Chapter 19 Advertising, Sales Promotion, and Public Relations
1. The “Nikki” advertisement is most likely a(n) _________ advertisement.
a) reminder
b) pioneering institutional
c) advocacy
d) competitive
e) reminder institutional
Ans: c
Feedback: Advocacy advertisements are institutional advertisements which state the position of a company on an issue. 
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2. Which of the following is the message that the “Nikki” advertisement conveys?
a) A promiscuous lifestyle is acceptable.
b) 85% of men have slept with women other than their wives.
c) One should abstain from casual sex and remain faithful to one’s loved ones.
d) A HIV carrier can be anyone, even someone with a pretty face.
e) Casual sex is acceptable in today’s society.
Ans: d
Feedback: The blunt message that an HIV carrier could be anyone, even someone with a pretty face, might make people think twice about having casual sex.
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3. Which of the following is true about the concerns arising from this campaign?
a) Some people found the campaign controversial
b) Some people felt that the ads used in the campaign looked too much like ads for sexual services and might distract the audience from the real message
c) The challenge of this campaign was getting through to the audience
d) Some women were offended by the campaign
e) All of the above
Ans: e
Feedback: All of the issues mentioned were concerns which arose from this campaign.
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4. __________ is any paid form of nonpersonal communication about an organization, good, service or idea by an identified sponsor.
a) Publicity
b) Sales promotion
c) Advertising
d) Personal selling
e) Direct marketing
Ans: c
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5. Product advertisements focus on selling a good or service and take three major forms. They are __________.
a) introductory, comparative and reminder
b) pioneering, competitive and reminder
c) institutional, competitive and reminder
d) introductory, competitive and reminder
e) pioneering, comparative and reminder
Ans: b
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6. Product advertisements focus on __________.
a) obtaining inquiries
b) selling a good or service
c) advocating a political position
d) persuading opinion leaders
e) raising money for a worthy cause
Ans: b
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7. Verizon's ad for its new IN calling and messaging service informs the target market about what the service is and what it can do. It is an example of a __________ ad.
a) reminder product
b) reminder institutional
c) informational product
d) informational institutional
e) pioneering product
Ans: e
Feedback: Advertisements can take either of two primary forms: product or institutional. Product ads focus on selling a specific good or service while institutional ads' primary purpose is to build goodwill or to create or maintain an image for an organization. The ad described in the question is a product ad, more specifically a pioneering product ad, designed to tell customers what a product is, what it can do and where it can be found.
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8. The primary purpose of a pioneering advertisement is to __________.
a) promote a specific brand's features and benefits
b) tell people what a product is, what it can do and where it can be found
c) show one brand's strengths relative to those of competitors
d) reinforce previous knowledge of a product
e) build goodwill or an image for an organization rather than promote a specific good or service
Ans: b
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9.  Pioneering advertisements would most likely be used during which stage of a product's life cycle?
a) Introduction
b) Decline
c) Maturity
d) Harvesting
e) Growth
Ans: a
Feedback: Pioneering advertisements are used in the introductory stage of the life cycle to tell people what the product is, what the product can do and where the product can be found.
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10. The key objective of a pioneering ad is to __________.
a) inform the target market
b) identify the target market
c) change the target market
d) reinforce previous knowledge
e) state the position of the advertiser on an issue
Ans: a
Feedback: Pioneering advertisements are used in the introductory stage of the life cycle to tell people what the product is, what the product can do and where the product can be found.
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11. TransWave International is a small company that has developed a system that uses the Web and patented electronic sensors as an early-warning device for pipeline leaks. Pipeline safety is becoming a big issue in the U.S. as more natural gas lines are being laid near populous centers. The timing is right for this company to be extremely successful, but it must use __________ advertising so oil companies will know of its product's existence.
a) reminder
b) competitive
c) pioneering
d) institutional
e) objective
Ans: c
Feedback: Pioneering advertisements are used in the introductory stage of the life cycle to tell people what the product is, what the product can do and where the product can be found.
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12. The Sony ad above is an example of which type of advertising?
a) Reminder
b) Competitive
c) Pioneering
d) Institutional
e) Objective
Ans: b
Feedback: Advertising that promotes a specific brand's features and benefits is competitive. The objective of these messages is to persuade the target market to select the firm's brand rather than that of a competitor.
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13. A competitive advertisement __________.
a) promotes a specific brand's features and benefits
b) tells people what a product is, what it can do and where it can be found
c) shows one brand's strengths relative to those of competitors
d) reinforces previous knowledge of a product
e) promotes the advantages of one product class over another
Ans: a
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14. __________ advertising promotes a specific brand's features and benefits.
a) Institutional
b) Hierarchical
c) Pioneering
d) Competitive
e) Reminder
Ans: d
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15. The objective of __________ advertising is to persuade the target market to select the firm's brand rather than that of a competitor.
a) institutional
b) hierarchical
c) pioneering
d) competitive
e) reminder
Ans: d
Feedback: The objective of competitive advertising is to persuade the target market to select the firm's brand rather than that of a competitor.
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16. Competitive product and brand advertising is typically used to __________.
a) inform the target market
b) identify the target market
c) persuade the target market
d) reinforce previous knowledge
e) state the position of the advertiser on an issue
Ans: c
Feedback: The objective of competitive advertising is to persuade the target market to select the firm's brand rather than that of a competitor.
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17. __________ advertisements are competitive advertisements that show the relative strength of one brand over another.
a) Advocacy
b) Competitive institutional
c) Reminder
d) Comparative
e) Differentiation
Ans: d
Page: 525

Learning Objective: 1
18. Which of the following statements about comparative advertising is true?
a) Comparative advertisements now constitute over two-thirds of all television ads
b) Comparative advertisements attract less consumer attention in the advertiser's brand
c) Comparative advertisements increase the perceived quality of the advertiser's brand
d) Comparative advertisements have been banned by the Federal Trade Commission
e) All of the above statements about comparative advertising are true
Ans: c
Feedback: Studies indicate that comparative ads attract more attention and increase the perceived quality of the advertiser's brand. Firms that use comparative advertising need market research to provide legal support for their claims.
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19. An ad for Citrucel fiber supplement claimed that in a blind taste test consumers preferred the taste of Citrucel to Metamucil 2 to 1. This is ad is an example of __________ advertising.
a) reinforcement
b) comparative
c) persuasive
d) informative
e) reminder
Ans: b
Feedback: Comparative advertisements are competitive advertisements that show the relative strength of one brand over another.
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20. An ad for Allegra allergy medicine highlights the competitive advantage of Allegra over its primary competitors Benadryl, Tylenol and Chlor-Trimeton. This is ad is an example of __________ advertising.
a) reinforcement
b) comparative
c) persuasive
d) informative
e) reminder
Ans: b
Feedback: Comparative advertisements are competitive advertisements that show the relative strength of one brand over another.
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21. Which of the following statements about comparative advertising is true?
a) Comparative advertisements now constitute over two-thirds of all television ads
b) Comparative advertisements attract less consumer attention in the advertiser's brand
c) Comparative advertisements need market research to provide legal support for their claims
d) Comparative advertisements have been banned by the Federal Trade Commission
e) All of the above statements about comparative advertising are true
Ans: c
Feedback: Studies indicate that comparative ads attract more attention and increase the perceived quality of the advertiser's brand. Firms that use comparative advertising need market research to provide legal support for their claims.
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22. Which of the following statements about comparative advertising is true?
a) Comparative advertisements now constitute over two-thirds of all television ads
b) Comparative advertisements attract more consumer attention to the advertiser's brand
c) Comparative advertisements decrease the perceived quality of the advertiser's brand
d) Comparative advertisements have been banned by the Federal Trade Commission
e) All of the above statements about comparative advertising are true
Ans: b
Feedback: Studies indicate that comparative ads attract more attention and increase the perceived quality of the advertiser's brand. Firms that use comparative advertising need market research to provide legal support for their claims.
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23. The M&Ms ad above is an example of which type of advertising?
a) Reminder
b) Competitive
c) Pioneering
d) Institutional
e) Objective
Ans: a
Feedback: Reminder advertising is used to reinforce previous knowledge of a product. The M&Ms ad shown above reminds consumers about a special event, in this case, Valentine's Day. Reminder advertising is good for products that have achieved a well-recognized position and are in the mature phase of their product life cycle.
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24. The purpose of a reminder advertisement is to __________.
a) promote a specific brand's features and benefits
b) tell people what a product is, what it can do and where it can be found
c) state the position of a company on an issue
d) reinforce previous knowledge of a product
e) promote the advantages of one product class over another
Ans: d
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25. Reminder product and brand advertising is typically used to __________.
a) inform the target market
b) state the position of the advertiser on an issue
c) persuade the target market
d) identify the target market
e) reinforce previous knowledge of a product
Ans: e
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26. An ad for Campbell's soup reads, "We haven't changed that great taste your family's always loved". This is an example of __________ advertising.
a) advocacy
b) comparative
c) persuasive
d) informative
e) reminder
Ans: e
Feedback: The purpose of a reminder advertisement is to reinforce previous knowledge of a product.
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27. Reminder advertisements are especially effective for products in which stage of the product life cycle?
a) Introduction
b) Maturity
c) Harvesting
d) Growth
e) Entry
Ans: b
Feedback: Reminder advertising is good for products that have achieved a well-recognized position and are in the mature phase of their product life cycle.
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28. An FTD ad shows a woman holding a very large vase of flowers. The background is red and the only text in the ad is "Valentine's Day". What type of ad is this?
a) Parity
b) Direct sales
c) Pioneering
d) Comparative
e) Reminder
Ans: e
Feedback: Reminder advertising is good for products that have achieved a well-recognized position and are in the mature phase of their product life cycle. The FTD ad mentioned is an example of "reminder" advertising.
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29. Reinforcement ads are reminder ads that __________.
a) repeat the original theme in a slightly varied form to help avoid burnout
b) repeat ad campaigns that have been used before in order to remind customers of past loyalty
c) reassure consumers they have made the correct choice in choosing the product
d) reaffirm a company's position on an issue of importance or interest
e) reassure the company it has made the right choice in advertising the product
Ans: c
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30. Advertisements whose objective is to build goodwill or an image for an organization rather than promote a specific good or service are called __________.
a) product advertisements
b) public service announcements
c) institutional advertisements
d) reminder advertisements
e) repositioning advertisements
Ans: c
Page: 526

