Chapter 12

Integrated Marketing Communication: 

Advertising, Sales Promotion, and Public Relations

Multiple-Choice 

1. All of the following are accurate descriptions of what makes an effective 
advertising campaign, except which one?


a.
An advertising campaign must effectively present an important message 


about a worthwhile product.

b. 
An effective campaign successfully breaks through the clutter and presents 
the brand message in a memorable way.

c. 
Using a spokesperson or mascot is an effective way to get consumers to 
connect and remember the product/company.


Ads with emotional appeals are not effective in getting consumers to purchase a product.


Answer: (d) Difficulty: (3) Page: 398

2. The promotion mix consists of the specific blend of _____ that the company uses 
to pursue its advertising and marketing objectives.


a.
advertising, communications, sales promotion, PR, personal selling, and 


marketing

b. 
advertising, sales promotion, PR, personal selling, and direct marketing

c. 
advertising, promotion, distribution, and pricing

d. 
advertising, sales promotion, PR, pricing, and distribution

Answer: (b) Difficulty: (2) Page: 399

3. Advertising includes all of the following media forms, except which one?


a.
print


b.
specialty advertising


c.
broadcast


d.
Internet


Answer: (b) Difficulty: (2) Page: 399

4. Sales promotion includes all of the following tools, except which one?


a.
point-of-purchase displays


b.
premiums


c.
coupons


d.
press releases


Answer: (d) Difficulty: (3) Page: 399

5. Personal selling includes all of the following tools, except which one?


a.
trade shows


b.
discounts


c.
incentive programs


d.
sales presentations


Answer: (b) Difficulty: (3) Page: 399

6. Direct marketing includes all of the following tools, except which one?


a.
catalogs


b.
telephone marketing


c.
kiosks


d.
sales presentations


Answer: (d) Difficulty: (2) Page: 399 

7. Advertising includes any _____ form of non-personal presentation and promotion


of ideas, goods, or services by an identified sponsor.


a.
paid


b.
unpaid


c.
free


d.
print


Answer: (a) Difficulty: (2) Page: 399

8. _____ includes short-term incentives to encourage the purchase or sale of a 
product or service.


a.
Public relations


b.
Advertising


c. 
Sales promotion


d.
Direct marketing


Answer: (c) Difficulty: (2) Page: 399

9. _____ includes building good relations with the company's various publics by 
obtaining favorable publicity, building up a good corporate image, and handling 
or heading off unfavorable rumors, stories, and events.


a.
Personal selling


b.
Advertising


c.
Direct marketing


d.
Public relations


Answer: (d) Difficulty: (2) Page: 399

10. Press releases and special events are tools of _____.


a.
personal selling


b.
public relations


c.
direct marketing


d.
advertising


Answer: (b) Difficulty: (2) Page: 404

11. _____ includes direct connections with carefully targeted individual consumers  


to both obtain an immediate response and cultivate lasting customer relationships.


a.
Personal selling


b.
Public relations


c.
Advertising


d.
Direct marketing


Answer: (d) Difficulty: (2) Page: 404

12. The art of _____ entails selling highly standardized products to masses of 
customers.


a.
broadcasting


b.
narrowcasting


c.
mass marketing


d.
market fragmentation


Answer: (c) Difficulty: (2) Page: 400 

13. An explosion of more focused media that better match today's targeted strategies 
is called _____.


a.
market fragmentation


b.
media fragmentation


c.
broadcasting


d.
segmented marketing


Answer: (b) Difficulty: (2) Page: 400

14. The shift to _____ is spawning a new generation of more specialized and highly 
targeted communication efforts.


a.
mass marketing


b.
market fragmentation


c.
broadcasting


d.
one-to-one marketing


Answer: (d) Difficulty: (2) Page: 400

15. All of the following are accurate descriptions of media fragmentation, except 
which one?


a.
Companies are doing more broadcasting and less narrowcasting.

b.
Companies are doing less broadcasting and more narrowcasting.


c.
Targeted media include highly focused specialty magazines and cable TV 


channels to CD catalogs.


d.
Market fragmentation has resulted in media fragmentation.


Answer: (a) Difficulty: (2) Page: 400

16. Under the _____ concept, the company carefully integrates and coordinates its 
many communication channels to deliver a clear, consistent, and compelling 
message about the organization and its brands.


a.
mass marketing

b. 
market fragmentation

c. 
integrated marketing communications 

d. 
one-to-one marketing


Answer: (c) Difficulty: (2) Page: 402 

17. All of the following are accurate descriptions of integrated marketing 
communications (IMC), except which one?


a.
IMC builds a strong brand identity in the marketplace by tying together all 

of a company's images and messages.


b.
IMC means that all corporate messages, positioning and images, are 


coordinated across all marketing communications venues.


c.
IMC means that a company's PR materials, direct mail campaign, and 


advertising are independent in terms of look and feel of the company's 


Web site.


d.
IMC calls for recognizing all contact points where the customer may 


encounter the company, its products, and its brands.


