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SAMPLE MIDTERM II 
 
Note:  On the actual exam, you will be given approximately one half page to answer 
each question.  You do NOT need to bring a blue-book. 
 
Please select any 8 of the following 10 questions to answer: 
 

1. A manufacturer of pink lemonade is concerned that some males are secretly 
embarrassed to drink their products since they fear that others will consider 
them too “sissy” for favoring this color drink.  Which research method would 
you recommend to assess this question?  Why?  

 
Projective research is generally useful when consumers 
are embarrassed to admit something about themselves.  
In a projective survey where the consumer is asked to 
talk about how some other male may feel about pink 
lemonade, it is much less threatening to “project” 
one’s own feeling onto another person. 

 
2. If a consumer continues to buy the same brand over and over, is he or she 

showing brand loyalty?  Why or why not? 
 

Not necessarily.  To show brand loyalty, a consumer 
must not only buy the same brand consistently but also 
resist promotional efforts by competitors (e.g., not 
switching brand when another brand is on sale). 
 

3. China is a high context culture.  Please discuss how this is likely to affect 
interactions between customers and store personnel.  

 
In a high context culture, more attention must be 
given to non-verbal communication, what is expected by 
the culture, and what is left unsaid.  The clerk will 
need to ask less explicit questions about what the 
customer wants and instead try to respond to what the 
customer is expressing less explicitly.  Even if the 
customer says something favorable about a product, the 
clerk must look for non-verbal signs that this is not 
really satisfactory and that something else must be 
found.  Since discussions may be indirect, the process 
may take longer than it would in the West. 



 
4. Please discuss how the study of demographics would be relevant for the Coca 

Cola Company. 
 

Demographics helps Coca Cola understand its current 
market since the number of people in various 
demographic categories (e.g., gender and age) are 
likely to be correlated with consumption rates.  
Demographics also helps predict future needs since we 
can estimate future demographic numbers which will 
affect demand.  With low birth rates and people living 
longer, for example, there may be decreased demand for 
high calorie soft drinks and a greater need for low 
calorie beverages. 
 

5. Please discuss differences in how Western and Eastern thinkers tend to see 
themselves. 

 
Eastern thinkers are more likely to see themselves as 
below average in performance and tend to underestimate 
how unique they are.  Western thinkers are more likely 
to see themselves as better than average in 
performance and overestimate how unique they are.  

 
6. Please discuss how the PRIZM system can be useful for Nordstrom’s, an upscale 

department store. 
 

The PRIZM system can help Nordstrom’s determine which 
locations are most promising for new stores based on 
location zip codes.  The PRIZM system correlates 
demographic variables collected from the U.S. census 
with consumer behavior such as consumption 
preferences, lifestyle, and willingness to spend, and 
locations whose variables correlate optimally with 
Nordstrom’s criteria can be identified. 

 
7. What is a confound and how does it affect the interpretation of research?  

Please give an example. 
 

A confound involves a “lurking” variables that makes 
“all other things not equal” in comparing two 
situations.  For example, if you observe that people 
who buy stereo systems just before the store closes 
buy more expensive models, you cannot conclude that 
shopping late at night causes the consumer to select 
more expensive models.  A more plausible alternative 
explanation is that people who shop later work longer 



hours and therefore have higher incomes more and money 
to spend. 

 
8. Please discuss how the associative network of knowledge is useful in marketing 

a product. 
 

The associative network of knowledge is the 
organization of memory whereby one concept triggers 
another.  For example, if one thinks of film, one may 
think of cameras and film.  Thinking of film may cause 
one to think of Kodak and cameras may cause one to 
think of Nikon.  It is helpful for a firm to have its 
brand name tied strongly to as many relevant concepts 
as possible.  McDonald’s, for example, may want to be 
tied to lunch, birthdays, and Saturday mornings. 
 

9. Please discuss how business in countries with “graying” populations are likely 
to be affected. 

 
In graying countries, there will be less demand for 
products consumed by children and young people and 
more demand for products consumed by older people.  In 
food products, there will likely be a desire for fewer 
calories, for example.  Because growth rates in 
markets that cater to younger consumers will be slower 
or even negative, competition will intensify and the 
firms may want to liquidate or invest in higher growth 
markets. 
 

10. What are some ways in which information can be moved from short term 
memory to long term memory? 

 
Items may be transferred through elaboration (thinking 
of things related to information so that the related 
items will be more likely to “trigger” when the 
associated concept is “activated.”  “Rehearsal,” or 
deliberately repeating the information, will help 
transfer.  A commercial may repeat the information, 
imposing rehearsal on the consumer. 


