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Marketing revised January, 2015

Resources:  White Papers on Club Management, Certification Edition Textbook

Contemporary Club Management 3™ ed., Chap. 6 & 7

Competencies

L
IL.

I11.

L8]

Service Excellence IV.  Building Member Use: Internal Marketing
Club Marketing V. New Member Marketing
Membership Surveys

Service Strategies include all BUT which of the following?
4. empowerment of employees

b. facilitating technology

¢.Jstrict adherence to membership handbook

d. treating employees like guests

Which of the following is a recognized mar ing-orientation?
a. revenue maximization @ production

¢. social-media . provisional

Services, as products, are different from “goods” because goods are more:

a. intangible uniform

C. price sensitive d. difficult to produce in advance

Once we have segmented the market, we can more effectively:
a. do market research b. meet the needs of the entire market
(¢)target the market segments d. conduct a situation analysis

Qbjective positioning means that we establish an image in the mind of the market based upon:
intangible/service aspects of the club

¢. matching the competition’s strengths and weaknesses
d. spending more for attracting new members

@ tangible/physical aspects of the club
@)

The best stage of the family life cycle for a recruiting a new member is:
a. Young single b. Young married with children
¢. Young married without children Middle-aged without dependent children

Price elasticity refers to a percentage change in the resulting from a corresponding
percentage change in the selling price of the item.

a. gross profit for the item ( b. Ydemand for the item

C. price category of the item d. repeat purchase pattern

Or marketing research, it is always more expensive to gather and/or analyze data.
primary b. qualitative
¢. descriptive d. secondary

Focus groups are a qualitative method and are typically used for research.
a. secondary b.) exploratory
C. conclusive d. basic
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10.

11.

12,

14.

16.

17

18.

19.

Online promotional tools used for private
a. avoid social media

C. notreplace print media

a. Structure, Staff, and Systems
@Staff, Strategies, and Systems

A member-oriented market;
a. Talking with club manag
b. Attending CMAA confe
c,)Setting the project objectives
d. Conducting member surveys

ers at other ¢l

Which of these se gmentation criteria re

geographic segmentation
€. psychographic segmentation

Pr

A growth strategy based o
a.yMarket Penetration Jeongiiye ehion
¢. Product Development

A good example of 3 modified re-buy, in

a. wedding rehearsal dinper wyth plated servi

- monthly board meeting/luncheon with
€. annual office party with buffet service

a. the price a member wil] pay to belong
value of the experience minus the cost

. hanging the
a.j Reposition

c. Subjective Positioning -~ sey A6y

ing —EPAge ket vy

n marketing current

The member value index (MVTI) represent

image of the club, in an effo

revised lanuary, 2015

clubs should:
b. focus on sampling

require a member-only password

b,

pects of the club:
Structure, Strategies, and Systems
Staff, Synergies, and Systems

ng research project should begin with:

ubs

rences/workshops

esents the best criteria for City Club membership;
b. demographic segmentation
d. behavioristic segmentation

products to our current markets is called:
b. Market Development
d. Diversification
the context of organizational buying behavior, is:
ce

buffet service

monthly sales breakfast meeting with an added omelet-to-order station

s:
@how much members value the club eXperience
- the accounting value of 5 member over time
rtto capture a new market, is known as:
b. Defensive Positioning
d. Objective Positioning - 1oy, f‘/{ me \")\GY"

W‘lO}c.i 5

the club, only to he

A consultant, used by
implementation of a membership survey
a. Provider

N@Mediator

T,

hould

Which of the following is NOT a va
Oompetitive
integrated

Ip with the research design and not the actya]

d. Collaborator

Reasons for having new member marketing include:

lid rational pricing method?

c. full-cost
d. mark-up
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\7
Resources:  White Papers on Club Management, Certification Edition Textbook \?/
Contemporary Club Management 2™ ed., Chap. 5 & 6 @
Competencies
i Service Excellence IV.  Building Member Use: Internal Marketing
IL Club Marketing V.  New Member Marketing

IMI. Membership Surveys

1. oments of Truth” are:
(b any point of contact that the member has with the club
5. easily controlled by management
¢. not as important to the membgeshiip as they are to the club manager
d. another term for benchmarking

il
2. The different'concepts of marketing include all but which of the following: ?VD a‘}%‘s
e o

a. froduct 4, oo b production
. N G Pt o] .
societal ;?b')“‘\ T @promotwnzﬂ
3. Services differ from “goods” because goods are more: M O
a. intangible uniform
c. price sensitive d. difficult to produce in advancé L