Answer: (c) Difficulty: (3) Page: 402

18. _____ can reach masses of geographically dispersed buyers at a low cost per 
exposure, and it enables the seller to repeat a message many times.


a.
Personal selling


b.
Sales promotion


c.
PR


d. 
Advertising


Answer: (d) Difficulty: (2) Page: 404

19. If you want to get to the mass audience, _____ is where you have to be.


a.
radio


b.
Internet


c.
broadcast TV


d.
newspaper


Answer: (c) Difficulty: (2) Page: 404

20. All of the following are shortcomings of advertising, except which one?


a.
Advertising is expensive.


b.
Advertising is very expressive.


c.
Advertising can carry on a one-way communication with the audience, 


and the audience does not feel that it has to pay attention or respond.


d.
Advertising is not directly persuasive as other forms of communication.


Answer: (b) Difficulty: (2) Page: 404

21. _____ is the most effective tool at certain stages of the buying process, 
particularly in building up buyers' preferences, convictions, and actions.


a.
Advertising


b.
Sales promotion


c.
Personal selling


d.
Public relations


Answer: (c) Difficulty: (3) Page: 404

22. _____ says, "buy our product;" _____ says, "buy it now."


a.
Advertising; personal selling


b.
Personal selling; advertising


c.
Sales promotion; advertising


d.
Advertising; sales promotion


Answer: (d) Difficulty: (3) Page: 404

23. _____ effects are often short-lived, however, and often are not as effective as 
advertising in building long-run brand preference.


a.
Personal selling


b.
Sales promotion


c.
Public relations


d.
Direct marketing


Answer: (b) Difficulty: (2) Page: 404

24. Marketers tend to under use _____ or use it as an afterthought.

a.
advertising

b. personal selling

c. public relations

d. direct marketing

Answer: (c) Difficulty: (2) Page: 404

25.
Telephone marketing, direct mail, and online marketing are all forms of _____.


a.
marketing

b. advertising

c. public relations

d. direct marketing

Answer: (d) Difficulty: (2) Page: 404

26. 
Using a _____ the producer directs its marketing activities (primarily personal selling and trade promotion) toward channel members to induce them to carry the product and to promote it to final consumers.


a.
pull strategy

b. push strategy

c. personal selling strategy

d. trade promotion

Answer: (b) Difficulty: (2) Page: 405

27.
_____ is nonpublic, immediate and customized. The messages can be prepared very quickly and can be tailored to appeal to specific customers. Finally, it is interactive.

a.
Sales promotion

b. Advertising

c. Public Relations

d. Direct marketing

Answer: (d) Difficulty: (2) Page: 405

28.
Under a _____ the producer directs its marketing activities toward final consumers to induce them to buy the product. 


a.
push strategy

b. pull strategy

c. promotion strategy

d. marketing strategy

Answer: (b) Difficulty: (2) Page: 405

29.
According to the text, in general, _____ is used more heavily with expensive and risky goods and in markets with fewer and larger sellers.


a.
advertising

b. personal selling

c. sales promotion

d. public relations

Answer: (b) Difficulty: (2) Page: 404

30.
B2B companies put more of their funds into personal selling, followed by sales promotion, advertising, and public relations. This indicates that B2B companies tend to use _____ more in favor of the _____.


a.
push strategy; pull strategy

b. trade promotion; pull strategy

c. pull strategy; push strategy

d. consumer advertising; trade promotion

Answer: (a) Difficulty: (2) Page: 405

31.
B2C companies put more of their funds into advertising, followed by sales promotion, personal selling, and then public relations. This indicates that B2C companies tend to use _____ more in favor of the _____.

a.
push strategy; pull strategy

b.
trade promotion; pull strategy

c.
pull strategy; push strategy

d.
consumer advertising; trade promotion


Answer: (c) Difficulty: (2) Page: 405

32.
A(n) _____ is a specific communication task to be accomplished with a specific target audience during a specific period of time.


a.
advertising strategy

b. advertising budget

c. advertising campaign

d. advertising objective

Answer: (d) Difficulty: (2) Page: 408

33.
Advertising objectives can be classified by primary purpose. The aim is to _____, _____, or _____.


a.
inform; pull; persuade

b. inform;  remind; persuade

c. remind; inform; push

d. pull; push; inform

Answer: (b) Difficulty: (2) Page: 408

34.
_____ is used heavily when introducing a new product category. In this case, the objective is to build primary demand.


