Advanced Marketing Topics Exam Summary:
Undergraduate, Masters, and Doctoral Levels
Peregrine Academic Services (PAS) provides assessment services for performing direct assessment of
learning outcomes in a range of academic disciplines. The online exams are used to evaluate retained
student knowledge in relation to the academic program’s learning outcomes.
This document outlines the Advanced Marketing topics which may be used to complement the
Business Administration comprehensive exam for students in Marketing or Marketing related
programs. These advanced topics may be used for undergraduate and graduate students.
These advanced marketing topics are designed for use by US-based schools and programs.
PAS places a high priority on ensuring the validity and reliability of the assessment services. These
practices begin at the design stage and continue through beta-testing, and with ongoing regularly
scheduled quality reviews. A description of the approach used to ensure ongoing validity and reliability is
provided at the end of this document.
The exams include 10 questions for each advanced topic and each exam is unique as questions are selected
at random from the test bank of over 200 questions per topic. Institutions select the topic areas to be
included in the exam to match the design of their curriculum.
This document provides information on:
 Topic areas and Subjects covered within each.
 Example questions.
 Assessment Service Validity and Reliability.
The Topics are:
Advanced Marketing I
Advanced Marketing II

Page 1

Topic: Advanced Marketing I
Subjects
 Advertising Messages (Questions related to AIDA, communication with customers, cognitive
advertising, focus groups, advertising research, post-campaign evaluations, and creative
advertising)
 Customer Evaluations (Questions related to types of purchases, improving customer service,
customer perceptions, and management of customer relationships)
 Marketing Plans (Questions related to conducting a SWOT analysis, developing a marketing plan,
customer segmentation, and the 4 P’s)
 New Products (Questions related to the product development process, test markets, product life
cycle, consumer groups, product mix, and new product launch)
 Positioning (Questions related to the 5 C’s, marketing mix variables, perceptual maps, niche
markets, product leadership, positioning statements, and unique selling propositions)
Example Questions
Which of the following is NOT a trend that can boost or constrain the ultimate success of the new product
launch?
A. Demographic
B. Marketing
C. Cultural
D. Lifestyle
Correct Response: B
Kelly is writing a marketing plan for a new energy drink. Her plan should begin with a(n) _______.
A. situation analysis
B. executive summary
C. positioning statement
D. segmentation analysis
Correct Response: B
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Topic: Advanced Marketing II
Subjects
 Advertising and Public Relations (Questions related to forms of advertising, attributes of
advertising, target consumers, media schedules, and public relations)
 Pricing Concepts (Questions related to demand, pricing structures, fixed and variable costs, and
yield management systems)
 Retailing (Questions related to various types of retail stores, pricing, online retailing, forms of
selling, and branding)
 Segmenting and Targeting Markets (Questions related to market segmentation, market definition,
demographic identification, perceptual mapping, and targeting strategies)
 Services and Nonprofit Organization Marketing (Questions related to service characterization,
promotional strategies, pricing, and target markets)
 Supply Chain Management (Questions related to consumption, integration, demand management,
and the forms of distribution)
Example Questions
Stouffer's offers gourmet entrees for one segment of the frozen dinner market. They also offer Lean
Cuisine for another segment that wants both good taste and low calories. When Stouffer's chose to serve
two well-defined market segments and develop distinct marketing mixes for each, it was implementing
a(n) _____ strategy.
A.
market integration
B.
concentration targeting
C.
undifferentiated targeting
D.
multi-segment targeting
Correct Response: D
Cranium, the Seattle-based toy company, has recently introduced Giggle Gear, a toy designed to let kids’
imagination run wild. With the face and headpieces that make up Giggle Gear, kids can change
themselves into aliens, fairies, bugs, and robots. This new toy should be promoted by using_____
advertising.
A. pioneering
B. objective-specific
C. competitive
D. institutional
Correct Response: A
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Assessment Service Validity and Reliability
Introduction
The programmatic assessment services provided by Peregrine Academic Services (PAS) are used to
assess retained knowledge of students at various academic degree levels. Schools deploy these services to
evaluate the effectiveness of their academic programs, identify areas for improvement, and demonstrate
program outcomes to external stakeholders.
PAS places a high priority on ensuring the validity and reliability of the assessment services. These
practices begin at the design stage and continue through beta-testing, and with ongoing regularly
scheduled quality reviews. The following outlines the approaches used to ensure ongoing validity and
reliability.
Validity refers to the extent to which the test banks and the services measure the phenomena under
consideration.
Reliability refers to the extent to which the exam results are repeatable and therefore data sets can be
compared over time.
Design Features that Impact Validity and Reliability
The following features apply to all assessment services.