4, Once we have segmented the market, we ¢ ore effectively:
ot e .
a. do market research a@ meet the needs of the entire market
@ target the market segments . conduct a situation analysis

8, Subjective positioning means that we establish an image in the mind of the market based upon:

a. objective/tangible aspects of the club

intangible/service aspects of the club
c. matching the competition’s strengths and weaknesses
d. spending more for attracting new members

6. A club with modest increases in revenues, less than full, but increasing, membership and
ecreasing operating losses is probably in stage of the product life cycle.
introduction growth—=5 wakirg- meonny_—

c. maturity-=7 ff beffinto WBe ¥ [d. decline = osiesy §

7. Price elasticity refers to a percentage change in the resulting from a corresponding
percentage change in the selling price of the item.
a. gross profit for the item demand for the item
price category of the item d. repeat purchase pattern
8. For marketing research, it is always less expensive to gather and/or analyze data.
a. primary - qualitative
¢. multi-atiribute econdary
9. Focus groups are typically used for research.
a. secondary ' exploratory

¢. conclusive d. basic
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Resources:  White Papers on Club Management, Certification Edition Textbook \»‘L
Contemporary Club Management 2™ ed., Chap. 5 & 6 ’ﬁ'
Competencies
Service Excellence IV.  Building Member Use: Internal Marketing
IL. Club Marketing V.  New Member Marketing

II.  Membership Surveys

N oments of Truth” are:
any point of contact that the member has with the club
. easily controlled by management

c. not as important to the membgssiip as they are to the club manager l(\’d"f\
d. another term for benc ing M
2. The diﬁ"erentié_éE@_ﬁtﬁs_@ﬁéﬁncmde all but which of the following: ?v‘b . %3
a froduct | LN oo . b. production Q{%wv .
societal R A A omotional .
, FE A @pr Tono i ;@/
3 Services differ from “goods” because goods are more: 2 QJ
a. intangible @ uniform w
c. price sensitive d. difficult to produce in advancé '

a. do market research meet the needs of the entire market

4, Once we have segmented the market, we ca@om effectively:
@ target the market segments . conduct a situation analysis

5. Subjective positioning means that we establish an image in the mind of the market based upon:
a. objective/tangible aspects of the club
intangible/service aspects of the club
c. matching the competition’s strengths and weaknesses
d. spending more for attracting new members

6. A club with modest increases in revenues, less than full, but increasing, membership and
ecreasing operating losses is probably in stage of the product life cycle.
introduction g growth—5 waking- monety_—
c. maturity —27 falf W\*ﬁ \oge d. decline _= bgi_h% 4
7. Price elasticity refers to a percentage change in the resulting from a corresponding
percentage change in the selling price of the item. _
a. gross profit for the item demand for the item
price category of the item d. repeat purchase pattern
8. For marketing research, it is always less expensive to gather and/or analyze data.
a. primary . qualitative
¢. multi-attribute econdary
9. Focus groups are typically used for research.
a. secondary ' exploratory

c. conclusive d. basic
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7
Resources:  White Papers on Club Management, Certification Edition Textbook \?/
Contemporary Club Management 2™ ed., Chap. 5 & 6 @
Competencies
L Service Excellence [V.  Building Member Use: Internal Marketing
II. Club Marketing V.  New Member Marketing
III.  Membership Surveys
3 ‘Moments of Truth™ are:
any point of contact that the member has with the club
'B. easily controlled by management .
c. not as important to the mem p as they are to the club manager J(\'d‘/\

d. another term for benchmarking

2. The different'concepts of marketing include all but which of the following: ?‘1? L (\9)\#
a froduct , A - . . b. production \{%{J}&}
societal NN AT i AL romotional : :
3. Services differ from “goods” because goods are more: W ‘ Q_/
a. intangible (b) uniform Qﬁ}
c. price sensitive d. difficult to produce in advancé {

a. do market research meet the needs of the entire market

4. Once we have segmented the market, we ca@om effectively:
Segmdiee &
@ target the market segments . conduct a situation analysis

5 Subjective positioning means that we establish an image in the mind of the market based upon:
a. objective/tangible aspects of the club
() intangible/service aspects of the club
c. matching the competition’s strengths and weaknesses
d. spending more for atiracting new members