a.
Persuasive advertising

b. Informative advertising

c. Push strategy

d. Pull strategy

Answer: (b) Difficulty: (2) Page: 408, Table 12.1

35.
_____ is used heavily to build selective demand. It becomes more important as competition increases.


a.
Informative advertising

b. Persuasive advertising

c. Push promotion strategy

d. Pull promotion strategy

Answer: (b) Difficulty: (2) Page: 408, Table 12.1

36.
_____ is important for mature products; it keeps consumers thinking about the product.


a.
Informative advertising

b. Persuasive advertising

c. Reminder advertising

d. Comparison advertising

Answer: (c) Difficulty: (2) Page: 409, Table 12.1

37.
The _____ to set promotion budgets is used by small businesses. The reasoning they use is that the company cannot spend more on advertising than it has. They start with total revenues, deduct operating expenses and capital outlays, and then devote some portion of the remaining funds to advertising.


a.
percentage-of- sales method

b. affordable method

c. the competitive parity method

d. objective-and-task method

Answer: (b) Difficulty: (2) Page: 409

38.
The _____ of setting promotion budgets completely ignores the effects of promotion on sales. It tends to place advertising last among spending priorities, even in situations in which advertising is critical to the firm’s success.


a.
affordable method


b.
percentage-of-sales method

c. competitive parity method

d. objective-and-task method

Answer: (a) Difficulty: (2) Page: 409

39.
The _____ is based on availability of funds rather on opportunities. It may prevent the increased spending sometimes needed to turn around falling sales. Because the budget varies with year-to-year sales, long-range planning is difficult. Finally, the method does not provide any basis for choosing a specific percentage, expect what has been done in the past or what competitors are doing.


a.
affordable method

b. percentage-of-sales method

c. competitive parity method

d. objective-and-task method

Answer: (b) Difficulty: (3) Page: 410

40.
All of the following are accurate descriptions of the competitive parity method used to set promotion budgets, except which one?

a.
Companies using competitive parity method monitor competitors’ advertising or get industry promotion spending estimates from publications or trade associations, and then set their budgets based on the industry average.

b. Competitors’ advertising represents the collective wisdom of the industry.

c. There are no grounds for believing that the competition has a better idea of what a company should be spending on promotion than does the company itself.

d. There is evidence that the budgets based on competitive parity prevent promotion wars.

Answer: (d) Difficulty: (2) Page: 410

41.
The _____ forces management to spell out its assumptions about the relationship between dollars spent and promotion results. Often, it is hard to figure out which specific tasks will achieve specific objectives. 


a.
affordable method

b. percentage-of-sales method

c. objective-and-task method

d. competitive parity method

Answer: (c) Difficulty: (2) Page: 410 

42.
All of the following are accurate descriptions of media-related issues, except which one?


a.
Today the media-planning function is secondary to the message-creation

process.

b. In the past there was a lot of friction between the creative types and the

            media planners.

c. Today, media fragmentation, soaring media costs, and more-focused target 

marketing strategies have promoted the importance of the media-planning function.

d. The harmony between the message and the media that delivers it is very 

close.


Answer: (a) Difficulty: (2) Page: 411

43.
All of the following are accurate descriptions of challenges facing advertisers, except which one?

a.
With the growth in cable and satellite TV, VCRs and remote-controlled units, television viewers still remain a captive audience for advertisers.

b. Television viewers can zap commercials by pushing the fast-forward button during taped programs.

c. Television viewers can “zip” around the channels to see what else is on.

d. Many advertisers now see themselves as creating “advertainment.”

Answer: (a) Difficulty: (2) Page: 412 

44.
Advertisers must develop a compelling _____ that brings the message strategy to life in a distinctive and memorable way. 


a.
advertisement

b. message

c. strategy

d. creative concept or “big idea”

Answer: (d) Difficulty: (3) Page: 414

45.
All of the following statements are accurate descriptions of cutting-edge humor ads, except which one?

a.
Today’s cluttered advertising environment has spawned a new genre of “gross-out” ads that go to extremes to get attention.

b. To be cutting-edge, advertising must do more than just capture attention.

c. Cutting-edge ads often attract more attention to the ad itself than to the brand’s selling proposition.

d. Cutting-edge ads boost viewer attention and do not distract from the selling message.

