

BUS 475 Integrated Business Topics: Sample Final Exam


BUS/475 Sample Final Exam


	Quantitative analysis

	Probability and statistics

	
	Measure of set operations

	
	Conditional/joint probabilities

	
	Counting rules

	
	Measures of central tendency and dispersion

	
	Distributions (including normal and binomial)

	
	Sampling and estimation

	
	Hypothesis testing

	
	Correlation and regression

	
	Time-series forecasting

	
	Statistical concepts in quality control

	Management science

	
	Linear programming

	
	Project scheduling (including PERT and CPM)

	
	Inventory and production planning

	
	Managing continuous improvement

	
	Special topics (including queuing theory, simulation, and decision analysis)


1.
Data is considered “invalid” when:

a.  FORMCHECKBOX 
 It is outdated 

b.  FORMCHECKBOX 
 It is inconsistent

c.  FORMCHECKBOX 
 It is unreliable

d.  FORMCHECKBOX 
 It doesn’t measure the intended concept 

2.
Data is considered “reliable” when: 

a.  FORMCHECKBOX 
 The test measures what we actually want to measure

b.  FORMCHECKBOX 
 It is quantitative

c.  FORMCHECKBOX 
 The measurement process is accurate and precise

d.  FORMCHECKBOX 
 It is qualitative

3.
When the reported data is different from the actual data, there is a: 

a.  FORMCHECKBOX 
 Reporting error 

b.  FORMCHECKBOX 
 Sampling error

c.  FORMCHECKBOX 
 Response error

d.  FORMCHECKBOX 
 Computation error 

4.
When measures of central tendency are not affected by extremely low or extremely high values? 

a.  FORMCHECKBOX 
 Mean and median 

b.  FORMCHECKBOX 
 Mean and mode

c.  FORMCHECKBOX 
 Mode and median

d.  FORMCHECKBOX 
 Standard deviation and mean 

5.
What is the relationship among the mean, median, and mode in a symmetric distribution? 

a.  FORMCHECKBOX 
 All equal 

b.  FORMCHECKBOX 
 Mean is always the smallest value

c.  FORMCHECKBOX 
 Mean is always the largest value

d.  FORMCHECKBOX 
 Mode is the largest value

6.
Suppose you want to show the changes in unemployment rate in the US during 2000-2008. The most appropriate chart you would use will be: 

a.  FORMCHECKBOX 
 Pareto chart 

b.  FORMCHECKBOX 
 Line chart

c.  FORMCHECKBOX 
 Bar chart

d.  FORMCHECKBOX 
 Pie chart 

e.  FORMCHECKBOX 
 All are suitable

7.
If two events are independent, the probability that both occur is: 

a.  FORMCHECKBOX 
 0 

b.  FORMCHECKBOX 
 0.50

c.  FORMCHECKBOX 
 1.00

d.  FORMCHECKBOX 
 The multiple of probabilities of the two events 

8.
What will happen to the width of a confidence interval if the sample size is doubled, from 100 to 200? 

a.  FORMCHECKBOX 
 It will increase 

b.  FORMCHECKBOX 
 It will decrease

c.  FORMCHECKBOX 
 It will remain the same

d.  FORMCHECKBOX 
 It will double 

9.
The shape of the F distribution is: 

a.  FORMCHECKBOX 
 Symmetric 

b.  FORMCHECKBOX 
 Skewed right

c.  FORMCHECKBOX 
 Skewed left

d.  FORMCHECKBOX 
 The same as the t distribution 

10.
The French Enterprise wants to market their product, Learn French in 5-Days,  to market this product they have chosen television and radio.  A 1 minute television ad costs 30,000 and a 1 minute radio add costs 5,000.  The French Enterprise must decide how many television and ads should be purchased.  What are the decision variables: 

a.  FORMCHECKBOX 
 x1 = television channels and x2 = radio channels

b.  FORMCHECKBOX 
 x1 = number of French students and x2 = number of English students

c.  FORMCHECKBOX 
 x1 = 30000 and x2= 5000

d.  FORMCHECKBOX 
 x1 = number of 1 minute television ads and x2= number 1 minute radio ads
11.
Which of these statements are NOT true about CPM and PERT? 

a.  FORMCHECKBOX 
 In a project, if the duration of the activities are known we use PERT if the duration is not known we use CPM 
b.  FORMCHECKBOX 
 CPM and PERT have been used in scheduling construction projects

c.  FORMCHECKBOX 
 The predecessors are a set of activities that must be completed before an activity

d.  FORMCHECKBOX 
 CPM and PERT have used in building ships 

12.
Which of these costs are involved in Inventory Modeling? 

a.  FORMCHECKBOX 
 Unit purchasing costs 

b.  FORMCHECKBOX 
 Ordering and setup costs

c.  FORMCHECKBOX 
 Holding costs

d.  FORMCHECKBOX 
 All of these

13. Opportunities for improvement are often found in eliminating waste, which area often attributes to waste?

a.  FORMCHECKBOX 
 Overproduction 

b.  FORMCHECKBOX 
 Transportation

c.  FORMCHECKBOX 
 Inventory

d.  FORMCHECKBOX 
 None of these 

e.  FORMCHECKBOX 
 All of these

14.
Which of these statements are false concerning the use of simulations? 

a.  FORMCHECKBOX 
 Simulation imitates the real world operations as it evolves over time 

b.  FORMCHECKBOX 
 Simulation is straight forward and easier than analytical models

c.  FORMCHECKBOX 
 Simulation optimization is a slow process

d.  FORMCHECKBOX 
 None of these 
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	Marketing