6. A club with modest increases in revenues, less than full, but increasing, membership and
decreasing operating losses is probably in stage of the product life cycle.
introduction growth—p waking- wmonayy_—
. maturity =7 najf belfin o g2 ¥ [d. decline _= lostesy 4
7. Price elasticity refers to a percentage change in the resulting from a corresponding
percentage change in the selling price of theégm. .
a. gross profit for the item. demand for the item
price category of the item d. repeat purchase pattern
8. For marketing research, it is always less expensive to gather and/or analyze data.
a. primary . qualitative
c. multi-attribute econdary
9. Focus groups are typically used for research.
a. secondary exploratory

c. conclusive d. basic




13,

16.

17.

18.

19.

20.

Marketing orientations refers to: v4 :
a. An approach to pricing the club’s services - _
b. The aggressive use of advertising to encourage member usage
+ ¢. Atraining session for newly hired staff to encourage marketing to member needs.
' A strategic emphasis on one element of meeting member needs such as emphasizing
production efficiency. v, o ; :

14, A growth strategy based on introducing new products to our P?ﬁ’be“ is called:
a. Market Penetration : Wi@' —QQP‘; '
b. Market Development il ‘{%n ) %S] 7
@ Produsst Development Nowg | 0 [ | e 41
d. Divervification C ] t?)gp '-l__{}rf‘ﬁﬁ
TS S
15.  The characteristic of services, es a product, that refers to difficulty of standardizing the
Sirrve i ice provided is knownas: |  .ce 17 ' '

a1215 )b @YS o~ - 2 gt
. a Intangibility ~ 92/ i [ !"EW

¢. Simultaneity - [{;«u-w.;\e-,i,u-h.; t
; ‘@ Heterogeneity — -{‘DJfﬂ'J‘L‘%)

| pertlability. 0 Shell, Uik
b. Perishability 10 et ;ﬂ gdﬁ"‘ﬁ

The fow Ps are: ' : 5

2. Product classification, product differentiation, product positioning, product life cycles - -

b. Product, Positioning, Pricing, Placement PR
(© Product, Place, Promotion, Price+/

d. Product, Place, Price, Positioning

Creating; an image of the club based on the tangible aspeocts of the club such &s the
facilitie:s and grounds is called:
(2) Objective positioning ¥
b. Subjzctive positioning
¢. Defensive positioning
d. Repositioning

The 1ol of the consultant in conducting & membership survey where the consultant only
provides support and adbvgce is:

a. Provider — , %4 (T :
el fou Do T — THE] dezew [T

(bCo]Iaborator — pPrewet-

d Medistor  — Apv(CE

The best place to start the membership survey process is with the:
(@ objectives for the survey -

b. determination of who to ask or sample

¢c. devzlopment of the questionnaire

d. coliection of data

Ieecni marketing includes all but which of the Sollowing techniques: - " +.]
& nev/ member orientations B A

. empowering employees PL kT EMONT 06 (¥ -
c/ advertising club events f
d.. merchandising menu items

M0




‘Section Three:

CLUB MANAGER’S ASSOCIATION OF AMERICA

CERTIFICATION REVIEW QUIZ

Management and Marketing

T)F 1

2
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(’T> 9.
e 10.
T 11.
@ 12.
C
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13. {

A “"Moment of Truth™ occurs at any point that the member is in contact with the Club.
A Club’s service culture is founded on the value of its stakeholders.
Market segmentation entails subdividing the mass market into smaller “segments.”

. Sw et .
A typical situation analysis in the planning stage only looks at the internal dimension.

A typical buy class, in organizational buying, is a g%ﬁkce@ — %U—-‘-f@"l*e-o\mo 1o

A Club in the mature stage ofithe product life cycle model is characterized by falling membership
numbers and declining revenues. ND DLceE

Highly e]astic demand indicates that 2 smaller price increase could yield a large increase in total
revenue. / (

Secondary da._ta"'is generally more expensive, but is faster to access.
Internal mé}keting puts the emphasis on the employee as a customer.

/

New member marketing can be accomplished without concern for the current members, since
they/are already committed to the club.

legation of responsibility means abdication of responsibility by the delegating manager.

_-"r The primary purpose of marketing in a club operation is to create or keep members.
!