Answer: (d) Difficulty: (2) Pages: 413-414

46.
The creative concept is also known as the _____.


a.
message execution strategy

b. big idea

c. small idea

d. advertising appeal

Answer: (b) Difficulty: (2) Page: 414

47.
The _____ will guide the choice of specific appeals to be used in an advertising campaign.


a.
message strategy

b. creative concept or big idea

c. small idea

d. advertisement

Answer: (b) Difficulty: (3) Page: 415

48.
All of the following are accurate descriptions of the characteristics of advertising appeals, except which one?


a.
Advertising appeals must be meaningful.

b. Advertising appeals must be believable.

c. Advertising appeals should be distinctive.

d. Advertising appeals with the most meaningful and believable benefits are to the best ones to be featured all the time.

Answer: (d) Difficulty: (3) Page: 415

49.
The _____ advertising execution style shows one or more “typical” people using the product in a normal setting. 


a.
lifestyle

b. slice of life

c. fantasy

d. musical

Answer: (b) Difficulty: (2) Page: 415

50.
Two mothers at a picnic discussing the nutritional benefits of Kellogg’s Fruit Loops is an example of the _____.


a.
“lifestyle”  style of advertising execution

b. “fantasy” style of advertising execution

c. “mood or image” style of advertising execution

d. “slice of life” style of advertising execution

Answer: (d) Difficulty: (2) Page: 415

51.
Apple ran ads featuring real people who had recently switched from Microsoft Windows-based PCs to Macs. Apple is using a _____ style of advertising execution.


a.
slice of life

b. lifestyle

c. fantasy

d. testimonial evidence or endorsement

Answer: (d) Difficulty: (2) Page: 415

52.
Some ads are built around dream themes. Gap even introduced a perfume named Dream. An advertisement showing a woman sleeping blissfully and suggesting that the scent is “the stuff that clouds are made of” is an example of _____ the execution style.


a.
slice of life

b. lifestyle

c. fantasy

d. mood or image

Answer: (c) Difficulty: (2) Page: 415

53.
_____ is a measure of the percentage of people in the target market who are exposed to the ad campaign during a given period of time.

a.
Frequency

b. Reach

c. Impact

d. Gross impressions

Answer: (b) Difficulty: (2) Page: 416

54.
_____ in an advertisement include the illustration, headline and body copy.


a.
Media

b. Slice of life execution style

c. The creative concept

d. Format elements

Answer: (d) Difficulty: (3) Page: 416

55.
_____ is a measure of how many times the average person in the target market is exposed to the message.


a.
Reach

b. Impact

c. Media types

d. Frequency

Answer: (d) Difficulty: (2) Page: 416

56.
_____ is (are) the qualitative value of a message exposure through a given medium.


a.
Media impact

b. Reach

c. Frequency

d. Gross impressions

Answer: (a) Difficulty: (2) Page: 416

57.
Flexibility, timeliness, good local market coverage, broad acceptability, and high believability are all characteristics of _____ as an advertising medium.

a.
television

b.
direct mail

c.
radio 

d.
newspapers

Answer: (d) Difficulty: (3) Page: 417, Table 12.2

58.
High selectivity, low cost, immediacy, and interactive capabilities are all characteristics of  _____ as an advertising medium.


a.
the Internet

b. magazines

c. radio

d. newspapers

Answer: (a) Difficulty: (3) Page: 417, Table 12.2

59.
All of the following are accurate descriptions of radio as an advertising medium, except which one?


a.
Radio has good local acceptance.

b. Radio is a high-cost medium.

c. Radio has high geographic selectivity.

d. Radio has high demographic selectivity.

Answer: (b) Difficulty: (3) Page: 417, Table 12.2

60.
According to the text, little audience selectivity and creative limitations are disadvantages of the _____ advertising medium.


a.
outdoor

b. newspaper

c. television

d. direct mail

Answer: (a) Difficulty: (3) Page: 417, Table 12.2

61.
When JC Penney announces that it is having a major one-day sale on Wednesday, it will choose among all of the following media, except which one?


a.
radio

b. newspapers

c. television

d. both “a” and “b” are correct

Answer: (d) Difficulty: (2) Page: 417, Table 12.2

62.
_____ as an advertising medium have long life and good pass-along readership.


a.
Newspapers

b. Magazines

c. The Internet

d. Billboards

Answer: (b) Difficulty: (2) Page: 417, Table 12.2

63.
_____ means scheduling ads evenly within a given time period.


a.
Pulsing

b. Reach

c. Frequency

d. Continuity

Answer: (d) Difficulty: (2) Page: 418

64.
Dell Computer advertises heavily for a short period to build awareness that carries over to the next advertising period. Dell’s idea to use _____ to schedule its ads is commonly found in the computer industry.


a.
reach

b. frequency

c. continuity

d. pulsing

Answer: (d) Difficulty: (3) Page: 420

65.
Measuring the communication effects of an ad, called _____, can be done before or after an ad is printed or broadcast.