Learning Objective: 1
31. The objective of institutional advertisements is to __________, rather than promote a specific good or service.
a) support worthy charities
b) increase frequency of purchases of new products
c) increase the total amount of products used
d) build goodwill or an image for an organization
e) make direct sales
Ans: d
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32. Institutional advertising can take all of the following alternative forms EXCEPT __________.
a) reminder institutional ads
b) competitive institutional ads
c) pioneering institutional ads
d) product institutional ads
e) advocacy ads
Ans: d
Feedback: Four alternative forms of institutional advertisements are often used: advocacy, pioneering institutional, competitive institutional and reminder institutional.
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33. Often __________ advertising is used to support the public relations plan or counter adverse publicity.
a) reminder
b) competitive
c) pioneering
d) institutional
e) objective
Ans: d
Feedback: Often institutional advertising is used to support the public relations plan or counter adverse publicity.
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34. The Beef Council promotes a series of ads in which the tag line is "Beef—it's what's for dinner". The purpose of these ads is to encourage the audience to eat more beef. This type of ad is a(n) __________ ad.
a) reminder institutional ads
b) competitive institutional ads
c) pioneering institutional ads
d) product institutional ads
e) advocacy ads
Ans: b
Feedback: Competitive institutional advertisements promote the advantages of one product class over another and are used in markets where different product classes compete for the same buyers such as protein sources of food.
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35. When the Lorillard Tobacco Company places ads discouraging teenagers from smoking, they are using which type of advertising?
a) Pioneering
b) Competitive
c) Advocacy
d) Reminder
e) Comparative
Ans: c
Feedback: The purpose of advocacy advertising is to state the position of a company on an issue.
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36. The purpose of an advocacy advertisement is to __________.
a) promote a specific brand's features and benefits
b) tell people what a company is, what it can do and where it is located
c) state the position of a company on an issue
d) reinforce previous knowledge of a product
e) promote the advantages of one product class over another
Ans: c
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37. The Lorillard ad above is an example of which type of advertising?
a) Reminder
b) Competitive
c) Pioneering
d) Advocacy
e) Objective
Ans: d
Feedback: Advocacy advertisements state the position of a company on an issue. Lorillard Tobacco Company places ads discouraging teenagers from smoking.
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38. The kind of advertisements that state the position of a company on an issue, such as the ads sponsored by Miller beer encouraging the responsible use of alcohol, are __________ advertisements.
a) pioneering
b) competitive
c) advocacy
d) reminder
e) political
Ans: c
Feedback: Advocacy advertisements state the position of a company on an issue. Miller places ads encouraging the responsible use of alcohol.
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39. The headline of a General Motors advertisement in the Reader's Digest magazine reads, "I believe these kids will make great engineers. Now I've got to make them believe it". The ad shows an engineer surrounded by seven young people. The ad copy talks about how General Motors believes the more the company puts into the community, the more society will get out of the community. This advertisement is an example of a(n) __________.
a) competitive institutional advertisement
b) competitive product advertisement
c) advocacy product advertisement
d) advocacy institutional advertisement
e) pioneering institutional advertisement
Ans: d
Feedback: Advocacy advertisements state the position of a company on an issue. General Motors places an ad advocating corporate social responsibility.
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40. An ad for an international consulting firm was intended to communicate the company philosophy—that you can be big and nimble at the same time—rather than sell any one particular service provided by the company. The ad is an example of __________ advertising.
a) pioneering
b) competitive
c) advocacy
d) reminder
e) political
Ans: a
Feedback: Pioneering institutional advertisements, like the pioneering ads for products discussed earlier, are used for announcements about what a company is, what it can do or where it is located.

Page: 526

Learning Objective: 1
41. The purpose of pioneering institutional advertisements is to __________.
a) promote a specific brand's features and benefits
b) tell people what a company is, what it can do and where it is located
c) state the position of a company on an issue
d) reinforce previous knowledge of a product
e) promote the advantages of one product class over another
Ans: b
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42. Recent Bayer ads stating "We cure more headaches than you think" are intended to inform consumers that the company produces many products in addition to aspirin. What type of ad is this?
a) Pioneering
b) Competitive
c) Advocacy
d) Reminder
e) Political
Ans: a
Feedback: Pioneering institutional advertisements are used for announcements about what a company is, what it can do or where it is located. Recent Bayer ads, stating "We cure more headaches than you think," are intended to inform consumers that the company produces many products in addition to aspirin.
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43. When Philip Morris changed its name to Altria, it ran __________ institutional ads to inform customers.
a) pioneering
b) competitive
c) advocacy
d) reminder
e) political
Ans: a
Feedback: Pioneering institutional advertisements are used for announcements about what a company is, what it can do or where it is located. When Philip Morris changed its name to Altria, it ran pioneering institutional ads to inform consumers.
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44. (p. 526) America's dairy farmers and milk processors use their "Got Milk?" campaign to increase demand for milk as it competes against other beverages. This campaign is a __________ campaign.
a) competitive institutional
b) competitive product
c) advocacy
d) pioneering product
e) pioneering institutional
Ans: a
Feedback: Competitive institutional advertisements promote the advantages of one product class over another and are used in markets where different product classes compete for the same buyers. America's milk processors and dairy farmers use their "Got Milk?" campaign to increase demand for milk as it competes against other beverages.
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45. The "Got Milk?" ad above is an example of which type of advertising?
a) reminder
b) competitive
c) pioneering
d) advocacy
e) objective
Ans: b
Feedback: Competitive institutional advertisements promote the advantages of one product class over another and are used in markets where different product classes compete for the same buyers. America's milk processors and dairy farmers use their "Got Milk?" campaign to increase demand for milk as it competes against other beverages.
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46. The state of Florida Department of Citrus developed the "To Your Health" campaign to show the benefits of orange juice. The goal of these ads is to increase demand for orange juice as it competes with other beverages. This is an example of a(n) __________ advertisement.
a) competitive institutional
b) competitive product
c) advocacy
d) pioneering product
e) pioneering institutional
Ans: a
Feedback: Competitive institutional advertisements promote the advantages of one product class over another and are used in markets where different product classes compete for the same buyers. The Florida Department of Citrus campaign was designed to increase demand for orange juice as it competes against other beverages.
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47. The purpose of competitive institutional advertisements is to __________.
a) promote a specific brand's features and benefits
b) tell people what a company is, what it can do and where it is located
c) state the position of a company on an issue
d) reinforce previous knowledge of a product
e) promote the advantages of one product class over another
Ans: e
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48. The purpose of reminder institutional advertisements is to __________.
a) promote a specific brand's features and benefits
b) tell people what a company is, what it can do and where it is located
c) state the position of a company on an issue
d) bring the company's name to the attention of the target market again
e) promote the advantages of one product class over another
Ans: d
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49. The Army ad above is an example of which type of advertising?
a) Reminder
b) Competitive
c) Pioneering
d) Advocacy
e) Objective
Ans: a
Feedback: Reminder institutional advertisements, like the product form, simply bring the company's name to the attention of the target market again. The Army branch of the U.S. military sponsors a campaign to remind potential recruits of the opportunities in the Army.
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50. An ad for Mercedes Benz cars showed a heart-shaped box of chocolates with one of the chocolates topped with the well-recognized Mercedes logo. There was no mention of the company name or sign of a product in the ad. This ad was an example of __________ advertising.
a) competitive institutional
b) competitive product
c) advocacy
d) pioneering product
e) reminder institutional
Ans: e
Feedback: Reminder institutional advertisements, like the product form, simply bring the company's name to the attention of the target market again. The Mercedes Benz ad simply reminds the target market of the brand.
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51. The first decision in developing an advertising program is to __________.
a) set the budget
b) state the mission of the advertising program
c) identify the target audience
d) select the appeal
e) select the media
Ans: c
Feedback: The promotion decision process described in Chapter 18 can be applied to each of the promotional elements. The first step is "Identifying the Target Audience"
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52. All of the following steps are part of the planning process used to develop an organization's advertising program EXCEPT __________.
a) identify the target audience
b) specify the advertising objectives
c) write the advertising copy
d) pretest the advertising
e) schedule the advertising program
Ans: d
Feedback: To develop an effective advertising program advertisers must (1) identify the target audience, (2)specify advertising objectives, (3) set the advertising budget, (4) design the advertisement, (5) select the right media and (6) schedule the advertising.
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53. When developing the advertising program, which step helps advertisers with other choices in the process such as selecting media and evaluating a campaign?
a) Identify the target audience
b) Specify the advertising objectives
c) Design the advertising
d) Pretest the advertising
e) Schedule the advertising program
Ans: b
Feedback: Specifying advertising objectives helps advertisers with other choices in the promotion decision process such as selecting media and evaluating a campaign.
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54. When developing the advertising program, specifying the advertising objectives helps advertisers with other choices in the process such as __________ and evaluating a campaign.
a) identifying the target audience
b) selecting media
c) designing the advertising
d) pretesting the advertising
e) scheduling the advertising program
Ans: b
Feedback: Specifying advertising objectives helps advertisers with other choices in the promotion decision process such as selecting media and evaluating a campaign.
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55. When developing the advertising program, specifying the advertising objectives helps advertisers with other choices in the process such as selecting media and __________.
a) identifying the target audience
b) evaluating a campaign
c) designing the advertising
d) pretesting the advertising
e) scheduling the advertising program
Ans: b
Feedback: Specifying advertising objectives helps advertisers with other choices in the promotion decision process such as selecting media and evaluating a campaign.
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56. Under the ____ strategy, the advertising budget will constitute a larger proportion of the promotion budget.
a) push
b) draw
c) pull
d) advertising
e) pioneering
Ans: c
Feedback: Under the pull strategy, the advertising budget will constitute a larger proportion of the promotion budget.
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57. Which of the following greatly affects the company’s advertising budget?
a) How elaborate the advertisements are
b) The advertising medium used
c) The amount of response the company receives from its customers
d) All of the above
e) None of the above

Ans: b
Feedback: Depending on the advertising medium used, a company’s advertising budget may be quite high.
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58. Which of the following is true about advertising spots in India?
a) The rates decrease during the broadcast of cricket matches
b) The rates for top Indian television channels are higher than a one-page ad in Shanghai Tatler
c) The prime-time spots for top Indian television channels cost about 100,000 rupees.
d) The rates for advertising spots increase during the broadcast of cricket matches.
e) All of the above 

Ans: d
Feedback: Top Indian television channels are demanding 350,000 rupees for a prime-time 10-second spot. The rates are even higher during the broadcast of cricket matches.\
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59. Most advertising messages are made up of two types of elements. They are __________.
a) functional and persuasional
b) expository and persuasional
c) informational and persuasional
d) informational and creative
e) creative and expository
Ans: c
Feedback: The informational and persuasional elements are so intertwined that it is often difficult to tell them apart.
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60. Information and persuasive content can be combined in the form of __________.
a) sex, fear and humorous appeals
b) guilt and enrichment appeals
c) hierarchical need satisfiers
d) perceptual modifiers and need enhancers
e) none of the above
Ans: a
Feedback: Although the marketer can use many different types of appeals, common advertising appeals include fear appeals, sex appeals and humorous appeals.
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61. Which of the following is an important guideline when using fear appeal?
a) Be sure to make it appeal to children
b) Make the appeal so strong that it appears humorous
c) Don't make the appeal so strong that consumers want to avoid the advertisement
d) Avoid any reference to death or dying
e) All of the above are important guidelines when using fear appeal
Ans: c
Feedback: When using fear appeals, the advertiser must be sure the appeal is strong enough to get the audience's attention and concern but not so strong it will lead them to "tune out" the message.
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62. The testimonial type ads for carbon dioxide detectors feature parents who are discussing the dangers of carbon monoxide poisoning. In many of the ads, the homeowners tell the target audience how disaster can be averted by purchasing and using the advertised product. Such advertisements are using __________.
a) fear appeals
b) sex appeals
c) humorous appeals
d) family appeals
e) coercive appeals
Ans: a
Feedback: Fear appeals suggest to the consumer that some negative experience or outcome can be avoided if a certain good or service is purchased or behavior is changed.
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63. The Partnership for a Drug-Free America ad above is an example of which type of appeal?
a) Reminder
b) Fear
c) Sex
d) Advocacy
e) Objective
Ans: b
Feedback: Fear appeals suggest to the consumer that he or she can avoid some negative experience through the purchase and use of a product or service, a change in behavior or a reduction in the use of a product.
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64. An ad for Conesco Insurance asks the question, "How long will you wait to start planning for long-term care?" The ad shows an elderly women being assisted by a nurse as she tries to win money on a game show. The idea that she will not have the care she needs because she failed to consider the future when she was young is an example of a __________.
a) rhetorical appeal
b) life cycle appeal
c) humorous appeal
d) sex appeal
e) fear appeal
Ans: e
Feedback: Fear appeals suggest to the consumer that he or she can avoid some negative experience through the purchase and use of a product or service, a change in behavior or a reduction in the use of a product.
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65. The Diesel ad above is an example of which type of appeal?
a) Reminder
b) Fear
c) Sex
d) Advocacy
e) Logical
Ans: c
Feedback: Sex appeals suggest to the audience that the product will increase the attractiveness of the user. Unfortunately, many commercials that use sex appeals are only successful at gaining the attention of the audience; they have little impact on how consumers think, feel or act.
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66. Which of the following statements describes a problem with using sex appeals in advertising?
a) What men find sexy, women don't
b) What women find sexy, men don't
c) Sex appeal typically fails to gain audience attention
d) The sex appeal of the ad can distract the audience from the product
e) Sex appeals have no effect on senior citizens
Ans: d
Feedback: Sex appeals suggest to the audience that the product will increase the attractiveness of the user. Unfortunately, many commercials that use sex appeals are only successful at gaining the attention of the audience; they have little impact on how consumers think, feel or act.
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67. In advertising, __________ suggest to the audience that the product will increase the attractiveness of the user.
a) rhetorical appeals
b) logical appeals
c) humorous appeals
d) sex appeals
e) fear appeals
Ans: d
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68. Many commercials that use sex appeals gain the attention of the audience, but they __________.
a) contain no information to help consumers
b) do not appeal to either men or women
c) have little impact on how consumers think, feel or act
d) wear out quickly, boring the consumer
e) don't appeal to the Net generation
Ans: c
Feedback: Unfortunately many commercials that use sex appeals are only successful at gaining the attention of the audience; they have little impact on how consumers think, feel or act. Some advertising experts even argue that such appeals get in the way of successful communication by distracting the audience from the purpose of the ad.
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69. An ad for Hydrozycut, an advanced weight loss formula by GNC, shows a beautiful woman who claims that she lost "an incredible 23 pounds". This ad is using a __________.
a) rhetorical appeal
b) life cycle appeal
c) humorous appeal
d) sex appeal
e) fear appeal
Ans: d
Feedback: Sex appeals suggest to the audience that the product will increase the attractiveness of the user. Unfortunately, many commercials that use sex appeals are only successful at gaining the attention of the audience; they have little impact on how consumers think, feel or act.
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70. The Geico ad above is an example of which type of appeal?
a) Reminder
b) Fear
c) Humor
d) Advocacy
e) Logical
Ans: c
Feedback: Humorous appeals imply either directly or subtly that the product is more fun or exciting than competitors' offerings. You may have smiled at the popular Geico "So easy a caveman can do it" campaign, which was designed to generate traffic to Geico's website.
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71. Which of the following statements describes a problem with using humorous appeals in advertising?
a) What adults find humorous, children do not
b) What children find humorous, adults do not
c) Most humorous advertisements offend someone
d) Humor tends to wear out quickly, boring the consumer
e) Humorous appeals are easily ignored
Ans: d
Feedback: Humorous appeals tend to wear out quickly, eventually boring the consumer. Another problem with humorous appeals is that their effectiveness may vary across cultures if used in a global campaign.
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72. An ad for Kraft salad dressings uses a play on words in its headline, "Around here, we're 'jeans and t-shirts' but our dressing is 'night on the town.'" This use of a ___________ appeal implies that the dressing is like what is served at the finest eating establishments, but you can enjoy it in the comfort of your home.
a) humorous
b) rhetorical
c) family life cycle
d) sex
e) figure of speech
Ans: a
Feedback: Humorous appeals imply either directly or subtly that the product is more fun or exciting than competitors' offerings.
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73. The use of Courteney Cox and David Arquette in Coca-Cola commercials rather than unknown models is an example of a very popular form of advertising today—the use of __________.
a) a fear appeal
b) a snob appeal
c) an appeal to pride
d) a sex appeal
e) a celebrity spokesperson
Ans: e
Feedback: The use of a well-known personality in an advertising campaign is an example of the use of a celebrity spokesperson.