The service encounter includes three S’s, they are:
a. Structure, Staff, and Systems

~—= b, Structure,. ies, and Systems
c. Staff, Strategies, and Systems
d. Staff, Synerpies; y

A member-oriented club manager can identify member needs by all BUT which of the following:
a. Focus groups
b, Active listening

@ Industry publications
4 Member surveys

A Club’s marketing orientation refers to:

a. The club’s approach to pricing the membership services
@) A strategic emphasis on one element of meeting members needs such as product
quality
e The aggressive use of advertising to encourage member usage
d. The club’s training program for staff to encourage them to market to member

needs




18.

19.

20.

21.

22.

23.

A growth strategy based on introducm gour current products to new markets is ca"@_}w /%‘U-J

Marke

Product development
d. Diversification

The characteristic of services, as a product, that refers to the difficulty of rnatchmg productmry
Easapssss

of the supply of services to the demand for services, 1&%
a. Intangibility i

b. Peri§hab': Y i _p}_zjw) B O COpstimes?

- Simultan
: Heterogeneity St A TRpSeL s\ oy
The famous four P’s of the marketing mix are:
a. Product, Positioning, Pricing, Promotion 0N
b. Product differentiation, Product classification, Product life cycle Product TM'\LC
positionin

e ,Pmdm @iﬂf—g—‘

d. Product, PIace; Price, Positioning ‘{/"La.ﬁ-

Creating an image of the club based on the @ aspects of the club, such as the grounds and ”‘?U’b.r e
facilities is known as:
a. Repositioning
b. Defensive Positioning
c. gu/bject-ive Positioning
‘Objectjve Positioning

The role of the consultant in the conducting a membership survey, where the consultant only

provldes S w nd advice is called:
Provider

E;;;: ber
< o aborator\

The best place to start the membership survey process is:
a. Determining who to survey
b. Developing the questionnaire

Collectmg some primary data
i objectives for the surv

New member marketing is necessary because of all of the following except one reason:

a. Aging mcmbersh:p
c. Competifion from other clubs
d. Socio-cultural attitudes toward club membership
nders the relationship between the parts of the business and the organization as a whole le

is an important part of which management skills?
a. Technical Skills
Human relations skills

C Conceptual SKills -

None of the above
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25,

26.

27.

28.

29.

30.

Deciding which objectives to pursue and how to achieve them is part of which basic function of

2
e R

a
b. Organizing
c Leading

d Controlling

The idea that there should bg'one boss and one plamyfor a group of activities having the same

objective is referred to as the principle of:

a. Scalar chain
b.
o " (Unityof direction =5,
d-— Authority
All of the following are positive aspects of group decision-making except:
a. The sum total of the group’s knowledge is greater than the knowledge of an
individual member
b. The group poses a wider range of alternatives than an individual member
€. Social pressures fo conform can inhibit group membeRS-—
d. Group members better understand the decision and the alternatives considered

Which of the following is primarily carried out at the top levels of the organization?
a. Tactical planning
b. Operations planning

c. Production schedule planning
C‘d.'/_ Leng-fange planning ™
Statements which outline what and organization is trying to achieve while gmng it direction and
purpose are known as:

a. Cascades
b. Operations
—~ Objectives
Missions

When and organization attempts to make its products unique in the industry, it is following what

type of strategy? tig q)‘w" ‘;‘j, Y. | pAE
a. Growth strategy” "~ ;
.-‘t 'i
b. Diversification strategy~" " N

c. Overall ¢ ip strategy —
; ifferentiation strategy > - 1;.‘,',“,-1;_;5{?/?__:?_,

The idea that it is much more efficient tp the tasks required to make an object rather
than to have each worker make the entire object himself is known as:

a. S

c The exception principle
d. Delegation
The more the jobs being managed, the the appropriate span of management.

a. Complex; lower
b. Simple; lower

c. Complex; higher
d

None of the above




32.

33.

34.

36.

37

38.

39.