	Identifying attractive markets

	
	Strategic marketing planning

	
	Scanning marketing environment

	
	Marketing research and information technology tools

	
	Consumer and organizational buyer behavior

	Marketing institutions

	
	The marketing mix (product, price, place, and promotion)

	
	Segmenting consumer and organizational markets

	
	Marketing services

	
	Marketing for not-for-profit organizations

	
	Marketing of social causes

	International marketing*


1.
The marketing management process is the process of: 

a.  FORMCHECKBOX 
 Planning marketing activities

b.  FORMCHECKBOX 
 Implementing marketing plans

c.  FORMCHECKBOX 
 Controlling marketing plans

d.  FORMCHECKBOX 
 All of these

e.  FORMCHECKBOX 
 None of these

2.
Segmenting in international markets can be more challenging than segmenting in domestic markets because: 

a.  FORMCHECKBOX 
 There is less diversity in the key segmenting dimensions 

b.  FORMCHECKBOX 
 There is often more data available about key segmenting dimensions

c.  FORMCHECKBOX 
 Critical data is often less available and less dependable

d.  FORMCHECKBOX 
 International laws are different than domestic laws

e.  FORMCHECKBOX 
 None of these

3.
A detailed customer database, containing past purchases and other segmenting information, is used to focus marketing efforts on individual customers in a : 

a.  FORMCHECKBOX 
 Clustering management systems

b.  FORMCHECKBOX 
 Product positioning matrix

c.  FORMCHECKBOX 
 Product differentiation matrix

d.  FORMCHECKBOX 
 Diversification management system

e.  FORMCHECKBOX 
 Customer relationship management system

4.
Dell, Inc. was to offer customers televisions in addition to computers. This is a change in their __________________ strategy?

a.  FORMCHECKBOX 
 Pricing

b.  FORMCHECKBOX 
 Promotional

c.  FORMCHECKBOX 
 Personnel

d.  FORMCHECKBOX 
 Product

e.  FORMCHECKBOX 
 Placement

5.
Which of the following statement about world population is TRUE?

a.  FORMCHECKBOX 
 In general, countries that have higher stages of development experience faster rates of growth than less-developed countries

b.  FORMCHECKBOX 
 The extent to which a country’s population is clustered around urban areas DOES NOT vary much from country to country

c.  FORMCHECKBOX 
 People are moving from rural areas into more industrial and urban areas

d.  FORMCHECKBOX 
 The trend toward urbanization has made companies less interested in international markets.

e.  FORMCHECKBOX 
 All of these

6.
Which of the following is TRUE:

a.  FORMCHECKBOX 
 The product “P” in the marketing mix stands for only physical goods

b.  FORMCHECKBOX 
 The product “P” in the marketing mix stands for both physical goods and services

c.  FORMCHECKBOX 
 The product “P” in the marketing mix stands for only tangible merchandise

d.  FORMCHECKBOX 
 The product “P” in the marketing mix stands for both physical goods and tangible merchandise

e.  FORMCHECKBOX 
 The product “P” in the marketing mix stands for only services

7.
Habitat for Humanity is considered which type of organizational customer?

a.  FORMCHECKBOX 
 Producer

b.  FORMCHECKBOX 
 Middleman

c.  FORMCHECKBOX 
 Government

d.  FORMCHECKBOX 
 Non Profit

e.  FORMCHECKBOX 
 Independent

8.
Which of the following statements regarding marketing’s influence on values is FALSE?

a.  FORMCHECKBOX 
 Many companies refuse to use ads that would be offensive to their target customers

b.  FORMCHECKBOX 
 Marketing never elevates the wrong values

c.  FORMCHECKBOX 
 Many companies work hard to determine their customers’ beliefs and values

d.  FORMCHECKBOX 
 Marketing tends to reflect social values in the short run 

e.  FORMCHECKBOX 
 Marketing tends to reinforce and enhance social values in the long run

9.
When a company grows globally, this is an example of:

a.  FORMCHECKBOX 
 Market development 

b.  FORMCHECKBOX 
 Product development

c.  FORMCHECKBOX 
 Diversification

d.  FORMCHECKBOX 
 Market penetration

e.  FORMCHECKBOX 
 Mass marketing
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