Page: 531

Learning Objective: 2
74. The use of deceased celebrities such as John Wayne and Fred Astaire in commercials may __________.
a) create a humorous appeal
b) avoid the possibility of the spokesperson's image changing
c) create a fear appeal
d) create a product ambiance that limits its appeal to older consumers
e) sentimentalize the product
Ans: b
Feedback: One potential shortcoming of using a celebrity spokesperson is that the spokesperson's image may change to be inconsistent with the image of the company or brand. The image of deceased spokespersons is less likely to change.
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75. The means by which the advertising message is communicated to the target audience is through __________.
a) advertising media
b) reach and frequency
c) a decoder
d) micromarketing
e) media convergence
Ans: a
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76. The decision on media selection is related to __________.
a) the target audience
b) the type of product
c) the nature of the message
d) campaign objectives
e) all of the above
Ans: e
Feedback: The decision of where to place advertisements is related to the target audience, type of product, nature of the message, campaign objectives, available budget and the costs of alternative media.
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77. Which of the following types of media garners the largest amount of advertising expenditures?
[image: image9.wmf]
a) Newspapers
b) Radio
c) Television
d) Internet
e) Yellow Pages
Ans: c
Feedback: According to Figure 19-2, television garners the largest amount of advertising expenditures (23%).
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78. According to Figure 19-2, which of the following types of media garners the largest amount of advertising expenditures?
[image: image10.wmf]
a) Newspapers
b) Radio
c) Television
d) Internet
e) Yellow Pages
Ans: c
Feedback: According to Figure 19-2, television garners the largest amount of advertising expenditures (23%).
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79. According to Figure 19-2, which of the following types of media garners the smallest amount of advertising expenditures?
[image: image11.wmf]
a) Newspapers
b) Radio
c) Outdoor
d) Internet
e) Television
Ans: c
Feedback: According to Figure 19-2, outdoor media garners the smallest amount of advertising expenditure. 
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80. __________ is defined as the number of different people or households exposed to an advertisement.
a) Scope
b) Share
c) Reach
d) Span
e) Rating
Ans: c
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81. The owners of a small bookstore have an objective of obtaining awareness in the small town where they are located. Which of the following measures could be used to compare the number of different people or households exposed to an advertisement?
a) Reach
b) Rating
c) GRPs
d) CPM
e) Frequency
Ans: a
Feedback: Reach is the number of different people or households exposed to an advertisement.
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82. __________ is defined as the percentage of households in a market that are tuned to a particular television show or radio station.
a) Gross rating points
b) Reception rate
c) Target audience reach
d) Rating
e) Share
Ans: d
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83. If a local television station in your area stated it reached one-fifth of the television households in its viewing area with a prime time movie, what would be the movie's rating?
a) 10
b) 20
c) 30
d) 40
e) 50
Ans: b
Feedback: Rating as defined as the percentage of households in a market that are tuned to a particular TV show or radio station. In this instance the audience is one-fifth of households, which is 20 percent or a rating for the movie of 20.
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84. Frequency is defined as the __________.
a) number of different advertisements, sales promotions or publicity events in a promotional campaign of a marketing program
b) total number of times an advertisement is broadcast on network and cable television or radio
c) number of times an advertisement must be shown before a given percentage of the audience can recall key points of information
d) number of times an advertisement can be shown before it begins to lose effectiveness
e) average number of times a person in the target audience is exposed to an advertisement
Ans: e
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85. Because consumers often do not pay close attention to advertising messages, advertisers want to reach the same audience more than once. The average number of times a person in the target audience is exposed to a message or advertisement is called __________.
a) parity
b) reach
c) frequency
d) rating
e) gross rating points
Ans: c
Feedback: When advertisers want to reach the same audience more than once, they are concerned with frequency, the average number of times a person in the target audience is exposed to a message or advertisement.
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86. The owners of a small toy store had a limited advertising budget. Because of this, the owners of the store were very concerned with spending their advertising dollars wisely. One of their primary advertising goals was to expose customers in a limited market area to their advertising messages as often as possible. The owners of the toy store were concerned with __________.
a) reach
b) frequency
c) gross rating points
d) cost per thousand
e) advertising themes
Ans: b
Feedback: Advertisers like the hardware store owners are often interested in reaching their target audience more than one time. The reason is many consumers do not pay close attention to ad messages. As such, advertisers seeking to expose targeted consumers to advertising message more than once are interested in frequency, which is defined as the average number of times a person in a target audience is exposed to an ad.
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87. Gross rating points (GRPs) are __________.
a) reach multiplied by frequency
b) reach multiplied by rating
c) rating multiplied by frequency
d) cost divided by reach
e) cost divided by (reach multiplied by frequency)
Ans: a
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88. With respect to advertising, CPM is defined as the __________.
a) cost of one medium relative to the cost of other media (e.g. direct mail versus television, radio or outdoor), each of which are divided by the multiple of their respective reach and frequency
b) reach multiplied by frequency divided by the cost of reaching 1000 individuals or households with the advertising message
c) cost of reaching 1000 individuals or households with the advertising message
d) cost per minute of television or radio time
e) number of consumers exposed to an advertising message, in thousands
Ans: c
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89. If you ordered a commercial to run on a local station that could reach 500,000 households for a cost of $1,000, what would your CPM be?
a) $5.00
b) $4.00
c) $3.00
d) $2.00
e) $1.00
Ans: d
Feedback: In this case the audience can be considered as 500 groups of 1,000 people (total 500,000) and $1,000 divided by 500 equals $2.00. Thus, the CPM = $2.00.
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90. The cost of an ad in USA Today (newspaper) is $411,500 and has an audience size of 2,524,965. The cost of an ad in Sports Illustrated (magazine) is $302,680 and has an audience size of 3,150,000. The cost of a 30-second ad on the Super Bowl (television) is $2,600,000 and has an audience size of 91,000,000. Using this information, which of the following is the most appropriate metric to use to make the determination of which medium would provide the most efficient use of your limited resources?
a) Reach
b) Frequency
c) CPM
d) CRM
e) GRP
Ans: c
Feedback: CPM is cost per thousand and would be the most appropriate metric since it provides the cost per thousand impressions.
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91. One of the advantages associated with television as an advertising medium is that it __________.
a) has a short exposure time
b) can target specific audiences
c) is a low-cost medium
d) has an unlimited amount of advertising time available
e) can be used to convey complex messages
Ans: b
Feedback: The advantages of TV are that it reaches extremely large audiences, uses picture, print, sound and motion for effect; and can target specific audiences. The disadvantages are the high cost to prepare and run ads; short exposure time and perishable message; difficult to convey complex information.
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92. One of the advantages associated with television as an advertising medium is that it __________.
a) has a short exposure time
b) reaches extremely large audiences
c) is a low-cost medium
d) has an unlimited amount of advertising time available
e) can be used to convey complex messages
Ans: b
Feedback: The advantages of TV are that it reaches extremely large audiences, uses picture, print, sound and motion for effect; and can target specific audiences. The disadvantages are the high cost to prepare and run ads; short exposure time and perishable message; difficult to convey complex information.
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93. One of the advantages associated with television as an advertising medium is that it __________.
a) has a short exposure time
b) uses picture, sound and motion for effect
c) is a low-cost medium
d) has an unlimited amount of advertising time available
e) can be used to convey complex messages
Ans: b
Feedback: The advantages of TV are that it reaches extremely large audiences, uses picture, print, sound and motion for effect; and can target specific audiences. The disadvantages are the high cost to prepare and run ads; short exposure time and perishable message; difficult to convey complex information.
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94. One of the disadvantages associated with television as an advertising medium is that it __________.
a) has a short exposure time
b) can target specific audiences
c) uses picture, print, sound and motion for effect
d) has an unlimited amount of advertising time available
e) can be used to convey simple messages
Ans: a
Feedback: The advantages of TV are that it reaches extremely large audiences, uses picture, print, sound and motion for effect; and can target specific audiences. The disadvantages are the high cost to prepare and run ads; short exposure time and perishable message; difficult to convey complex information.
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95. One of the disadvantages associated with television as an advertising medium is that it __________.
a) has a perishable message
b) can target specific audiences
c) uses picture, print, sound and motion for effect
d) has an unlimited amount of advertising time available
e) can be used to convey simple messages
Ans: a
Feedback: The advantages of TV are that it reaches extremely large audiences, uses picture, print, sound and motion for effect; and can target specific audiences. The disadvantages are the high cost to prepare and run ads; short exposure time and perishable message; difficult to convey complex information.
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96. One of the disadvantages associated with television as an advertising medium is that it __________.
a) is very expensive to run ads
b) can target specific audiences
c) uses picture, print, sound and motion for effect
d) has an unlimited amount of advertising time available
e) can be used to convey simple messages
Ans: a
Feedback: The advantages of TV are that it reaches extremely large audiences, uses picture, print, sound and motion for effect; and can target specific audiences. The disadvantages are the high cost to prepare and run ads; short exposure time and perishable message; difficult to convey complex information.
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97. One of the disadvantages associated with television as an advertising medium is that it __________.
a) has a long exposure time
b) can target specific audiences
c) uses picture, print, sound and motion for effect
d) has an unlimited amount of advertising time available
e) cannot be used to convey complex messages
Ans: e
Feedback: The advantages of TV are that it reaches extremely large audiences, uses picture, print, sound and motion for effect; and can target specific audiences. The disadvantages are the high cost to prepare and run ads; short exposure time and perishable message; difficult to convey complex information.
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98. __________ occurs when people outside the target market for the product see a firm's advertisement.
a) Media divergence
b) Dual exposure
c) Over-exposure
d) Wasted coverage
e) Extended advertising
Ans: d
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99. Program-length (30-minute) advertisements that take an educational approach to communication with potential customers are called __________.
a) advertorials
b) infomercials
c) intrusion-aries
d) advocacy ads
e) interstitials
Ans: b
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100. One of the disadvantages associated with radio as an advertising medium is that it __________.
a) has a long exposure time
b) can target specific audiences
c) uses humor, sound and intimacy effectively
d) has an unlimited amount of advertising time available
e) is difficult to convey complex messages
Ans: e
Feedback: The advantages of radio are that it is low cost; can target specific local audiences; ads can be placed quickly; can use sound, humor and intimacy effectively. The disadvantages of using radio are that it has no visual element; a short exposure time and perishable message; and it is difficult to convey complex information.
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101. One of the disadvantages associated with radio as an advertising medium is that it __________.
a) has a long exposure time
b) can target specific audiences
c) uses humor, sound and intimacy effectively
d) has an unlimited amount of advertising time available
e) has a perishable message
Ans: e
Feedback: The advantages of radio are that it is low cost; can target specific local audiences; ads can be placed quickly; can use sound, humor and intimacy effectively. The disadvantages of using radio are that it has no visual element; a short exposure time and perishable message; and it is difficult to convey complex information.
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102. One of the disadvantages associated with radio as an advertising medium is that it __________.
a) has a short exposure time
b) can target specific audiences
c) uses humor, sound and intimacy effectively
d) has an unlimited amount of advertising time available
e) is easy to convey complex messages
Ans: a
Feedback: The advantages of radio are that it is low cost; can target specific local audiences; ads can be placed quickly; can use sound, humor and intimacy effectively. The disadvantages of using radio are that it has no visual element; a short exposure time and perishable message; and it is difficult to convey complex information.
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103. One of the advantages associated with radio as an advertising medium is that it __________.
a) has a long exposure time
b) can target general audiences
c) uses humor, sound and intimacy effectively
d) has an unlimited amount of advertising time available
e) is difficult to convey complex messages
Ans: c
Feedback: The advantages of radio are that it is low cost; can target specific local audiences; ads can be placed quickly; can use sound, humor and intimacy effectively. The disadvantages of using radio are that it has no visual element; a short exposure time and perishable message; and it is difficult to convey complex information.
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104. One of the advantages associated with radio as an advertising medium is that it __________.
a) has a long exposure time
b) can target general audiences
c) is low cost
d) has an unlimited amount of advertising time available
e) is difficult to convey complex messages
Ans: c
Feedback: The advantages of radio are that it is low cost; can target specific local audiences; ads can be placed quickly; can use sound, humor and intimacy effectively. The disadvantages of using radio are that it has no visual element; a short exposure time and perishable message; and it is difficult to convey complex information.

