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 1. Businesses often obtain marketing information to 
A. monitor trends.  
B. implement procedures.  
C. delegate authority.  
D. investigate terms.   

 
  2. In planning marketing activities and in making marketing decisions, marketers use a variety of data 

gathered by a(n) 
A. marketing-information management system. 
B. double-entry bookkeeping system. 
C. file of employee records. 
D. inventory control system. 

 
  3. Computerized databases make it possible for marketing researchers to 

A. obtain desired information immediately. 
B. limit their use of biographical databases. 
C. gain unrestricted access to statistical data. 
D. reduce the use of off-line data collection methods. 

 
  4. A marketing-research project that gathers sufficient information to help the business in its decision 

making would be described as 
A. predictive. 
B. efficient.  
C. tedious.  
D. thorough.  

 
  5. Before introducing a product to the marketplace, a business might monitor its competitors' ___________ 

strategies. 
A. training 
B. scheduling  
C. auditing 
D. pricing  

  



GA quiz                                        MARKETING-INFORMATION MANAGEMENT—KEY                                 2 

 

  1. A 
Monitor trends. Marketing information is all of the marketing-related data available from inside and 
outside the business. One reason that a business obtains marketing information is to monitor trends, or 
the general direction in which people or events are moving. By monitoring trends, a business can make 
decisions that will help it accomplish its goals, which may include targeting a new market or developing a 
new product. Businesses do not obtain marketing information to implement procedures, delegate 
authority, or investigate terms. 
SOURCE: IM:012 
SOURCE: IM LAP 12—Data Do It 

 
  2. A 

Marketing-information management system. A marketing-information management system is an 
organized way of continuously gathering, accessing, synthesizing, evaluating, and disseminating 
information for use in making business decisions. The system compiles data generated from many 
sources such as a double-entry bookkeeping system, employee records, and inventory control. The 
system's ability to compile this information and to analyze it helps marketers to make effective decisions. 
SOURCE: IM:001 
SOURCE: IM LAP 2—Get the Facts Straight (Marketing-Information Management) 

 
  3. A 

Obtain desired information immediately. Businesses often use computers to store large amounts of 
information. Computerized databases help businesses operate in an efficient manner. For example, a 
customer placing an order over the telephone might not know the appropriate account number. By 
accessing the company's computer database, the sales representative can key in other data (e.g., zip 
code) to locate the account number. Many times, the information is retrieved while the sales 
representative is speaking with the customer. Businesses using manual databases may have to call 
customers back or put them on hold to find necessary information to process an order, which can be time 
consuming. Computerized databases do not necessarily reduce the need for businesses to use off-line 
data collection methods. Other methods, such as focus groups, are often the most appropriate way to 
collect the desired information. The research objectives determine how the information is collected and 
what data is needed to identify or solve a problem. Therefore, it cannot be assumed that the use of 
computerized databases limits researchers' use of biographical or statistical data. In addition, many 
businesses often control or manage data by restricting access to the information. 
SOURCE: IM:183 
SOURCE: Farese, L.S., Kimbrell, G., Woloszyk, C.A. (2012). Marketing essentials (pp. 213-214). 

Columbus, OH: Glencoe/McGraw-Hill. 
 
  4. D 

Thorough. An important characteristic of effective marketing research is that it should be thorough. 
Incomplete or insufficient research won't give the business enough information to enable it to make good 
decisions. The way in which the research is carried out would determine whether or not it was efficient. 
Predictive research is marketing research used to help the business forecast future business 
developments. Some aspects of marketing research are tedious, tiresome, monotonous, or boring, but 
these aspects are not necessarily related to the amount of information gathered. 
SOURCE: IM:010 
SOURCE: IM LAP 5—Seek and Find (Nature of Marketing Research) 

 
  5. D 

Pricing. When conducting marketing research, businesses often gather information about their 
competitors. Businesses often monitor the prices of their competitors' similar products to make marketing 
decisions for their own products. A business might monitor its competitors' scheduling, auditing, and 
training methodology; however, this information might be more difficult to obtain and use in relation to the 
introduction of a product. 
SOURCE: IM:184 
SOURCE: IM LAP 11—Data Diving  

 
 