Larger organizations tend to be specialized, standardized, and decentralized
than smaller organizations.
ore: more; more

b. Less; less; Tess
c. More; less; more
d. Less; more; less

Which type of organization structure is characterized by few’li\gl___MMt and relatively

large spans of management control with each level? > E
x re il e
f- ) > w :
b. Flat structure ™ —E

& Diagonal structure
d. None of the above

Which of the following attempts to evaluate the overall management practices and policies of the
organization?

a. Break-even charts

b. Gantt charts

C(cm

Which of the following characteristics applies to a marketing-oriented club manager who focuses
on the changing needs of current and prospective members?

a, Marketing control

b. Marketing planning

c. Marketi rtunism
: Marketing leadership

An approach to marketing that focuses on customers as assets and functions to attract and keep
- o R s
customers is called:
a. Internal marketing
b. External marketing
Relationship markefing

Before introducing a new product of service, a club manager should:

a. Identify member needs
b. Link the product or service to the club’s overall goals
¢, Screen and test ideas before spending money on development

G/-— All of the above ——

A strategic marketing tool for assessing broad conditions that have long-term effects on club

operations is called:
a. Macro-competition analysis
b. Product differentiation

&— Environmental SCanfing
d. Micro-mmm
Which of the following best describes a positioning strategy that matches strengths and
weaknesses against the competition and finds positions where a club is the weakest, and strengths

where the club is least vulnerable?

TSIve positl
b. Influencing the balance by taking the offense
C. Exploiting industry change

d. None of the above




40. A marketing strategy that focuses on the physical features and facilities of a club is called:
fi. Intangible positioning
Competitive positioning

b.

&L ,Ebjcctive.pesiﬁﬁn-'mg-:}
d. Objective positionin
G oty
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1. How is a market defined and segmented? — P ) i / WD ff‘?"t“ﬂc__;
Steom avy mox )’(0+ i ;:ﬁf:; Stigs
2. What are five marketing concepts that serve as the focal points for marketing strategy? _ .
knaSS op / hf@a\—}
3. What is a situation analysis?  .— S Wo+ - ﬁrnﬂ&’a’b /‘J i /?,i;
Totog b Ity ﬁﬁﬁj}ﬂl_) RS |
4. what is service marketing? internal marketing? - abig
Sndant H/ and FHe lc?@@g""-"ly
5. How can understanding the concept of the family life cycle help club managers market their
clubs? ,)
What is th hase-decisi 2 - Decd ~Scach %\"ﬂ){emm{wﬁgﬁm g
6. atis the consumer-purchase-decision process? o s i fJOJ"JL p@Ch EV&}U’ié‘-j‘* T
7. What are buying centerm SN buying wpats Bud % ﬁ')C‘L
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8. What are some common product concepts that can help managers understand the products
Lol V iene n':‘
they offer to members? ',Shc’gp\n
eara Ty
. A typical club’s promotional mix consists of what elements?
10. What are some common place or distribution concepts that can help club managers better
understand how to market their clubs? <
11 What are some typical approaches to pricing club products and services?
12, What are the differences between qualitative research and quantitative research? y
~ S 5”’9“?113’ S, %L%](_\—\ $iv G
13. Ethics play what role in club marketing? EnClns v <
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Marketino revised 11/04

Resources: White Papers on Club Management, Certification Edition Textbook
Contemporary Club Management, Chap.3 & 7 '

Competencies
I Service Excellence
Club Marketing

Membership Surveys
Building Member Use: Internal Marketing
New Member Marketing

-

1. A “Moment of Truth” occurs at any poiritﬁthat the member is in contact with the Ch

F
ﬁ 2. A Club’s service culture is foundei:'!; on the value of its stakeholders, X
® 3. Internal marketing refers o selling memberships only inside the club’s property.
F

4. A typical situation grialysis conducted during the marketing planning stage always
includes both the ifiternal and the external dimensions of the club.

F 5. A typical meptber of the buying group, in organizational buying, is an influencer.

F 6. A menu ifém in the growth stage of the product life cycle model is characterized by
rapidly ihcreasing unit sales and revenues. '

7. Highly inelastic demand indicates that a small price increase could yield a large
ingfease in total revenue.

b1
econdary data is generally more expensive, but is faster to access,

- Focus groups are a form of secondary data gathering,

G o B

T /' 10. New member marketing can be accomplished without concern for the current
“ members, since they are already committed to the club.
11. The service encounter includes balancing three aspects of the club, they are:

a. Structure, Staff, and Systéms
b. Structure, Strategies; and Systems.~
Staff, Strategies, and Systemsk
. Staff, Synergies, and Systems

12. A member-oriented club manager can best identify member needs by which of the following:
a. Talking with club managers at other clubs :
b. Attending CMAA conferences/workshops
¢. Industry publications
% Member surveys

13. Which of these segmentation criteria best identifies “why” members do what they do:
a. geographic segmentation
b. demographic segmentation
&) psychographic segmentation
d. behavioristic segmentation




Marketing

True or False i

TP e
AR D ey QYL W,

When a member comes in contact with the club this is known as a-service-encounter.