Page: 535-536, figure 19-4

Learning Objective: 3
105. One of the advantages associated with radio as an advertising medium is that it __________.
a) has a long exposure time
b) can target specific audiences
c) has a perishable message
d) has an unlimited amount of advertising time available
e) is difficult to convey complex messages
Ans: b
Feedback: The advantages of radio are that it is low cost; can target specific local audiences; ads can be placed quickly; can use sound, humor and intimacy effectively. The disadvantages of using radio are that it has no visual element; a short exposure time and perishable message; and it is difficult to convey complex information.
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106. One of the advantages associated with radio as an advertising medium is that it __________.
a) has a long exposure time
b) allows ads to be placed quickly
c) has a perishable message
d) has an unlimited amount of advertising time available
e) is difficult to convey complex messages
Ans: b
Feedback: The advantages of radio are that it is low cost; can target specific local audiences; ads can be placed quickly; can use sound, humor and intimacy effectively. The disadvantages of using radio are that it has no visual element; a short exposure time and perishable message; and it is difficult to convey complex information.
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107. A retail store marketing vice president is developing an advertising budget using the objective and task method. She has the objective of clearing slow-moving merchandise from her shelves and is trying to choose between radio and newspaper ads. Which of the following is an advantage of radio relative to newspaper as a means of achieving the objective?
a) Better reach
b) More effective visuals
c) Ads can be saved by consumers
d) Better segmentation capability
e) More effective in conveying complex information
Ans: d
Feedback: The major advantage of radio is that it is a segmented medium. Various radio stations are all listened to by different market segments.
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108. Which of the following statements about magazines as an advertising medium is true?
a) Magazines have distinct profiles for well-defined target audiences
b) Some nationally distributed magazines publish regional or metro editions to reduce the cost of ads and wasted coverage
c) Magazine ads can convey complex information
d) The cost of national magazine advertising is higher than comparable radio advertising
e) All of the above statements about magazines as an advertising medium are true
Ans: e
Feedback: The advantages of magazines as a medium are that it can target specific audiences; high-quality color is available; long life of ad; ads can be clipped and saved; can convey complex information. The disadvantages are that a long time is needed to place the ad; relatively high cost of ads; competes for attention with other magazine features.
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Learning Objective: 3
109. One reason for using magazines as an advertising medium is __________.
a) magazines have distinct profiles for well-defined target audiences
b) it takes a long time to place the ad
c) its high costs
d) it reaches extremely large audiences
e) all of the above statements are reasons to use magazines as an advertising medium
Ans: a
Feedback: The advantages of magazines as a medium are that it can target specific audiences; high-quality color is available; long life of ad; ads can be clipped and saved; can convey complex information. The disadvantages are that a long time is needed to place the ad; relatively high cost of ads; competes for attention with other magazine features.
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110. One reason for using magazines as an advertising medium is __________.
a) high quality color is available
b) it takes a long time to place the ad
c) its high costs
d) it reaches extremely large audiences
e) all of the above statements are reasons to use magazines as an advertising medium
Ans: a
Feedback: The advantages of magazines as a medium are that it can target specific audiences; high-quality color is available; long life of ad; ads can be clipped and saved; can convey complex information. The disadvantages are that a long time is needed to place the ad; relatively high cost of ads; competes for attention with other magazine features.
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111. One reason for using magazines as an advertising medium is __________.
a) a magazine ad has a long life
b) it takes a long time to place the ad
c) its high costs
d) it reaches extremely large audiences
e) all of the above statements are reasons to use magazines as an advertising medium
Ans: a
Feedback: The advantages of magazines as a medium are that it can target specific audiences; high-quality color is available; long life of ad; ads can be clipped and saved; can convey complex information. The disadvantages are that a long time is needed to place the ad; relatively high cost of ads; competes for attention with other magazine features.
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112. One reason for using magazines as an advertising medium is __________.
a) ads can be clipped and saved
b) it takes a long time to place the ad
c) its high costs
d) it reaches extremely large audiences
e) all of the above statements are reasons to use magazines as an advertising medium
Ans: a
Feedback: The advantages of magazines as a medium are that it can target specific audiences; high-quality color is available; long life of ad; ads can be clipped and saved; can convey complex information. The disadvantages are that a long time is needed to place the ad; relatively high cost of ads; competes for attention with other magazine features.

Page: 535-536, figure 19-4

Learning Objective: 3
113. One reason for using magazines as an advertising medium is __________.
a) a magazine can convey complex information
b) it takes a long time to place the ad
c) its high costs
d) it reaches extremely large audiences
e) all of the above statements are reasons to use magazines as an advertising medium
Ans: a
Feedback: The advantages of magazines as a medium are that it can target specific audiences; high-quality color is available; long life of ad; ads can be clipped and saved; can convey complex information. The disadvantages are that a long time is needed to place the ad; relatively high cost of ads; competes for attention with other magazine features.
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114. Trice Jewelers is a high-end independent jeweler located in Milwaukee. It specializes in custom jewelry and has been in business for decades. Which medium would be the best for Trice to use to reach its loyal customers and remind them that Trice is the source for all their gift-giving needs?
a) Prime time national television
b) Magazines targeted toward wealthy residents of Milwaukee
c) Radio stations targeted to the Millennials
d) Flyers
e) Milwaukee newspapers
Ans: b
Feedback: Magazines can target specific audiences, such as the wealthy residents of Milwaukee, they use high-quality color, which will show the jewelry well in the ads.
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115. One reason for using magazines as an advertising medium is __________.
a) their ability to target specific audiences
b) the short lead-time needed to place an ad
c) their low cost
d) the lack of noise associated with the use of magazines in the communication channel
e) all of the above
Ans: a
Feedback: The advantages of magazines as a medium are that it can target specific audiences; high-quality color is available; long life of ad; ads can be clipped and saved; can convey complex information. The disadvantages are that a long time is needed to place the ad; relatively high cost of ads; competes for attention with other magazine features.