a.
reach

b. frequency

c. continuity

d. copy testing

Answer: (d) Difficulty: (2) Page: 420

66.
The _____ of advertising are harder to measure than the _____.


a.
communication effects; budgeting efforts

b. budgeting efforts; communication effects

c. sales effects; budgeting efforts

d. sales effects;  communication effects

Answer: (d) Difficulty: (2) Page: 420

67.
A marketing services firm that assists companies in planning, preparing, implementing, and evaluating all or portions of their advertising programs is called a (an) _____.


a.
marketing research firm

b. advertising agency

c. promotion agency

d. agent

Answer: (b) Difficulty: (2) Page: 421

68.
All of the following are accurate descriptions of international advertising issues, except which one?

a.
Standardized advertising results in lower advertising costs, greater economies of scale, and a more consistent worldwide image.

b. Countries do not differ in the extent to which they regulate advertising practices.

c. Most international advertisers “think globally but act locally.”

d. Advertising costs and availability differ vastly from country to country.

Answer: (b) Difficulty: (2) Page: 421

69.
_____ consists of short-term incentives to encourage the purchase or sales of a product or service.


a.
Advertising

b. Sales Promotion

c. Direct marketing

d. Personal selling

Answer: (b) Difficulty: (2) Page: 423

70.
A freestanding insert in the Sunday edition of the New York Times containing a coupon offering $1 off Chock-full-of-nuts coffee is an example of _____.


a.
advertising

b. direct marketing

c. public relations

d. sales promotion

Answer: (d) Difficulty: (2) Page: 423

71.
All of the following are examples of sales promotion, except which one?

a.
An e-mail from Amazon.com offers free shipping on your next purchase over $50.

b. The end-of-the-aisle display in the local Super Stop-and-Shop tempts impulse buyers with a wall of Coke cartons.

c. A family buys a wireless router and a network card and gets a rebate check for $50.

d. Sears places an ad in the Sunday edition of Newsday, Long Island.

Answer: (d) Difficulty: (2) Page: 423

72.
All of the following are accurate descriptions of promotion, except which one?

a.
While advertising and personal selling offer reasons to buy a product now, sales promotion consists of incentives to buy a product later.

b. Sales promotion accounts for more than half of all marketing expenditures in the average consumer packaged goods company.

c. The growing use of promotion has resulted in promotion clutter.

d. Consumers are increasingly tuning out promotions, weakening their ability to trigger immediate purchase.

Answer: (a) Difficulty: (3) Page: 424

73.
All of the following are accurate descriptions of factors that have contributed to the rapid growth of sales promotion, except which one?


a.
Promotion is viewed as an effective short-run sales tool.

b. Externally today the company faces more competition and competing brands are less differentiated.

c. Advertising efficiency has declined because of rising costs, media clutter, and legal restraints.

d. In general consumers are less deal-oriented today.

Answer: (d) Difficulty: (2) Page: 424

74.
Sellers may use _____ to increase short-term sales or to help long-term market share.


a.
advertising

b. consumer sales promotions

c. public relations

d. publicity

Answer: (b) Difficulty: (2) Page: 424

75.
_____ is the most effective, but most expensive way to introduce a new product.


a.
Couponing

b. Offering advertising specialties

c. Offering premiums

d. Sampling

Answer: (d) Difficulty: (2) Page: 425

76.
_____ are certificates that give buyers a saving when they purchase specified products.


a.
Premiums

b. Samples

c. Advertising specialties

d. Coupons

Answer: (d) Difficulty: (2) Page: 425

77.
When Coke launched Vanilla Coke, it distributed more than 1.3 million _____ of the beverage to teens in the mall and other areas. 

 
a.
premiums

b. samples

c. coupons

d. advertisements

Answer: (b) Difficulty: (2) Page: 425

78.
Cash refund offers are also known as _____.


a.
samples

b. premiums

c. coupons

d. rebates

Answer: (d) Difficulty: (2) Page: 426

79.
According to the text, price packs are also called  _____.


a.
cents-off-deals

b. rebates

c. premiums

d. advertising specialties

Answer: (a) Difficulty: (2) Page: 426

80.
_____ are useful articles imprinted with an advertiser’s name that are given as gifts to consumers.


a.
Cents-off deals

b. Rebates

c. Advertising specialties

d. Premiums

Answer: (c) Difficulty: (2) Page: 426

81.
Cash refund offers are like _____ except that the price reduction occurs after the purchase rather than at the retail outlet.


a.
rebates

b. premiums

c. cents-off deals

d. coupons

Answer: (d) Difficulty: (2) Page: 426

82.
_____ offer consumers savings off the regular price of a product.