A club’s service culture is founded on the values of the stakeholders

Market segmentation describes the concept of subdividing the mass market into smaller, better

defined segments.

- 4. A situation analysis looks only at the internal dimension of the club
“T 5. Atypical buy class is a modified rebuy
"1 6. Clubs that are in the mature stage of the product life cycle are characterized by a stable
membership and steady revenues
(7. Highly elastic demand indicates that a small price increase could yield a large increase in total
| revenue iz glule i wddy Arensta
v Primary data is less expensive to gather than secondary research
_,.I, 9. Internal marketing places emphasis on the employee as the customer and the job as the product
¢ 10. New member marketing can be accomplished without concern for the needs of the current
members since they are already committed to the club.
~ 1 11. A "moment of truth” occurs at any point that the member is in contact with the club
~1 12. Aclub’s service culture is founded on the value of its stakeholders
1 13, Market segmentation entails subdividing the mass market into smaller “segments”
¥ 14. Atypical situation analysis in the planning stage anly looks at the internal dimension
.’_: 15. A typical by class, in organizational buying is a gatekeeper
C~16. A Club in the mature stage of the product life cycle model is characterized by falling membership
numbers and declining revenues ' Z0bind Bhaa .
i~ 17. Highly elastic demand indicates that a smaller price increase could yield a large increase in total
revenue .
18. Secondary data is generally~n‘i§ﬁ§-expensive, but is faster to access
19. Internal marketing puts the emphasis on the employee as a customer
¢ 20. New member marketing can be accomplished without concern for the current members, since
_ they are already committed to the club
\ 21. Delegation of responsibility means abdication of responsibility by the delegating manager
“7 22. The primary purpose of marketing in a club operation is to create or keep members.
Answer
1w

moments of truth” are:
( a./ Any point in contact that the member has with the club

b

b. Easily controlled by management
¢. Notasimportant to the membership as they are to the manager
d. Another term for bechmarking




The different concepts of marketing include all but which of the followi ng:
a. Product
b. Sacietal
¢. Production
d Proma_t_ioﬁ_a_l__,,
" Services differ from “goods’ because goods are more:
a. Uniform
b. Intangible
c. Price sensitive
d. Difficult to produce in advance
Once we have segmented the market, we can more effectively
3. Do market research
. b. ' Target the market segments
c. Meet the needs to the entire market
d. Conduct a situation analysis
Subjective positioning means that we establish an image in the mind of the market based upon:
a... Objective/tangible aspects of the club
b-_Intangible/service aspects of the club
. Matching the competition’s strengths and weaknesses
d. Spending more for attracting new members
A club with modest increases in revenues, less than full, but increasing, membership and
stage of the product life cycle.

decreasing operating looses is probably in the
2. Introduction

b. Maturity—> 5 Cmclil
c. Growth —=; M2
d. Decline = \OS€ %

Price elasticity refers to a percentage change in the —__resulting form a corresponding
percentage change in the selling price of the item
a. Gross profit for the item
_b. Price category of the item
r: Demand for the item
d. Repeat purchase pattern
For marketing research, it is always less expensive to gather and/or analyze data
a. Primary
b. Multi-attribute
. Qualitative
I-"'t'i.‘_tESecondary
Focus groups are typically for ___ research
a. Secondary
b. Conclusive
\ C } Exploratory
d. Basic




2.

The different concepts of marketing include all but which of the following:
a. Product
b. Societal
c._Production
d. Promot'io'n'_z_l_la__,_

. Services differ from “goods’ because goods are more:

a.  Uniform

b. Intangible

€. Price sensitive

d. Difficult to produce in advance
Once we have segmented the market, we can more effectively

‘a. Do market research
- b. ' Target the market segments

c. Meet the needs to the entire market

d. Conduct a situation analysis
Subjective positioning means that we establish an image in the mind of the market based upon:

a.- Objective/tangible aspects of the club

b “Intangible/service aspects of the club

¢. Matching the competition’s strengths and weaknesses

d. Spending more for attracting new members
A club with modest increases in revenues, less than full, but increasing, membership and
stage of the product life cycle.

