(a) Reward Power
According to Solomon et al. (2017), reward power is the ability of one channel member to reward the other in the condition that it conforms to the influence of the former. The rewards are mostly offered in the form of financial gains. For example, an intermediary company can be offered some cash incentives for having achieved targeted annual sales. They can also be entitled to an overseas trip for achieving manufacturer goals. By so doing, the manufacturer is said to use reward power to influence the intermediary company. 
(b) Coercive Power
Coercive power is the opposite of reward power. This kind of power is used by a business entity over another based on the idea that the former has the right to punish the latter if it does not conform to the goals or expectations put in place (Solomon et al., 2017). For example, retail businesses e.g. Walmart have been using coercive power to get some additional concessions from its suppliers and threatens to derange their products if they fail to accept its demands.
(c) Referent Power
Solomon et al. (2017) define referent power as a power used by one channel member to influence other members. The channel member expects others to align their goals with the goals it has set forth so as to be in the same reference group.  By so doing, it influences the behaviors of the entire reference group by making them work towards a common goal. For example, wholesalers and retailers who want to be identified as among those that provide high quality products are encouraged to use the reputation of the reference group or brands which are consistent with values or image they are attempting to create. 
3. 11-12 Define conformity and give an example of it. Name three reasons why people conform. 
Kimmel (2018) define conformity is the tendency for consumers to change their attitudes and behavior in ways that are consistent with those of other consumers. In marketing, the word conformity is used to mean a lot. Successful businesses try to do their best to make their employees conform. They try to help them unearth what makes them feel exceptional and apply their best of skills to ensure that corporate brand is improved in ways they feel is authentic. The reason for this is to create a steady and seamless experience for their customers. Secondly, to ensure that customers like their products and services without even putting extra effort of persuasion (Kimmel, 2018). Thirdly, to ensure that they obey or work hard without an explicit reason or defense related to a forthcoming position or reward. 
4. 12-7 What one variable is the best indicator of social class? What are some other important indicators?
Social class refer to the categories in which people are grouped in terms of their financial capacities and social status. It plays a significant role in marketing because it affects consumer behavior. Solomon et al. (2017) define social class as a “system consisting of a number of people who have approximately equal positions in society.” There are many indicators of social classes or rather things that determine individual’s position, which include things like wealth, education, reputation, a place of residence and so forth. Social class exhibit status. Status is determined by factors such as power, income, and occupation, amongst others. According to Solomon et al. (2017), social class restrict behaviors. For this reason, people tend to associate with others who are within the same social class. 
5. 12-20 Sears, JC Penney and Walmart tried hard in recent years to upgrade their images and appeal to higher-class consumers. How successful have these efforts been? Do you believe this strategy is wise?
Some strategies are disastrous. For example, JC Penney decided to change everything in the name of rebranding. For example, it changed its logo and the name of the business. This strategy was not wise as consumers as consumers are used to the old logo and the name that came in their mind every time they thought about the company. They also did away with coupon discounts. . Things like logo and business name play a significant role in reminding consumers of particular brands and products. Changing its name, logo, and eliminating discount coupons meant doing a lot of work in marketing because consumers tend to make their purchasing decisions based on the brands they know about.   
While some efforts to upgrade are disastrous, others may appeal to consumers. For example, upgrading in order to solve most of the problems consumers have been experiencing with products in the marketplace could be profitable to both the company and consumers. By upgrading their images, companies like Walmart have been creating opportunity for recognition. This occurs when consumers are exposed to different and better quality products the companies have put in the marketplace. 
6. 12-21 What are some of the obstacles to measuring social class in today’s society? Discuss some ways to get around these obstacles.
There are several problems in measuring social classes, which are: 
a) The ranking is simply based on an average of status dimensions, which ignores inconsistencies when an individual ranks high on one dimension but low on another. For example, a plumber may be ranked high in income, but very low in education. 
b) The effects of mobility are ignored since a person social class is assumed to be stable. For example, a person’s occupation may change which may also cause his or her status to change. Something like this is ignored which further affects ways in which social status is measured.
c) The social class of an entire family may be determined solely by the characteristics of the adult male. 
7. 12-27 Some marketers find “greener pastures” when they target low-income people. How ethical is it to single out consumers who cannot afford to waste their precious resources on discretionary items? Under what circumstances should we encourage or discourage this segmentation strategy?
The first thing to understand here is that upper-class consumers do not purchase things to impress others. They are conservative and are more sensitive on how they spend their money. In other words, consumers in the upper-class tend to shop purposively and are more likely to seek pre-purchase information. Low-class or low-income earners purchase largely on impulse and credit. It sounds unethical to target low-income earners and ethical to target upper class consumers who can afford to spend more money on certain products.  
Targeting low-income people should be discouraged more so because most of them are not well informed about prices and product alternatives. Also, consumers in the upper-class are more likely to have credit cards they use for convenience while lower classes use them for instalment purchases. Such things place low-class consumers at a disadvantage and, therefore, segmentation strategies that target low-income people should be discouraged. 
8. 13-13 What is the FLC, and why is it important to marketers?
FLC stands for Family Life Cycle. It is a concept of market segmentation, which plays a significant role in helping marketers make decisions. It is assumed that when children leave home, their parents tend to purchase less. A study done by Szmigin & Piacentini (2018) found that couples whose children have already grown up and gone their ways, tend to purchase convenience goods and services. In other words, they do not make impulse buying. According to Solomon et al. (2017), couples tend to make purchase decisions together towards the end of FLC, which also means that one partner cannot make any purchase decision alone. However, it is difficult to convince such couples to purchase products they have not budget for and especially if one partner has not consulted the other. FLC is important to marketers because it helps them understand which stage their consumers are and this further helps them anticipate consumer needs, and determine products cycle stages.