Exam scoring is 100% objective using automated marking.



Each exam viewed by a student is unique using a random selection of questions from the test bank
in random topic order.



Timed response periods for questions. When the user navigates away from the exam screen, the
screen fades, a message appears informing the user that he/she has left the exam window and the
questions are timed.



Students are unable to copy/paste from the exam window.



The exam services meet the security requirements for Management of Information Technology
(MIS) Sarbanes-Oxley (SOX) compliant organizations.



Abandoned exams are excluded from summary reports.
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Ensuring Ongoing Validity and Reliability
Validity
To ensure test bank validity, the following measures were adopted when the initial test banks were
created. The same principles are used with subsequent changes to the test banks.


The specific accreditation or certification requirements related to learning outcomes evaluation were
used to determine the topics and subjects for the test banks.



Current teachings for each topic were considered regarding the foundational level of each test bank.



Exam questions were written and reviewed by academic professionals within each discipline. Similar
subject matter experts are used with subsequent editing and for new questions.



Each topic has questions designated for 4-8 subjects per topic to help ensure appropriate breadth of
coverage and allow for specific learning outcomes measurement.



Exam responses are either correct or incorrect with only one possible correct choice. Scores are
determined by summarizing the percent correct: per subject, per topic, and by total score.

Reliability
PAS contracted with external experts to design a comprehensive and statistically sound approach to
measuring assessment service reliability. The result is that each year, a Reliability Report is generated for
each assessment service. The report generates data for several reliability metrics and the data for each are
compared with acceptability criteria to determine which test questions should be modified or replaced.
Subject matter experts in the field are then contracted to modify/replace the targeted questions. Hence, the
assessment service is regularly reviewed and improved to ensure ongoing reliability.
Reliability is determined by measuring Item Difficulty, Item Discrimination and Question
Interchangeability.
Item Difficulty refers to percentage of students who answer questions correctly. Data are generated by
topic and for each individual question. The target Item Difficulty is 60 percent correct with an acceptable
range of 35 – 80 percent.
Item Discrimination refers to how well a question distinguishes between those students with more
knowledge (higher overall exam scores) from those with less knowledge. Two measures are used:
Discrimination Index and Point-Biserial Correlation.
For a given question, the Discrimination Index compares the scores of students with high overall test
scores with students with low overall test scores. The scale is -1 to +1, with higher values indicating that a
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given question better distinguishes between high and low performing students. A value of ≥ 0.20 is
considered acceptable.
Point-Biserial Correlation is equal to the Pearson’s Correlation Coefficient between the scores on the
entire exam and the scores on a specific question. A score of ≥ 0.10 is considered acceptable.
When assessing the quality of questions, both the Discrimination Index and the Point-Biserial Correlation
Coefficient are reviewed.
Question Interchangeability refers to the ability to substitute a question in the test bank with another
without significantly affecting the total score that an individual would receive on the exam. This is
determined using Cohen’s Effect Size d calculated based on a two-tailed t-test comparing the total score
for all students who had that question in their exam versus the total score of the students who did not have
that question in their exam. The scale is 0-1.0 and a score of < 0.20 is considered acceptable.
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