decreasing operating looses is probably in the
" a._Introduction
b. Maturity—"7 5
c. Growth -= .
d. Decline —= 10&&€ %
Price elasticity refers to a percentage change in the
percentage change in the selling price of the item
a. Gross profit for the item
_b. Price category of the item
¢ | Demand for the item
d. Repeat purchase pattern
For marketing research, it is always less expensive to gather and/or analyze data
a. Primary
b. Multi-attribute
¢ Qualitative
( f./_...?’SF.le:t:fndar\ﬂr
Focus groups are typically for ____research
a. Secondary
b. Conclusive

resulting form a corresponding

(a

( c., JExploratory
d. Basic
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Online promotional tools used for private clubs should:
a. avoid social media b. focus on sampling
¢. not replace print media d.) require a member-only password

The service encounter includes balancing these three aspects of the club:
a. Structure, Staff, and Systems b. Structure, Strategies, and Systems
@ Staff, Strategies, and Systems d. Staff, Synergies, and Systems

A member-oriented marketing research project should begin with:
a. Talking with club managers at other clubs
b. Attending CMAA conferences/workshops
Setting the project objectives
- Conducting member surveys

ich of these segmentation criteria represents the best criteria for City Club membership:
C;V)hgeographic segmentation b. demographic segmentation

¢. psychographic segmentation - d. behavioristic segmentation

A growth strategy based on marketing current products to our current markets is called:
@ Market Penetration b. Market Development

¢. Product Development d. Diversification

A good example of a modified re-buy, in the context of organizational buying behavior, is:
a. wedding rehearsal dinner with plated service
b. monthly board meeting/luncheon with buffet service

d.Ymonthly sales breakfast meeting with an added omelet-to-order station

The member value index (MVI) represents: e
a. the price a member will pay to belong  b. how much members value the club experience
@value of the experience minus the cost  d. the accounting value of a member overtime

Ciﬂ)lm]ging the image of the club, in an effort to capture a new market, is known as:

a. JRepositioning b. Defensive Positioning
¢. Subjective Positioning d. Objective Positioning

A consultant, used by the club, only to help with the research design and not the actual

implementation of a membership survey is called a:
a. Provider — Door— Prescriber P |
c¢. Mediator &) Collaborator ~ ,rcfl.n% T Me 9‘”@

Reasons for having new member marketing include:
a. survey results said we should b. club’s financial needs require it
¢. changing membership demographics al] of the above are valid reasons

Which of the following is NOT a valid rational pricing method?
> competitive . pv'e NenT Yegg ) mhy c. full-cost
integrated They (hey d. mark-up

wWnat Py
(ho-n“f/(







. A consultant, used by the club, only to help with the research design and not the actual
implementation of a membership survey is called a
_a._Provider — they o £
(_b. _Prescriber — Ui 2lo
c. Mediator — crciiiCe.
d. Collaborator — s ueis”
. The best place to start the membership survey process is:
a. Determine who to survey
b. Collect some primary data
¢ Develop the questionnaire
Q/./Determine the objectives for the survey
. Wiich of the following is NOT a reason that all clubs require new member marketing?
_a. Aging membership
b. 'Need to change the annual dues structure
©. Competition from other clubs
d. Socio-cultural attitudes toward club memberships
. The three Ss of the service encounter are:
a. Structure, Staff, Systems
b. Structure, Strategies, and Systems
c. j__'Staff, Strategies, and Systems
d. Staff, Synergy, and Systems
. A member-orientated club manager can identify member needs by all but which of the
following methods:
a. Suggestion box
__b._/ Industry Publications
c. Focus Groups
d. Active Listening
. Marketing orientations refers to:
2. Anapproach to pricing the club’s services
b. The aggressive use of advertising to encourage marketing to member needs
~ €. Astrategic emphasis on one element of emeting member needs such as emphasizing
.,. production efficiency
. A growth strategy based on introducing new products to our current members is called:
a. Market Penetration i '
b, Market Development
r"l c. Product Development e e
~~d” Diversification Pt AN '_ Mg Ligh)
- The characteristics of services, as a product, that refers to difficulty of standardizing the quality
of the service provided is known as:
a. Intangibility
b. Perishability
c. Simultaneity
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d. . Heterogeneity

The four P’s arel
a. Product classification, product differentiation, product positioning, product life cycles
b. Product, Positioning, Pricing, Placement

c.'_ Product, Place, Promotion, Price

Product, Place, Price, Positioning .

