1. What is product positioning? Consider the attributes of each of the following products and identify the brands' relative positioning in their product categories: 

a. Volvo 

b. Hampton Inn 

c. Dom Perignon champagne

d. Avis Rent-a-car
e. Subway sandwiches
2. The St. Louis Cardinals baseball organization is owned by Anheuser-Busch, which also operates Busch stadium, home of the Cardinals. Despite being located in a relatively small market, the cardinals have set attendance records. Much of this success is the result of effective services marketing at the ballpark, which makes attending games an enjoyable experience for fans, whether the cardinals win or lose.

a. What part of your experience at a baseball game is primarily intangible? What are you paying for when you go to a ballgame?

b. Consumers have difficulty separating the producer (the Cardinals and Busch stadium) from the consumption experience (which includes fan behavior, food vending, seats, or bleachers). Why would this be important for the management at Busch stadium to understand? In other words, can you go see a winning team play but not enjoy the game, or vice-versa?

c. Busch stadium holds around 55,000 fans. What difference does it make that services are highly perishable? How would this influence sales promotion activity?

d. What aspects of the baseball game experience are susceptible to heterogeneity? What does this say about the importance of employing high-quality personnel? 

3. The promotion mix includes advertising, public relations, sales promotion, and personal selling. How would you classify each of the following promotion efforts? 

a. McDonald's uses television to tell consumers about free French fries with the purchase of a big Mac. 

b. A Toyota salesperson tells customers about the quality of Michelin tires. 

c. CNN has a story about energizer's latest ad campaign. The story features a commercial with the energizer bunny. 

d. Quaker oats places an ad in good housekeeping magazine with a coupon attached.

e.  A pharmaceutical salesperson leaves free samples with a physician.

4.  What type of pricing strategy does each of the following describe? 

a. Hyundai prices its newest model lower than the price of competing brands. 

b. A premium men's shirt has a suggested retail price of $50 instead of $49.95. 

c. A doctor charges $65 for a routine office visit.

d. A restaurant lowers the price of its corned beef and cabbage plate during the week before St. patrick's Day. 

e. For years the price of a candy bar was 5 cents, and rarely did a manufacturer charge more. 

f. A supermarket prices its eggs, bread, and milk below cost. 

g. An attorney advertises a $199 fee for a divorce. 