9. 13-29 When they identify and target newly divorced couples, do you think marketers exploit these couples’ situations?  Are there instances in which you think marketers may actually be helpful to them?  Support your answers with examples.
It is important to understand here that psychographic segmentation is important in marketing. It helps marketers know the appropriate products to market to each segment of the market. Therefore, when marketers identify divorced couples in the market and decide to market certain products to them, they do not exploit them. Rather, they would be helping them get products they deserve. For example, a divorced couple may find some goods irrelevant in terms of what they require or need in their lives. In other words, marketers should target particular products to newly divorced couples e.g. selling clothes for kids to divorced individuals who no longer have kids in their homes. This would be inappropriate marketing strategy as the selected market segmentation would not buy products it does not require. Thus, marketers may be helpful if they focus on products that newly divorced couples need, which means marketing products that are designed for divorced individuals and not for families. 
10. 13-29 Many parents worry about the time their kids spend online, but this activity may actually be good for them.  A study by the MacArthur Foundations claims that surfers gain valuable skills to prepare them for the future.  The study also finds that concerns about online predators are overblown; most kids socialize with friends they know from other situations like school or camp.  What’s your take on this?  Are concerns about excessive Web surfing unjustified?
While surfers gain valuable skills surfing online, concerns about excessive web surfing is unjustified. Many kids tend to spend most of their time not only chatting with their friends, but also playing games online. By so doing, they improve their cognitive abilities and gain relevant skills e.g. problem-solving skills. They also learn how to find information online. While all these are positive impacts of web surfing, concerns about excessive web surfing are unjustified. Many people tend to think that web surfing lead to addiction and development of other psychological issues among kids who spend a lot of their time surfing. One thing to note here is that it is difficult to justify how surfing affects surfers negatively. Even though surfers tend to develop habits which are difficult to control, they learn a lot from the web. They also gain important skills they use to search for products and relevant information online. Therefore, it is plausible argue here that it is true excessive web surfing is unjustified. 
11. 13-40 Find good and bad examples of advertising that targets older consumers.  To what degree does advertising stereotype the elderly?  What elements of ads or other promotions appear to determine their effectiveness in reaching and persuading this group?
While demographic characteristics are important in marketing, some advertisements tend to stereotype the elderly. Miller et al. (1999) notes that advertisers portray negative images that tend to stereotype the elderly. For example, media advertisements portray them as ill individuals or with wrinkles full on their skins and as nostalgic endorsers of products that claim to be as high-quality as they were in the good old days (Miller et al., 1999). In addition, too many commercials use stereotypes of the elderly, depicting them as “feeble, foolish or inept, passing their time aimlessly in rocking chairs (Goldman, 1993, p. B4). 
Some of the elements in the ads or other promotions that appear to determine their effectiveness in reaching and persuading this group include things like financial services and retirement communities that cruise lines hence portraying the elderly as enjoying a fulfilling life and living active lifestyles. Such things on the ads are the ones that tend to persuade the elderly group of consumers. 
12. 14-1 What is culture?  List three dimensions that social scientists use to describe a culture and give an example of each.
Culture is a broad term, which means collective programming of the mind. It is also defined as learned norms and values. There are several dimensions that social scientists use to describe a culture or how cultures differ from one another which include the following: 
(a) Power distance
This dimension expresses the degree to which the less powerful members of a society accept and expect that power is distributed unequally 
(b) Individualism vs. Collectivism
This dimension refers to how much a culture emphasizes the importance of individual’s efforts versus how much it emphasizes relationships and group ties.  In other words, the dimension focuses on the questions about whether people prefer a close knit network of people or to be left alone to fend for themselves. 
(c) Masculinity vs. Femininity 
Masculinity represents a preference in society for achievement, heroism, assertiveness and material reward for success. 
13. 14-13 Who are innovators? Early adopters? Laggards?

Innovators
In marketing, innovators are defined as individuals committed to new technologies in the sense that they focus on embracing new technologies to improve their lives. Furthermore, they focus on exploring its features and functionality just to see how they can integrate it in their lives. For these reasons, they are said to be the first customers to embrace anything new in the market.
Early Adopters
[bookmark: _GoBack]According to Moore (2014), early adopters are individuals who tend to purchase anything new in the market hence monetizing new innovations and ideas integrated in the new products. They also help in publicizing new innovations especially through the word of mouth when they encourage their friends or family members to purchase the products hence helping the companies gain traction for their products in the new market.   
Laggards
Laggard is a term used to refer to individuals who are skeptical about certain ideas and products (Moore, 2014). These individuals tend to argue that technology cannot enhance productivity and, therefore, focus more on criticizing any advancement made in technology. Because of this perception, they also tend to block any new technological products introduced in the market which also means that they are more likely to discourage other consumers from purchasing the products.
14. 14-27 Movie companies often conduct market research when they produce big-budget films.  If necessary, they will reshoot part of a movie when viewers say they don’t like it.  Some people oppose this practice: They claim that movies, like books, songs, plays, and other artistic endeavors should not conform to what the market wants, lest they sacrifice their integrity.  What do you think?
While some people argue that movies like books, songs, plays and other artistic endeavors should not conform to what the market wants, I tend to think that doing some research to learn about market uncertainties would help in the production of a movie people likes.  Movie makers own sufficient repository of information they are supposed to use in order to articulate underlying needs. The needs should be focused on consumer preferences. 
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