Page: 535-536, figure 19-4

Learning Objective: 3
116. One disadvantage of using magazines as an advertising medium is __________.
a) their ability to target specific audiences
b) the long lead-time needed to place an ad
c) their low cost
d) the lack of noise associated with the use of magazines in the communication channel
e) all of the above
Ans: b
Feedback: The advantages of magazines as a medium are that it can target specific audiences; high-quality color is available; long life of ad; ads can be clipped and saved; can convey complex information. The disadvantages are that a long time is needed to place the ad; relatively high cost of ads; competes for attention with other magazine features.
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117. One disadvantage of using magazines as an advertising medium is __________.
a) their ability to target specific audiences
b) the short lead-time needed to place an ad
c) their high cost
d) the lack of noise associated with the use of magazines in the communication channel
e) all of the above
Ans: c
Feedback: The advantages of magazines as a medium are that it can target specific audiences; high-quality color is available; long life of ad; ads can be clipped and saved; can convey complex information. The disadvantages are that a long time is needed to place the ad; relatively high cost of ads; competes for attention with other magazine features.
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118. Which of the following statements about newspapers as an advertising medium is true?
a) Newspapers have excellent local reach potential
b) National companies rarely use newspapers except in conjunction with local distributors of their products
c) Companies cannot depend on newspapers for color reproduction as good as that in most magazines
d) Local retailers often use newspapers as their sole medium
e) All of the above statements about newspapers as an advertising medium are true
Ans: e
Feedback: The advantages of using newspapers as an advertising medium are: excellent coverage of local markets; ads can be placed and changed quickly; ads can be saved; quick consumer response; low cost. The disadvantages of using newspapers are ads compete for attention with other newspaper features; short life span; poor color. Local retailers often use newspapers as their sole advertising medium. National advertising campaigns rarely include this medium except in conjunction with local distributors of their products.
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119. One reason for NOT using newspapers as an advertising medium is their __________.
a) inability to cover local markets
b) long lead time for ad placement
c) short life span
d) high cost
e) inability to create noise during the communication process
Ans: c
Feedback: The advantages of using newspapers as an advertising medium are: excellent coverage of local markets; ads can be placed and changed quickly; ads can be saved; quick consumer response; low cost. The disadvantages of using newspapers are ads compete for attention with other newspaper features; short life span; poor color.
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120. One reason for NOT using newspapers as an advertising medium is their __________.
a) inability to cover local markets
b) long lead time for ad placement
c) poor color
d) high cost
e) inability to create noise during the communication process
Ans: c
Feedback: The advantages of using newspapers as an advertising medium are: excellent coverage of local markets; ads can be placed and changed quickly; ads can be saved; quick consumer response; low cost. The disadvantages of using newspapers are ads compete for attention with other newspaper features; short life span; poor color.
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121. One reason for NOT using newspapers as an advertising medium is their __________.
a) inability to cover local markets
b) long lead time for ad placement
c) long life span
d) high cost
e) competition for reader attention with other features in the newspaper
Ans: e
Feedback: The advantages of using newspapers as an advertising medium are: excellent coverage of local markets; ads can be placed and changed quickly; ads can be saved; quick consumer response; low cost. The disadvantages of using newspapers are ads compete for attention with other newspaper features; short life span; poor color.
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122. One reason for using newspapers as an advertising medium is their __________.
a) ability to cover local markets
b) long lead time for ad placement
c) long life span
d) high cost
e) competition for reader attention with other features in the newspaper
Ans: a
Feedback: The advantages of using newspapers as an advertising medium are: excellent coverage of local markets; ads can be placed and changed quickly; ads can be saved; quick consumer response; low cost. The disadvantages of using newspapers are ads compete for attention with other newspaper features; short life span; poor color.
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123. One reason for using newspapers as an advertising medium is their __________.
a) inability to cover local markets
b) short lead-time for ad placement
c) long life span
d) high cost
e) competition for reader attention with other features in the newspaper
Ans: b
Feedback: The advantages of using newspapers as an advertising medium are: excellent coverage of local markets; ads can be placed and changed quickly; ads can be saved; quick consumer response; low cost. The disadvantages of using newspapers are ads compete for attention with other newspaper features; short life span; poor color.
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124. One reason for using newspapers as an advertising medium is their __________.
a) inability to cover local markets
b) long lead time for ad placement
c) quick consumer response
d) high cost
e) competition for reader attention with other features in the newspaper
Ans: c
Feedback: The advantages of using newspapers as an advertising medium are: excellent coverage of local markets; ads can be placed and changed quickly; ads can be saved; quick consumer response; low cost. The disadvantages of using newspapers are ads compete for attention with other newspaper features; short life span; poor color.
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125. One reason for using newspapers as an advertising medium is their __________.
a) inability to cover local markets
b) long lead time for ad placement
c) long consumer response
d) low cost
e) competition for reader attention with other features in the newspaper
Ans: d
Feedback: The advantages of using newspapers as an advertising medium are: excellent coverage of local markets; ads can be placed and changed quickly; ads can be saved; quick consumer response; low cost. The disadvantages of using newspapers are ads compete for attention with other newspaper features; short life span; poor color.
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126. Which of the following is a trend that influences newspapers today?
a) Newspapers are enjoying increasing circulation
b) Newspapers are moving toward fewer and fewer columnists
c) More cities are increasing the number of newspapers available in each city
d) Newspapers' costs of production and distribution have dramatically increased
e) All of the above trends influence newspapers today
Ans: d
Feedback: Three trends are influencing newspapers today. The first is the dramatic increase in their cost of production and distribution. A second trend is the growth in online newspapers. Finally, in many large cities free tabloid newspapers are targeting commuters and creating new competition for traditional paid-for newspapers.
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127. One reason for using the yellow pages as an advertising medium is __________.
a) consumers turn to print yellow pages more than 15 billion times annually
b) almost all homes with telephones have yellow pages
c) they are available 24/7
d) they have a long life span
e) all of the above are reasons to use the yellow pages as an advertising medium
Ans: e
Feedback: The advantages of using the yellow pages as an advertising medium are that it is used more than 15 billion times annually; almost all households with telephones have them; they are available 24/7; they have a long life span. A disadvantage is that major cities are now covered by six or more directories.
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128. Which of the following statements about the Internet as an advertising medium is true?
a) The Internet provides audio and video capabilities
b) Ads can be black and white
c) Internet ads are similar to print ads in that they offer only a visual message
d) Internet advertising is the most effective form of advertising
e) All of the above statements about the Internet as an advertising medium are true
Ans: e
Feedback: The advantages of using the internet as an advertising medium are that it has video and audio capabilities; animation that can capture attention; ads can be interactive and link to advertiser. Disadvantages include animation and interactivity require large files and more time to load; effectiveness is still uncertain.
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129. One reason for using the Internet as an advertising medium is __________.
a) its video and audio capabilities
b) its ability to use animation
c) the way that the ads can link customers and advertisers
d) interactive ads
e) all of the above
Ans: e
Feedback: The advantages of using the Internet as an advertising medium are that it has video and audio capabilities; animation that can capture attention; ads can be interactive and link to advertiser. Disadvantages include animation and interactivity require large files and more time to load; effectiveness is still uncertain.
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130. One reason for using the Internet as an advertising medium is __________.
a) its video and audio capabilities
b) its ability to target specific audiences
c) low cost
d) ability to convey complex information
e) all of the above
Ans: a
Feedback: The advantages of using the Internet as an advertising medium are that it has video and audio capabilities; animation that can capture attention; ads can be interactive and link to advertiser. Disadvantages include animation and interactivity require large files and more time to load; effectiveness is still uncertain.
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131. One reason for using the Internet as an advertising medium is __________.
a) its animation can capture attention
b) its ability to target specific audiences
c) low cost
d) ability to convey complex information
e) all of the above
Ans: a
Feedback: The advantages of using the Internet as an advertising medium are that it has video and audio capabilities; animation that can capture attention; ads can be interactive and link to advertiser. Disadvantages include animation and interactivity require large files and more time to load; effectiveness is still uncertain.
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132. One reason for using the Internet as an advertising medium is __________.
a) ability to be interactive
b) its ability to target specific audiences
c) low cost
d) ability to convey complex information
e) all of the above
Ans: a
Feedback: The advantages of using the Internet as an advertising medium are that it has video and audio capabilities; animation that can capture attention; ads can be interactive and link to advertiser. Disadvantages include animation and interactivity require large files and more time to load; effectiveness is still uncertain.
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133. One reason for using the Internet as an advertising medium is __________.
a) its ability to link to the advertiser
b) its ability to target specific audiences
c) low cost
d) ability to convey complex information
e) all of the above
Ans: a
Feedback: The advantages of using the Internet as an advertising medium are that it has video and audio capabilities; animation that can capture attention; ads can be interactive and link to advertiser. Disadvantages include animation and interactivity require large files and more time to load; effectiveness is still uncertain.
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134. Called __________, these interactive ads have drop-down menus, built-in games or search engines to engage viewers.
a) rich media
b) banner ads
c) interactive media
d) gaming ads
e) AV ads
Ans: a
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135. Which of the companies shown in Figure 19-4 has the largest opportunity for online advertising?
a) Ask
b) AOL/Time Warner
c) MSN
d) Yahoo!
e) Google
Ans: e
Feedback: Figure 19-4 shows that Google and Yahoo! have the largest shares of Internet searches and offer opportunities for online advertising. Because Google has over twice the share of Yahoo! one can conclude that Google has the largest opportunity for online advertising.
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136. According to Figure 19-4, which company has the largest share of the Internet search market?
a) Ask
b) AOL/Time Warner
c) MSN
d) Yahoo!
e) Google
Ans: e
Feedback: Figure 19-4 shows that Google has the largest share of Internet searches and offer opportunities for online advertising.
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137. Which of the following is a form of online advertising?
a) Skyscrapers
b) Pop-ups
c) Interstitials
d) Minisites
e) All of the above are forms of online advertising
Ans: e
Feedback: Other forms of online advertising include skyscrapers, pop-ups, interstitials and minisites that use streaming video and audio and are becoming similar to television advertising.
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138. __________ involves viewers that agree to watch a commercial online in exchange for points, samples or access to premium content and advertisers only pay for completed views.
a) View-based advertising
b) Permission-based advertising
c) Point-based advertising
d) Premium advertising
e) Click-through advertising
Ans: b
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139. The deceptive clicking of ads solely to increase the amount advertisers must pay is called __________.
a) deceptive advertising
b) click fraud
c) opt-in
d) opt-out
e) click-botting
Ans: b
Feedback: Click fraud is the deceptive clicking of ads solely to increase the amount advertisers must pay.
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140. Which of the following is a form of click fraud?
a) Clickbots
b) PTR websites
c) Webtipping
d) Clicking on ads by legitimate website visitors without any intention of looking at the site
e) All of the above are forms of click fraud
Ans: e
Feedback: Click fraud is the deceptive clicking of ads solely to increase the amount advertisers must pay. There are several forms of click fraud: Paid-to-Read (PTR) websites that recruit and pay members to simply click on ads; clickbots which are software programs that produce automatic clicks on ads; legitimate website visitors who click on ads without any intention of looking at the site, also called "webtipping".
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141. Which of the following statements about online advertising is true?
a) Standards for the various formats used online are still evolving
b) It is difficult to measure the impact of online advertising
c) Click fraud may be costing advertisers as much as $500 million each year
d) Nielsen measures actual click-by-click behavior through meters installed on the computers of 225,000 individuals
e) All of the above statements about online advertising are true
Ans: e
Feedback: All of the choices given in the question are discussed in the text and are true.
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142. Billboard advertising is most effective for __________ advertising.
a) pioneering
b) advocacy
c) reminder
d) comparative
e) differentiation
Ans: c
Feedback: The visibility of this medium is good supplemental reinforcement for well-known products and it is a relatively low-cost, flexible alternative. Other advantages include a local market focus and high visibility with an opportunity for repeat exposures. Disadvantages are that the message must be short and simple; there is a low selectivity of audience; and it is criticized as a traffic hazard.
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143. One reason for using outdoor advertising is __________.
a) its high costs
b) its lack of visibility
c) its local market focus
d) its inability to communicate short, pithy messages
e) all of the above
Ans: c
Feedback: The visibility of this medium is good supplemental reinforcement for well-known products and it is a relatively low-cost, flexible alternative. Other advantages include a local market focus and high visibility with an opportunity for repeat exposures. Disadvantages are that the message must be short and simple; there is a low selectivity of audience; and it is criticized as a traffic hazard.
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144. One reason for using outdoor advertising is __________.
a) its low costs
b) its lack of visibility
c) its national market focus
d) its inability to communicate short, pithy messages
e) all of the above
Ans: a
Feedback: The visibility of this medium is good supplemental reinforcement for well-known products and it is a relatively low-cost, flexible alternative. Other advantages include a local market focus and high visibility with an opportunity for repeat exposures. Disadvantages are that the message must be short and simple; there is a low selectivity of audience; and it is criticized as a traffic hazard.
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145. One reason for using outdoor advertising is __________.
a) its high costs
b) its visibility
c) its national market focus
d) its inability to communicate short, pithy messages
e) all of the above
Ans: b
Feedback: The visibility of this medium is good supplemental reinforcement for well-known products and it is a relatively low-cost, flexible alternative. Other advantages include a local market focus and high visibility with an opportunity for repeat exposures. Disadvantages are that the message must be short and simple; there is a low selectivity of audience; and it is criticized as a traffic hazard.
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146. One reason for using outdoor advertising is __________.
a) its high costs
b) its lack of visibility
c) its national market focus
d) its ability to communicate short, pithy messages
e) all of the above
Ans: c
Feedback: The visibility of this medium is good supplemental reinforcement for well-known products and it is a relatively low-cost, flexible alternative. Other advantages include a local market focus and high visibility with an opportunity for repeat exposures. Disadvantages are that the message must be short and simple; there is a low selectivity of audience; and it is criticized as a traffic hazard.
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147. Messages on the interior and exterior of buses, subway cars and taxis are called __________.
a) transportation messages
b) public service messages
c) transit advertising
d) public advertising
e) transport advertising
Ans: c
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148. Which of the following statements about transit advertising is true?
a) Transit advertising is a form of outdoor advertising
b) Transit advertising includes the interior and exterior of buses, subway cars and taxis
c) One disadvantage of transit advertising is that heavy travel times often do not permit riders to read advertising copy
d) Transit routes can provide geographic selectivity of audiences for advertisers
e) All of the above statements about transit advertising are true
Ans: e
Feedback: This medium includes messages on the interior and exterior of buses, subway cars and taxis. Transit advertising is a form of outdoor advertising. Selectivity is available to advertisers, who can buy space by neighborhood or bus route. One disadvantage to this medium is that the heavy travel times, when the audiences are the largest, are not conducive to reading advertising copy.
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149. Buses in Boulder, Colorado are often completely painted as an ad for a particular product. The entire bus may be purple, orange or lime green with the message painted on screens that cover the windows as well as the body of the bus. These ads are examples of __________.
a) reach
b) frequency advertising
c) transitional advertising
d) transit advertising
e) transportation advertising
Ans: d
Feedback: Transit advertising includes messages on the interior and exterior of buses, subway cars and taxis.
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150. Orlando uses a wireless system to receive advertising for flat-screen monitors mounted in its 240 buses. These ads are examples of __________.
a) reach
b) frequency advertising
c) transitional advertising
d) transit advertising
e) transportation advertising
Ans: d
Feedback: Transit advertising includes messages on the interior and exterior of buses, subway cars and taxis.
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151. As traditional media have become more expensive and cluttered, advertisers have been attracted to a variety of nontraditional advertising options—in airports, doctors' offices, health clubs or theaters—called __________:
a) place-based media
b) invasive placements
c) electronic advertising
d) product placements
e) cooperative advertising
Ans: a
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152. The choice of using a particular medium is based on all of the following criteria EXCEPT __________.
a) CPM
b) perceived risk
c) knowing the media habits of the target audience
d) product attributes
e) costs
Ans: b
Feedback: Choosing between alternative media depends on several factors including: the media habits of the target audience; product attributes; and cost, including CPM.
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153. Buyer turnover is defined as __________.
a) the amount of time between repeat purchases of a given product
b) the amount of time it takes each generation to enter the product life cycle
c) how often a consumer will try a competitive brand before returning to the original choice
d) how often new buyers enter the market to buy the product
e) the ratio that shows the more frequently the product is purchased, the less advertising repetition is required
Ans: d
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154. Which of the following is the definition for purchase frequency?
a) The amount of time between trial and first repeat purchase of a given product
b) The amount of time it takes each generation to enter the product life cycle
c) How often a consumer will try a competitive brand before returning to the original choice
d) How often new buyers enter the market to buy the product
e) The more frequently the product is purchased, the less advertising repetition is required
Ans: e
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155. The speed with which buyers forget about a brand if advertising is NOT seen is called __________.
a) buyer turnover
b) the frequency rate
c) brand awareness rate
d) the forgetting rate
e) product recall dissipation rate
Ans: d
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156. The three approaches to setting advertising schedules are __________.
a) flexible, seasonal and continuous
b) sweeping, bursting and pulsing
c) flighting, pulse and continuous
d) continuous, seasonal and sweeping
e) incessant, intermittent and infrequently
Ans: c
Feedback: The three approaches to setting advertising schedules are continuous, flighting and pulse.
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157. Continuous scheduling would most likely be used for advertising __________.
a) snow blowers
b) school supplies
c) bathroom cleaner
d) toys
e) suntan lotion
Ans: c
Feedback: Continuous schedule advertising is run at a steady or regular schedule throughout the year when demand and seasonal factors are unimportant. These conditions apply to bathroom cleaner and not to the other four products.
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158. A basic approach to scheduling, in which periods of advertising are scheduled between periods of no advertising to reflect seasonal demand is called __________.
a) sustaining
b) dripping
c) flighting
d) pulsing
e) bursting
Ans: c
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159. Flighting schedules would most likely be used for advertising __________.
a) wood-burning stoves
b) automobiles
c) bottled water
d) toothpaste
e) bathroom cleaner
Ans: a
Feedback: Flighting schedules are used between periods of no advertising to reflect seasonal demand for a product based on market behavior. Wood-burning stoves are seasonal products.
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160. A flighting schedule combined with a steady schedule because of increases in demand, heavy periods of promotion or introduction of a new product is called a(n) __________.
a) drip schedule
b) blitz schedule
c) pulse schedule
d) turnover schedule
e) intermittent schedule
Ans: c
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161. Pulse scheduling would most likely be used for advertising __________.
a) bathroom cleaner
b) breakfast cereal
c) socks
d) motor oil
e) candy given for a gift
Ans: e
Feedback: Alternatives a, b, c and d all have a relatively stable demand. Candy however, would most likely need heavier promotion before Halloween, Valentine's Day, Mother's Day, etc. in addition to regular advertising throughout the year.