a.
Premiums

b. Rebates

c. Coupons

d. Price packs or cent-off deals

Answer: (d) Difficulty: (3) Page: 426

83.
_____ are cash or other awards offered for the regular use of a certain company’s products or services.


a.
Point-of-purchase promotions

b. Patronage rewards

c. Contests, sweepstakes, and games

d. Cash refund offers

Answer: (b) Difficulty: (2) Page: 426

84.
A _____ calls for consumers to submit an entry --a  jingle, guess, and suggestion -- to be judged by a panel that will select the best entries.


a.
sweepstakes

b. premium

c. contest

d. game

Answer: (c) Difficulty: (2) Page: 426

85.
Manufacturers direct more sales promotion dollars toward _____ than to _____.


a.
retailers and wholesalers; suppliers

b. suppliers; retailers and wholesalers

c. consumers; retailers and wholesalers

d. retailers and wholesalers; consumers

Answer: (d) Difficulty: (2) Page: 427

True-False 

86.
Manufacturers direct more sales promotion dollars toward retailers and wholesalers than to consumers.


Answer: (True) Difficulty: (2) Page: 427

87.
Push money includes cash or gifts to dealers or their sales forces to “push” the manufacturer’s goods.


Answer: (True) Difficulty: (2) Page: 427

88.
Sales promotion entails building good relations with the company’s various publics by obtaining favorable publicity, building up a good corporate image, and handling or heading off unfavorable rumors, stories, and events.


Answer: (False) Difficulty: (2) Page: 428

89.
Press relations entails building and maintaining relations with legislators and government officials to influence legislation and regulation.


Answer: (False) Difficulty: (2) Page: 428

90.
Public relations can have a strong impact on public awareness at a much higher cost than advertising can.


Answer: (False) Difficulty: (2) Page: 429

91.
Advertising is prayed for, while public relations is paid for.


Answer: (False) Difficulty: (2) Page: 430

92.
Mobile marketing involves getting consumers to spread information about a product or service to others in their communities.


Answer: (False) Difficulty: (2) Page: 432

93.
Advertising is a paid form of non-personal presentation and promotion of ideas, goods, and services by an identified sponsor.


Answer: (True) Difficulty: (2) Page: 399

94.
Advertising includes point-of-purchase displays, premiums, discounts, and coupons.


Answer: (False) Difficulty: (1) Page: 399

95.
Market fragmentation has not resulted in media fragmentation.


Answer: (False) Difficulty: (2) Page: 400

96.
Public relations can reach masses of geographically dispersed buyers at a low cost per exposure, and it enables the seller to repeat a message many times.


Answer: (False) Difficulty: (2) Page: 404

97.
If you want to get to the mass audience, cable TV is where you have to be.


Answer: (False) Difficulty: (2) Page: 404

98.
Although advertising reaches many people quickly, advertising is impersonal and cannot be as directly persuasive as can company salespeople.


Answer: (True) Difficulty: (2) Page: 404

99.
Personal selling requires a longer-term commitment than does advertising.


Answer: (True) Difficulty: (2) Page: 404

100.
Advertising is more effective than personal selling in building up buyer’s preferences, convictions, and actions.


Answer: (False) Difficulty: (2) Page: 404

101.
In today’s communications environment, marketers are doing more narrowcasting and less broadcasting.


Answer: (False) Difficulty: (2) Page: 400

102.
Advertising, personal selling, sales promotion, public relations, and direct marketing make up a company’s promotional mix.


Answer: (True) Difficulty: (1) Page: 402

103.
According to the text, Dell uses promotion and advertising to retailers, whereas Hewlett Packard uses only direct marketing.

 
Answer: (False) Difficulty: (2) Page: 402

104.
Sales promotion includes telephone marketing, direct mail, and online marketing.


Answer: (False) Difficulty: (2) Page: 404

105.
In contrast with direct marketing, personal selling is better suited to highly targeted and customized marketing efforts and to building one-to-one customer relationships. 


Answer: (False) Difficulty: (3) Page: 404

106.
Advertising tends to be more believable than public relations, to readers and viewers alike.


Answer: (False) Difficulty: (2) Page: 404

107.
Using a push strategy, the producer directs its marketing activities toward final consumers to induce them to buy the product.


Answer: (False) Difficulty: (2) Page: 405

108.
Under a pull strategy, consumer demand “pulls” the product through the channels.


Answer: (True) Difficulty: (2) Page: 405

109.
B2C marketers tend to use more “push” strategies relying upon advertising, followed by sales promotion, personal selling, and then public relations.