Creating an image of the club based on the tangible 'aspects of the club such as the facilities and

a.

grounds is called:
~ a. Objective positioning
E Subjective positioning
c. Defensive positioning
d. Repositioning
The role of the consultant in conducting a membership survey where the consuitant only
providesﬁsuppq_r_t_ and advice is:
a. Provider
b. Prescriber
! t. Collaborator
N
d. Mediator
The best place to start the membership survey process is with the:
a. Objectives for the survey
i I:T Determination of who to ask or sample
¢. Development of the questionnaire
d. Collection of data
Internal marketing includes all but which of the following techniques:
a. New member orientation
b.\ Empowering employees
c. ) Advertising club events
d. Merchandising menu items
Understanding the relationship between the parts of the business and the organization as a
whole is an important part of which management skills?
a. Technical skills
b.__Human relations skills
c._-Conceptual skills
"7d. None of the above
Deciding which objectives to pursue and hottho achieve them is part of which basic function of

management?
¢ 5_'._:'_;‘}..Pianning =
b Organizing
c. Leading

d. Controlling




33. The idea that there should be E)/e boss and one plan for a group of activities having the same
objective is referred to as the principle of:
a. Scalar chain

b. Equity
/"c. ] Unity of direction
“d. Authority

34. All of the following are positive aspects of group decision-making except:
a. The sum of the total of the group’s knowledge is greater than the knowledge of an
individual member
b. The group poses a wider range of alternatives than an individual member
"c .'Social pressures to canform can inhibit group members
~'d.  Group members better understand the decision and the alternatives considered
35. Which of the following is primarily carried out at the top levels of the organization?
a. Tactical planning
b. Operations planning
¢. Production schedule planning
. d._ Long-range planning R
36. Statements which outline what and organization is trying to achieve while giving it d|rect|un ad
pu:pose are known as:
a. Cascades
b. Operations
- Q_lg_jectiv'eé'
;_'d.. Missions——
37. When and organization attempts to make its products unique in the industry, it is following
what type of strategy?
a. Growth strategy
b. Diversification strategy
C... Overall cost leadership strategy
. d. Differentiation strategy .
38. The idea that it is much more efficient to divide up the tasks required to make an object rather
than to have each worker make the entiré'ot_)j_é_ct himself is known as:
_a.. Synergism
b. ‘Division of labor
" c. The exception principle
d. Delegation
39. The more the jobs being managed, the appropriate span of management
“a. .Complex; lower
et i Simple; lower
c. Complex; higher
d. None of the above
40. Larger organizations tend to be specialized, standardized, and
decentralized than smaller organizations.
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a. More; more; more
s’ Less; less; less
¢. More; less; more
d. Less; more; less
Which type of organization structure is characterized by f few Jevels cf management and

relatively large spans of management contrul wrth each level?
a. Tall structure—"n<-Vily | gn L0y
g b. _'-:; Flat structure
¢. Diagonal structure
d. None of the above
Which of the following attempts to evealuate the overa!l management practlces and policies of
the organization?
a. Break-even charts
b. _Gantt charts
" c._Management charts
~.d.. CRM charts
Which of the following characteristics applies to a marketing-oriented club manager who
focuses on the changing needs of current and prospective members?
a. Marketing control
Marketing planning
c. Marketing opportunism
'd. Marketing leadership
An approach to marketing that focuses on customersas assets and functions to attract and keep
customers is called:
" a./ Internal marketing
b. _External ‘marketing

¢_c._Relationship marketing

23

d. Integrated ma—rketmg
Before introducing a new product of service, a club manager should:

a. Identify member needs

b. Link the product or service to the club’s overall goals

c. Screen and test ideas before spending money on development

d.  All of the above
A strategrc marketing tool for assessing broad condmons that have long term effects on club
operations is called:

a. Macro-competition analysis

b. Product differentiation

( o \ Environmental scanning
o Micro-competition analysis




47. Which of the following best describes a positioning strategy that matches strengths and
weaknesses against the competition and finds positions where a club is the weakest, and
strengths where the club is least vulnerable?

a/Defensive positioning
~“b. Influencing the balance by taking the offense
€. Exploiting industry change
d. None of the above
48. A marketing strategy that focuses on the physical features and facilities of a club is called:
a. Intangible positioning
b. Competitive positioning
c.—Subjective positioning
d._,_./Objective positioning