Page: 541

Learning Objective: 3
162. Tests conducted before an advertisement is placed in any medium to determine whether the advertisement communicates the intended message or to select between alternative versions of the advertisement are called __________.
a) preliminary screenings
b) experience testing
c) exposure testing
d) pretests
e) posttests
Ans: d
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163. Because advertising is expensive, marketers want to be certain the advertisements they run communicate the intended message to the target audience. In order to accomplish this communication goal, marketers conduct __________ before advertisements are placed in a medium.
a) ad agency discussions
b) surveys
c) advertising matrix evaluations
d) pretests
e) alternative media searches
Ans: d
Page: 542

Learning Objective: 3
164. Portfolio tests __________.
a) present a panel of consumers with an ad and ask for their reactions concerning the ad's effectiveness, appeal, etc
b) present a panel of consumers with an ad for a limited period of time. The ad is then removed and the respondents are asked to recall as much pertinent information as possible
c) present consumers with a sample of a product and several different advertisements for the product. They are asked to select the one they think is most effective and explain why
d) place a test ad in the midst of other ads and stories, instruct consumers to look at the ads and stories and then ask consumers questions about what was seen
e) use electronic devices to measure viewer response or feelings after viewing an advertisement
Ans: d
Feedback: A portfolio test places an ad in a portfolio with several other ads and stories and consumers are asked to read through the portfolio.
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165. __________ involve showing ad copy to a panel of consumers and having them rate how they liked it, how much it drew their attention and how attractive they thought it was.
a) Focus groups
b) Portfolio tests
c) Jury tests
d) Theater tests
e) Performance tests
Ans: c
Feedback: Jury tests involve showing ad copy to a panel of consumers and having them rate how they liked it, how much it drew their attention and how attractive they thought it was. Unlike the portfolio test, the ad is not hidden within other ads.
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166. The most sophisticated form of pretest is the __________.
a) theater test
b) sales test
c) attitude test
d) portfolio test
e) jury test
Ans: a
Feedback: Theater testing is the most sophisticated form of pretesting. Consumers are invited to view new television shows or movies in which test commercials are also shown.
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167. Figure 19-6, alternative "A" is the definition for which of the following?
a) A full-service agency
b) A limited service agency
c) An in-house agency
d) A media agency
e) A multi-service agency
Ans: a
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168. Figure 19-6, alternative "B" is the definition for which of the following?
a) A full-service agency
b) A limited service agency
c) An in-house agency
d) A media agency
e) A multi-service agency
Ans: b
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169. Figure 19-6, alternative "C" is the definition for which of the following?
a) A full-service agency
b) A limited service agency
c) An in-house agency
d) A media agency
e) A multi-service agency
Ans: c
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170. A(n) ___________ is an advertising agency that provides the most complete range of services, including market research, media selection, copy development, artwork and production.
a) limited-service agency
b) full spectrum agency
c) full-service agency
d) multi-service agency
e) in-house agency
Ans: c
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171. Young and Rubicam, Inc. developed the "Softer Side of Sears" campaign for Sears to target middle-income women. This agency provided marketing research, media selection, copy development, artwork and production services for Sears. Young and Rubicam is an example of a(n) __________.
a) image consultant
b) consulting firm
c) full-service advertising agency
d) limited-service advertising agency
e) in-house agency
Ans: c
Feedback: Full-service advertising agencies provide a complete range of services including marketing research, media selection, copy development, artwork and production.

Page: 542

Learning Objective: 3
172. A __________ is an advertising agency that specializes in one aspect of the advertising process such as providing creative services to develop advertising copy, buying previously un-purchased media space or providing Internet services.
a) full-service agency
b) in-house agency
c) modified-service agency
d) promotional firm
e) limited-service agency
Ans: e
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173. When a company uses a(n) _________, it is using its own advertising staff to provide the advertising services needed by the company.
a) intrafirm agency
b) promotional department
c) full-service agency
d) in-house agency
e) limited-service agency
Ans: d
Page: 542

Learning Objective: 3
174. Tests conducted to determine whether an ad accomplished its intended purpose after it has been shown to the target audience are referred to as __________.
a) control testing
b) experience tests
c) exposure testing
d) posttests
e) pretests
Ans: d
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175. Which of the following is NOT an example of an advertising posttest?
a) Attitude tests
b) Theater tests
c) Inquiry tests
d) Sales tests
e) Recall tests
Ans: b
Feedback: Theater tests are a type of pretest.
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176. Which of the following is a type of advertising posttest?
a) Theater tests
b) Portfolio tests
c) Sales tests
d) Jury tests
e) All of the above
Ans: c
Feedback: Sales tests involve studies such as controlled experiments and consumer purchase tests.
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177. Which of the following statements about aided recall posttests is true?
a) With aided recall posttests, additional product information, product samples or premiums are offered to an ad's readers or viewers and ads generating the most inquiries are presumed to be the most effective
b) With aided recall posttests, a question such as, "What ads do you remember seeing yesterday?" is asked of respondents without any other prompting to determine whether they saw or heard advertising messages
c) Aided recall posttests involve studies such as controlled experiments and consumer purchase tests
d) In an aided recall posttest, respondents are asked questions to measure changes in their attitudes after an advertising campaign, such as whether they had a more favorable attitude toward the product advertised
e) In an aided recall posttest, respondents are first shown an ad and then asked whether their previous exposure to it was through reading, viewing or listening
Ans: e
Feedback: With aided recall, after being shown an ad, respondents are asked whether their previous exposure to it was through reading, viewing or listening.
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178. The Starch test uses a(n) __________.
a) attitude test
b) aided recall test
c) prompted response test
d) inquiry test
e) concept test
Ans: b
Feedback: The Starch test uses aided recall to determine the percentage of those (1) who remember seeing a specific magazine ad (noted), (2) who saw or read any part of the ad identifying the product or brand (seen-associated) and (3) who read at least half of the ad (read most).
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179. As a subscriber to Fitness magazine, Kelly was asked by a researcher, which ads she remembered seeing in the most recent issue of the magazine. Then she was asked questions about the content and appearance of the ads she remembered. The researcher was using __________ to test the effectiveness of ads in the magazine.
a) inquiry testing
b) concept testing
c) unaided recall
d) portfolio testing
e) aided recall
Ans: c
Feedback: With unaided recall posttests, a question such as, "What ads do you remember seeing yesterday?" is asked of respondents without any prompting to determine whether they saw or heard advertising messages.
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180. Which of the following statements about attitude tests is true?
a) With attitude tests, additional product information, product samples or premiums are offered to an ad's readers or viewers and ads generating the most inquiries are presumed to be the most effective
b) With attitude tests, a question such as, "What ads do you remember seeing yesterday?" is asked of respondents without any other prompting to determine whether they saw or heard advertising messages
c) Attitude tests involve studies such as controlled experiments and consumer purchase tests
d) In an attitude test, respondents are asked questions to measure changes in their attitudes after an advertising campaign, such as whether they had a more favorable attitude toward the product advertised
e) In an attitude test, respondents are first shown an ad and then asked whether their previous exposure to it was through reading, viewing or listening
Ans: d
Feedback: In an attitude test, respondents are asked questions to measure changes in their attitudes after an advertising campaign, such as whether they have a more favorable attitude toward the product advertised.
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181. Which of the following statements about inquiry tests is true?
a) With inquiry test, additional product information, product samples or premiums are offered to an ad's readers or viewers and ads generating the most inquiries are presumed to be the most effective
b) With inquiry tests, a question such as, "What ads do you remember seeing yesterday?" is asked of respondents without any other prompting to determine whether they saw or heard advertising messages
c) Inquiry tests involve studies such as controlled experiments and consumer purchase tests
d) In an inquiry test, respondents are asked questions to measure changes in their attitudes after an advertising campaign, such as whether they had a more favorable attitude toward the product advertised
e) In an inquiry test, respondents are first shown an ad and then asked whether their previous exposure to it was through reading, viewing or listening
Ans: a
Feedback: With inquiry tests, additional product information, product samples or premiums are offered to an ad's readers or viewers. Ads generating the most inquiries are presumed to be the most effective.
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182. Which of the following statements about sales tests is true?
a) With sales tests, additional product information, product samples or premiums are offered to an ad's readers or viewers and ads generating the cost inquiries are presumed to be the most effective
b) With sales tests, a question such as, "What ads do you remember seeing yesterday?" is asked of respondents without any other prompting to determine whether they saw or heard advertising messages
c) Sales tests involve studies such as controlled experiments and consumer purchase tests to measure actual purchases
d) In a sales test, respondents are asked questions to measure changes in their attitudes after an advertising campaign, such as whether they had a more favorable attitude toward the product advertised
e) In a sales test, respondents are first shown an ad and then asked whether their previous exposure to it was through reading, viewing or listening
Ans: c
Feedback: Sales tests involve studies such as controlled experiments and consumer purchase tests.