Answer: (False) Difficulty: (2) Page: 405

110.
Companies in the past few years have gotten more “pushy,” deemphasizing trade and consumer sales promotion and pouring more marketing dollars into national advertising.


Answer: (False) Difficulty: (2) Page: 406

111.
An advertising objective is a specific communication task to be accomplished with a specific target audience during a specific period of time.


Answer: (True) Difficulty: (2) Page: 408

112.
Persuasive advertising is used heavily when introducing a new product category.


Answer: (False) Difficulty: (2) Page: 408

113.
The objective of reminder advertising is to build primary demand.


Answer: (False) Difficulty: (3) Page: 408

114.
Informative advertising is important for mature products.


Answer: (False) Difficulty: (3) Page: 409

115.
Companies using the percentage-of-sales method set the budget at the level management thinks the company can afford.


Answer: (False) Difficulty: (2) Page: 409

Essay 

116.
How does advertising differ from public relations? Explain using an example.

Answer:

Any paid form of non-personal presentation of ideas, goods, or services by an identified sponsor is called advertising. Public relations entails building good relations with the various publics (shareholders, suppliers, distributors, and others) by obtaining favorable publicity, building up a good corporate image, and handling or heading off unfavorable rumors, stories, and events. In essence, advertising is “paid for” and publicity is “prayed for.”

Difficulty: (2) Page: 399

117.
According to the text, two major factors are changing the face of today’s marketing communications. Explain.

Answer:

First, as mass markets have fragmented, marketers are shifting away from mass marketing. More and more, companies are shifting away from mass marketing and moving to develop focused marketing programs. Second, vast improvements in information technology are speeding the movement toward segmented marketing. Further, companies are rethinking the roles of various media and promotion mix tools. The dominance of mass media is declining and there is a surge in the use of non-traditional media (cable TV, CD catalogs, and Web coupon promotions.) In all, companies are doing less broadcasting and more narrowcasting.

Difficulty: (2) Page: 400

118.
According to the text, there is a dire need for integrated marketing communications (IMC). First, explain why this is so important today. Next, define IMC.

Answer:

Customers do not distinguish between message sources the way marketers do. In the consumer’s mind, advertising messages from different media and different promotional approaches all become part of a single message about the company. Conflicting messages from these different sources can result in confused company images and brand positions. When messages emanate from multiple sources, such functional separation is a serious problem for companies and their Internet communications. Thus, all the communication tools must be carefully integrated into the broader marketing communications mix. IMC is a concept under which a company carefully integrates and coordinates its many communications channels to deliver a clear, consistent, and compelling message about the organization and its products.

Difficulty: (2) Pages: 401-402 

119.
Distinguish between push and pull promotional strategies.

Answer:

Shown in Figure 12.2 is a flow chart explaining the difference between the two strategies. A push strategy entails “pushing” the product through distribution channels to final consumers. The producer directs its marketing activities (personal selling and trade promotion) toward channel members to induce them to carry the product and to promote it to final consumers. Using a pull strategy, the manufacturer directs its marketing activities (advertising and consumer promotion) toward final consumers to induce them to buy the final product. 

Difficulty: (1) Page: 405, Figure 12.2

120.
According to the text, marketers of consumer packaged-goods companies everywhere are winning the battle for short-run sales at the expense of long-run brand equity. Explain.

Answer:

For a good portion of the 20th century, consumer packaged-goods companies grew to be big and dominant by using pull promotion strategies. They used national advertising to differentiate their products, gain market share, and build brand equity and customer loyalty. However, during the past two decades, these companies have become more “pushy,” de-emphasizing national advertising and putting more of their marketing budgets into trade and consumer sales promotions. One reason for this shift is that mass-media campaigns have become more expensive and less effective in recent years. Network TV costs have risen sharply while audiences have fallen off, making national advertising less cost effective. With the plethora of product extensions and me-too products invading the market, companies have differentiated their products through price reductions, premium offers, coupons, and other push techniques. Such pushy techniques will surely increase short-run sales; however, the long-term effects are questionable and bleak.

Difficulty: (3) Page: 406, Marketing at Work 12.1

121.
Describe the major decisions in developing an advertising program marketing managers must make, as outlined in your text.

Answer:

Shown in Figure 12.3 are four major decisions marketing managers must make when developing an advertising program. First, the need to set advertising objectives (communication versus sales objectives) is of paramount importance. Second, the manager has to set the advertising budget for each product in the mix. The marketer has to choose among the following methods: affordable method, percentage-of-sales method, the competitive-parity method, and the objective-and-task approach. The next logical step in the process is to develop an advertising strategy. The strategy consists of two major elements: creating advertising messages and selecting advertising media. Finally, the advertising program should regularly evaluate both the communications effects and the sales effects of advertising. 