Page: 543

Learning Objective: 3
183. Consumer-oriented sales promotions are __________.
a) promotions where charitable contributions of a firm are tied directly to the customer revenues produced through the promotion of one of its products
b) methods used to get a nonpersonal, indirectly paid presentation of a company or its products. Examples are news releases, news conferences and public service announcements
c) advertisements that show actual consumers using the product
d) sales promotions that supplement advertising and personal selling but are directed to wholesalers, retailers or distributors
e) sales tools used to support advertising and personal selling
Ans: e
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184. Sales promotions, which are directed to ultimate consumers and are used to support advertising and personal selling, are called __________.
a) trade promotions
b) consumer-oriented sales promotions
c) manufacturers promotions
d) channel promotions
e) public service promotions
Ans: b
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185. When preparing to go shopping after the Christmas holidays, Cristy actively scans the ads in the local newspaper for coupons, rebates and sale items. While in the store, Cristy also looks for free samples of new products and products she hasn't purchased previously. The coupons, rebates, sale items and free samples are all examples of __________.
a) advertising
b) publicity
c) personal selling
d) sales promotion
e) direct marketing
Ans: d
Feedback: Directed to ultimate consumers, consumer-oriented sales promotions or simply consumer promotions, are sales tools used to support a company's advertising and personal selling. The alternative consumer-oriented sales promotion tools include coupons, deals, premiums, contests, sweepstakes, samples, loyalty programs, point-of-purchase displays, rebates and product placement.
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186. The offer of one free pizza with the purchase of two pizzas at the regular price might appeal to you one evening. This type of incentive offer is an example of __________.
a) mass-market communication
b) a trade promotion
c) a consumer-oriented sales promotion
d) consumer encoding
e) consumer feedback
Ans: c
Feedback: Directed to ultimate consumers, consumer-oriented sales promotions or simply consumer promotions, are sales tools used to support a company's advertising and personal selling. The alternative consumer-oriented sales promotion tools include coupons, deals, premiums, contests, sweepstakes, samples, loyalty programs, point-of-purchase displays, rebates and product placement.
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Learning Objective: 4
187. For marketers, the primary objective of coupons is to __________.
a) stimulate demand
b) increase trial and retaliate against competitor's actions
c) encourage present customers to buy more and minimize brand-switching behavior
d) encourage new product trial
e) encourage repeat purchases
Ans: a
Feedback: The primary objective of coupons is to stimulate demand.
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Learning Objective: 4
188. A mother handed her college-aged son a piece of paper and said, "By redeeming this you will receive 25 cents off your next purchase of Birdseye lima beans". Birdseye is using a __________ to stimulate demand for its lima beans.
a) rebate
b) sample
c) coupon
d) deal
e) premium
Ans: c
Feedback: Coupons are sales promotions that usually offer a discounted price to the consumer, which encourages trial.
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189. The sign at the entrance to the men's store reads, "Buy one shirt, get a second shirt of equal or lower value for only one dollar". Which type of sales promotion is the men's store is using?
a) A deal
b) A contest
c) A premium
d) A rebate
e) A sample
Ans: a
Feedback: A deal is a sales promotion that offers a short-term price reduction.
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Learning Objective: 4
190. During Super Bowl weekend, Pepsi introduces a new brand of soft drink. On that same weekend, Coca-Cola offers a "buy one, get one free" promotion to make the Pepsi new product introduction more difficult. Which type of sales promotion is Coca-Cola using?
a) A deal
b) A contest
c) A premium
d) A rebate
e) A sample
Ans: a
Feedback: A deal is a sales promotion that offers a short-term price reduction.
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Learning Objective: 4
191. The radio commercial said, "Send three proofs of purchase and $3 for postage and handling to receive your monogrammed T-shirt". This ad was offering customers a __________.
a) sample
b) deal
c) premium
d) rebate
e) coupon
Ans: c
Feedback: A premium is a sales promotion that consists of offering merchandise free or at significant savings over its retail price.
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Learning Objective: 4
192. A print ad for Allegra allergy medication offers a free purple seat cushion to all who request additional information about the drug. This seat cushion is an example of a __________.
a) sample
b) deal
c) premium
d) rebate
e) coupon
Ans: c
Feedback: A premium is a sales promotion that consists of offering merchandise free or at significant savings over its retail price.
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Learning Objective: 4
193. McDonald's offered collectable toys that portrayed the movie characters in The Incredibles for free with the purchase of a Happy Meal. These toys are an example of a __________.
a) deal
b) premium
c) rebate
d) coupon
e) sample
Ans: b
Feedback: A premium is a sales promotion that consists of offering merchandise free or at significant savings over its retail price.
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Learning Objective: 4
194. For marketers, the primary objective of a premium is to __________.
a) encourage customers to return frequently or to use more of the product
b) increase trial and retaliate against competitors' actions
c) encourage present customers to buy more; minimize brand-switching behavior
d) encourage new product trial
e) generate store traffic
Ans: a
Feedback: A premium is a sales promotion that consists of offering merchandise free or at significant savings over its retail price. By offering a premium, companies encourage customers to return frequently or to use more of the product.
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Learning Objective: 4
195. When Milk-Bone dog biscuits offered a ball toy for $8.99 and two proofs of purchase, it was using a __________.
a) deal
b) premium
c) rebate
d) coupon
e) sample
Ans: b
Feedback: A premium is a sales promotion that consists of offering merchandise free or at significant savings over its retail price.
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Learning Objective: 4
196. For marketers, the primary objective of a contest is to __________.
a) reduce the potential for stockouts
b) increase trial and retaliate against competitors' actions
c) encourage present customers to buy more and minimize brand-switching behavior
d) encourage new product trial
e) increase consumer purchases and build business inventory
Ans: e
Feedback: A contest is where consumers apply their skill or analytical or creative thinking to try to win a prize. The objective is to increase consumer purchases and build business inventory.
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Learning Objective: 4
197. "Inspired by Threads—A Fashion Challenge" is a __________ run each year by Threads magazine. (This magazine is targeted toward professional clothiers and seamstresses.) The idea is to design and sew a garment and send the entry into Threads to compete with others for prizes such as sewing machines and cash.
a) premium
b) sweepstakes
c) deal
d) contest
e) end-run sample
Ans: d
Feedback: A contest is where consumers apply their skill or analytical or creative thinking to try to win a prize. The objective is to increase consumer purchases and build business inventory.
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Learning Objective: 4
198. A popular NPR radio show, Car Talk, encourages listeners to solve a puzzler each week. If they have the correct answer and send it in to the show and theirs is chosen, they win a prize. This is an example of a __________.
a) premium
b) sweepstakes
c) deal
d) contest
e) trade promotion
Ans: e
Feedback: A contest is where consumers apply their skill or analytical or creative thinking to try to win a prize. The objective is to increase consumer purchases and build business inventory.
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Learning Objective: 4
199. For marketers, the primary objective of a sweepstakes is to __________.
a) generate store traffic
b) increase trial and retaliate against competitors' actions
c) encourage present customers to buy more and minimize brand-switching behavior
d) encourage new product trial
e) increase consumer purchases to build business inventory
Ans: c
Feedback: A sweepstakes is a sales promotion that requires participants to submit some kind of entry but are purely games of chance requiring no analytical or creative effort by the consumer. The objective of sweepstakes is to encourage present customers to buy more and to minimize brand switching.
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Learning Objective: 4
200. __________ are sales promotions that require participants to submit some kind of entry form but are purely games of chance requiring no analytical or creative effort by the consumer.
a) Premiums
b) Rebates
c) Deals
d) Contests
e) Sweepstakes
Ans: e
Feedback: Sweepstakes are sales promotions that require participants to submit some kind of entry form but are purely games of chance requiring no analytical or creative effort by the consumer.
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Learning Objective: 4
201. The California Pistachio Growers Association has an ongoing ad campaign in which it encourages people to think of pistachios when they think of good times and good friends. The ads ask readers to log onto www.pistachios.org to register to win a prize of pistachios for a year. The association is using a __________ to measure the effectiveness of its ads.
a) lottery
b) contest
c) premium
d) sweepstakes
e) deal
Ans: d
Feedback: Sweepstakes are sales promotions that require participants to submit some kind of entry form but are purely games of chance requiring no analytical or creative effort by the consumer.
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202. Bernina, a sewing machine manufacturer, has an ongoing ad campaign in which it encourages sewers to stop in to their local Bernina dealer to register to win a new sewing machine. No purchase is necessary. Bernina is using a __________ to measure the effectiveness of its ads.
a) lottery
b) contest
c) premium
d) sweepstakes
e) deal
Ans: d
Feedback: Sweepstakes are sales promotions that require participants to submit some kind of entry form but are purely games of chance requiring no analytical or creative effort by the consumer.
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Learning Objective: 4
203. Taco Bell introduced its new low-fat Border Lights fare by giving away 8 million free tacos and burritos in one day. In this example Taco Bell used a sales promotion technique called __________.
a) a self-liquidating premium
b) a special deal
c) a rebate
d) sampling
e) continuity
Ans: d
Feedback: Sampling is a common consumer sales promotion which offers the product free or at a greatly reduced price.
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Learning Objective: 4
204. When Allyn went to get his newspaper, he found the paper in a plastic bag along with a box containing one dose of Alka-Seltzer Heartburn Relief medication. In this example which type of sales promotion is Alka-Seltzer using?
a) A sample
b) A deal
c) A premium
d) A point-of-purchase display
e) A introductory offer
Ans: a
Feedback: A sample is a sales promotion consisting of offering a product free or at a greatly reduced price.
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Learning Objective: 4
205. Sampling is an appropriate strategy for which type of products?
a) Products which are classified as shopping goods
b) Products in the introductory stage of their product life cycle
c) Commodity products like salt, sugar and baking soda
d) Products which are perishable
e) Products which are classified as specialty goods
Ans: b
Feedback: A sample is a sales promotion consisting of offering a product free or at a greatly reduced price. Sampling is appropriate for products that are new and in the introductory stage of the PLC since it puts the products in the consumers' hands.