Difficulty: (2) Pages: 408-420

122.
Define advertising objectives. Next, distinguish between informative advertising, persuasive advertising and reminder advertising.

Answer: 

An advertising objective is a specific communication task to be accomplished with a specific target audience during a specified period of time. The primary purpose of advertising objectives is to inform, persuade, or remind. Informative advertising is used heavily when introducing a new product category. The primary objective is to build primary demand. As competition among brands escalates, persuasive advertising becomes more important. Here the company’s objective is to build selective demand. Some persuasive advertising takes the form of comparative advertising in the growth and mature phases of the product life cycle. Finally, reminder advertising is important for mature products; it keeps consumers thinking about the product.

Difficulty: (2) Page: 409

123.
List and describe the four common methods to set the total budget for promotion.

Answer:

The affordable method entails setting the promotion budget at the level management thinks the company can afford. The percentage-of-sales methods entails setting the promotion budget at a certain percentage of current or forecasted sales or a percentage of the unit sales price. Under the competitive parity method, advertisers set the budget to match competitors’ outlays. Under the objective-and-task approach, advertisers set their promotion budgets based on what they want to accomplish with promotion. This budgeting method entails defining specific objectives, followed by determining tasks to be performed to achieve these objectives, and finally, estimating the costs of performing these tasks. The sum of all costs is the total promotion budget. 

Difficulty: (2) Pages: 409-410

124.
Discuss the major decisions marketers need to make to create effective advertising messages. 

Answer:

The first step in creating effective advertising messages is to plan a message strategy -- to decide what general message will be communicated to consumers. The purpose of advertising is to get consumers to think about or react to the product or company in a certain way. Message strategy statements tend to be plain, straightforward outlines of benefits and positioning points that the advertiser wants to stress. The advertiser must next develop a compelling creative concept or “big idea” that will bring the message strategy to life in a distinctive way. The creative concept guides the choice of specific advertising appeals to be used in an advertising campaign. Appeals must be meaningful, believable, and distinctive. Marketers must next turn the big idea into an actual ad execution that will capture the target market’s attention and interest. Execution styles include slice of life, lifestyle, fantasy, mood, and musical, among others. Finally, the advertiser must choose a tone for the ad, and memorable and attention-getting words in the ad. Format elements make a difference in an ad’s impact as well as in its cost.

Difficulty: (2) Pages: 414-416

125.
Define sales promotion. Next, list and describe the many tools marketers use to accomplish sales promotion objectives.

Answer:

Sales promotion consists of short-term incentives to encourage the purchase or sales of a product or service. Whereas advertising and personal selling offer reasons to buy a product or service, sales promotion offers reasons to buy now. The main consumer promotion tools include samples, coupons, cash refunds, price packs, premiums, advertising specialties, patronage rewards, POP displays and contests, sweepstakes, and games. Trade promotion tools include discounts, allowances or free goods. Business promotion tools include conventions and trade shows, and sales contests.

Difficulty: (2) Page: 427

Application

126.
Define “buzz marketing.” Harley Davidson, maker of the nation’s top-selling heavy-weight motorcycles and Vespa (maker of fashionable scooters) are well aware that their owners are fiercely loyal, stylish status seekers and passionate about their bikes. One analyst once claimed that a Harley is a part of the owners’ self-expression and lifestyle. Discuss how Harley Davidson and Vespa use public relations and buzz marketing to spread the word about their bikes and the company.

Answer:

Buzz marketing involves getting consumers themselves to spread information about a product or service to others in their communities. In a carefully orchestrated buzz marketing campaign, each recipient of the brand message becomes a powerful carrier, spreading the word to yet more carriers. The goal is to connect with hard-to-reach consumers. Harley Davidson uses sponsorship of races and rallies which receive a lot of media coverage and attention. Harley Davidson tries to identify opinion leaders for their products and direct marketing efforts toward them. Each year more than 400,000 Harley bikers rumble through the streets of Daytona Beach, Florida, to attend Harley-Davidson’s Bike Week celebration. Bikers swap biker tales and sport T-shirts that proclaim, “I’d rather push a Harley than drive a Honda.” Harley buyers are granite like in their devotion to the brand. Riding intense emotions, Harley owners belong to the HOG club. Harley owners tend to be labeled with the following universal appeals: independent, freedom oriented and power hungry.  Vespa scooters has employed motorbike riders who ride in and around Los Angeles during the summer, meeting up with potential customers to spread the word about the scooter. Vespa has a biker gang so to speak. The goal of both these marketers is to seek out trendsetters in each community and subtly push them into talking up their brand to their friends and admirers.

Difficulty: (2) Page: 432
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