Page: 547

Learning Objective: 4
206. Michael Angelo's Pepperoni Mini Calzones are easy-to-prepare snacks, but the manufacturer believes customers are not buying the product as predicted because they are unfamiliar with calzones. The manufacturer is interested in employing a sales promotion technique that will communicate the ease of preparation and encourage customers to try the product. Which method would it most likely employ?
a) Advertise on television showing a mother preparing the snack in less than 60 seconds in the microwave
b) Provide a premium to build customer goodwill by receiving reduced price merchandise
c) Produce a point-of-purchase display that will be placed near a grocer's checkout register
d) Use a rebate to encourage customers to purchase the snack and increase customer confidence in the product
e) Use a demonstrator hired by the company to prepare the snack in a grocery store and give away the snacks to the shoppers
Ans: e
Feedback: A sample is a sales promotion consisting of offering a product free or at a greatly reduced price. The objective of samples is to encourage consumers to try a product.
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Learning Objective: 4
207. __________ is a sales promotion designed to encourage and reward repeat purchases by acknowledging each purchase made by a consumer and offering a premium as purchases accumulate.
a) Merchandise lining
b) Product enhancement
c) Loyalty programs
d) Retail positioning
e) Experiential decoding
Ans: c
Feedback: Loyalty programs are a sales promotion tool used to encourage and reward repeat purchases by acknowledging each purchase made by a consumer and offering a premium as purchases accumulate.
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208. A Taste of Greece, a restaurant chain that is known for its Extra Juicy Hero sandwich, wants to encourage repeat purchases and create customer loyalty. Which sales promotion should it employ?
a) A two-for-the-price-of-one deal
b) A coupon for a free soft drink with a Hero purchase
c) A game with food prizes
d) A trading stamp program, which allows buyers to earn free food after making a certain number of purchases
e) Free Extra Juicy Hero samples at local fairs and concerts
Ans: d
Feedback: Loyalty programs are a sales promotion tool used to encourage and reward repeat purchases by acknowledging each purchase made by a consumer and offering a premium as purchases accumulate.
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Learning Objective: 4
209. For marketers the primary objective of a point-of-purchase display is to __________.
a) eliminate the need for any special pricing promotion
b) increase trial and retaliate against competitors' actions
c) encourage present customers to buy more; minimize brand-switching behavior
d) increase product trial and provide in-store support for other promotions
e) increase consumer purchases; build business inventory
Ans: d
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210. A Nabisco display in the grocery store is designed to maximize the consumer's attention to lunch box and after-school snacks and to provide storage for the products. It is usually placed in a high-traffic area of the store. This type of sales promotion is called __________.
a) a sample
b) a freestanding insert
c) a premium
d) a point-of-purchase display
e) a deal
Ans: d
Feedback: Point-of-purchase displays are displays located in high traffic areas in retail stores, often next to the cash register. The point-of-purchase display for Nabisco's annual back-to-school program is designed to maximize the consumer's attention to lunch box and after-school snacks and to provide storage for the products.
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211. When students graduate from college, Ford often offers them a __________ of $500 when they purchase a Ford. The offer is an example of a
a) point-of-purchase
b) deal
c) coupon
d) rebate
e) premium
Ans: d
Feedback: Rebates are sales promotions in which money is returned to the customers based on proof of purchase.
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Learning Objective: 4
212. The consumer promotion that involves the use of a brand-name product in a movie, television show, video or a commercial for another product is called __________.
a) a product deal
b) a product premium
c) a product sample
d) product placement
e) product continuity
Ans: d
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Learning Objective: 4
213. When a rerun of Seinfeld shows a Pepsi on a desktop, a Lexus parked on the street or a box of Tide on the countertop, __________ is being used.
a) a product deal
b) a product premium
c) a product sample
d) product placement
e) product continuity
Ans: d
Feedback: The consumer promotion that involves the use of a brand-name product in a movie, television show, video or a commercial for another product is called product placement.
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214. Trade-oriented sales promotions are __________.
a) promotions where charitable contributions of a firm are tied directly to the customer revenues produced through the promotion of one of its products
b) methods used to get a nonpersonal, indirectly paid presentation of a company or its products. Examples are news releases, news conferences and public service announcements
c) advertisements that show actual consumers using the product
d) sales tools directed to wholesalers, retailers or distributors used to support a company's advertising and personal selling
e) sales promotions which are directed to ultimate consumers and are used to support advertising and personal selling
Ans: d
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215. Sales tools used to support a company's advertising and personal selling directed to wholesalers, retailers or distributors are called __________.
a) trade-oriented sales promotions
b) consumer promotions
c) manufacturers promotions
d) sales promotions
e) encoding promotional tools
Ans: a
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216. Three commonly used trade promotions are __________.
a) coupons, rebates and discounts
b) allowances and discounts, cooperative advertising and training of distributor's sales forces
c) cooperative advertising, merchandise allowances and points-of-purchase displays
d) allowances and discounts, consumer promotions and merchandise allowances
e) allowances and discounts, consumer promotions and training of distributor's sales force
Ans: b
Feedback: There are three sales promotions targeted uniquely to intermediaries including (1) allowances and discounts, (2) cooperative advertising and (3) training of distributors' salesforces.
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217. A(n) __________ reimburses a retailer for extra in-store support or special featuring of a brand.
a) organizational allowance
b) merchandise allowance
c) case allowance
d) finance allowance
e) manufacturer's enhancement
Ans: b
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218. A __________ is a discount on each case of goods ordered during a specific period of time.
a) functional allowance
b) merchandise allowance
c) case allowance
d) finance allowance
e) manufacturer's allowance
Ans: c
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219. A __________ pays retailers for financing costs or financial losses associated with consumer sales promotions.
a) promotional allowance
b) merchandise allowance
c) case allowance
d) finance allowance
e) failure fee
Ans; D
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220. __________ are programs in which a manufacturer pays a percentage of a retailer's local advertising expense for advertising the manufacturer's products.
a) Trade promotion programs
b) Consumer promotion programs
c) Cooperative advertising programs
d) Cause-related marketing programs
e) Shared-responsibility programs
Ans: c
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221. While reading the newspaper, Belinda noticed an advertisement containing manufacturer's coupons from Kodak redeemable only at Target stores. This ad is an example of __________.
a) cooperative advertising
b) a case allowance
c) a finance allowance
d) a merchandise allowance
e) specialty advertising
Ans: a
Feedback: Cooperative advertising means retailers and manufacturers cooperate on promotional efforts so both may benefit. Manufacturers supply resellers with professionally created advertising designs and also pay a percentage of the advertising costs. Resellers perform the important function of promoting the manufacturer's products at the local level.
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222. A hardware store owner placed an advertisement for Sylvania light bulbs in the local newspaper. Sylvania provided the storeowner with several high-quality, camera-ready sample advertisements. In addition to supplying the advertising formats, Sylvania also paid 50 percent of the cost of the advertisement. Sylvania was using __________ in an attempt to encourage both better advertising quality and greater advertising quantity in the efforts of local resellers of its product.
a) strategic promotional implementation
b) cooperative advertising
c) pre-paid publicity
d) distributor kickbacks
e) manufacturer incentive advertising
Ans: b
Feedback: Cooperative advertising means retailers and manufacturers cooperate on promotional efforts so both may benefit. Manufacturers supply resellers with professionally created advertising designs and also pay a percentage of the advertising costs. Resellers perform the important function of promoting the manufacturer's products at the local level.
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Learning Objective: 4
223. Publicity tools are __________.
a) methods of tying charitable contributions of a firm directly to the customer revenues produced through the promotion of one of its products
b) methods used to get a nonpersonal, directly paid presentation of a company or its products; examples are news releases, news conferences and public service announcements
c) short-term inducements of value offered to arouse interest in buying a good or service
d) methods of obtaining nonpersonal presentation of an organization, good or service without direct cost
e) questionable methods of influencing stakeholder opinion about some action or proposed action that may be perceived by some as unethical
Ans: d
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224. TransWave International is a small company that has developed a system that uses the Web and patented electronic sensors as an early-warning device for pipeline leaks. Pipeline safety is becoming a big issue in the U.S. as more natural gas lines are being laid near populous centers. The timing is right for this company to be extremely successful, but it must make itself known to oil companies. One method it used was an article about the company in Business 2.0 magazine. This article described the company, what its product could do and why the product was needed. The article was an example of __________.
a) reminder advertising
b) publicity
c) a sales promotion
d) institutional advertising
e) product placement
Ans: b
Feedback: Publicity is a method of obtaining nonpersonal presentation of an organization, good or service without direct cost.
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225. In planning and obtaining publicity, a frequently used tool is the __________, which is an announcement regarding changes in the company or the product line.
a) trade show
b) news release
c) infomercial
d) double-page spread
e) magazine insert
Ans: b
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Learning Objective: 5
226. An announcement that German pharmaceutical giant Bayer is looking for a buyer for its household insecticide business as part of its restructuring program is an example of which type of publicity tool?
a) Public service announcement
b) News release
c) Lobbying
d) Sponsorship
e) Events management
Ans: b
Feedback: A news release consists of an announcement regarding changes in the company or the product line.
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227. A news conference is a(n) __________.
a) announcement regarding changes in a company or product line
b) free space or time in a newspaper or on a broadcast medium
c) publicity tool which utilizes high-visibility individuals in lobbying activities
d) meeting of top news executives to decide advertising policy
e) informational meeting to which representatives of the media are invited
Ans: e
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Learning Objective: 5
228. A publicity tool that is heavily relied on by nonprofit organizations and which involves free space or time donated by the media is called a __________.
a) public service announcement
b) quid pro quo ad
c) news item
d) news conference
e) news moment
Ans: a
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229. The increasing efforts by advertising agencies, trade associations and marketing associations to impose standards upon themselves that reflect the values of society are called __________.
a) legislation
b) self-regulation
c) business practice
d) ethics
e) government regulation
Ans: b
Feedback: It is too expensive to rely on formal regulation by federal, state and local governments of all sales promotions and advertisements. As a result, there are increasing efforts at self-regulation.
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230. Public watchdog groups are critical of ad campaigns for some video games that use sex appeals and glamorize violence. How should an ad agency respond to these critics if it wishes to avoid the enactment of additional laws limiting its creativity?
a) Express strong support for First Amendment freedom and stand its ground
b) Develop an infomercial for its product that is relevant, useful to its customer and entertaining
c) Produce a public service announcement in support of its current, successful approach
d) Take advantage of the publicity and run the ads in question more frequently
e) Take steps toward self-regulation, imposing standards on its promotional activities that reflect the values of society
Ans: b
Feedback: Relying on formal regulation by federal, state and local governments of all promotional activities would be very expensive. Also formal regulation may arbitrarily eliminate or limit some effective promotional tools. As a result, there are increasing efforts by advertising agencies, trade associations and marketing organizations at self-regulation.
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231. What was the promotional objective of Fallon Worldwide's campaign for Citibank?
a) To create an image that was un-banklike
b) To create an image that Citibank was every bit as good as other banks
c) To show how seriously Citibank takes financial services
d) To reinforce the idea that Citibank was the low cost provider
e) To reinforce the idea that Citibank had great service
Ans: a
Feedback: When Citibank came to Fallon, it said that it really wanted to be "un-banklike;" it wanted to be different.
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232. The ad campaign Fallon Worldwide advertising agency developed for Holiday Inn Express __________.
a) attracted "road warriors"
b) made guests feel smart about their hotel selection
c) was run only on Sundays and Mondays—days that the target market typically did not travel
d) was run on cable networks
e) did all of the above
Ans: e
Feedback: The ad campaign Fallon worldwide developed for Holiday Inn Express attracted "road warriors". It made guests feel smart about their hotel selection. The ads were run on the cable networks only on Sundays and Mondays when the target market typically did not travel.
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Short Answer

233. How is advertising used on Second Life? 
Ans: advertisers have created a presence in a virtual world. Second Life is a game-like virtual world where users live as online versions of themselves while interacting with real-life brands. Wells Fargo was one of the first to use this media alternative when it launched a virtual environment called Stagecoach Island in Second Life to attract young, tech-savvy customers and teach them about banking. Coca-Cola, Coldwell Banker, Adidas and Reebok have created islands and stores on Second Life as well.
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234. Describe the three forms of product advertisements. What are their objectives? 
Ans: Product advertisements take three forms—pioneering, competitive and reminder.
Pioneering or informational ads tell people what a product is, what it can do and where it can be found.
Competitive or persuasive, ads promote a specific brand's features and benefits. The objective of these messages is to persuade the target market to select the firm's brand rather than that of a competitor.
Reminder ads help consumers remember the brands they have purchased in the past. Their objective is to reinforce previous knowledge of a product.
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235. Describe the objectives of institutional advertising. List and briefly define the four forms of institutional advertising. 
Ans: Institutional advertisements are designed to build goodwill or an image for an organization rather than promote a specific product or service. Four alternative forms of institutional advertising—advocacy, pioneer, competitive and reminder—are often used.
Advocacy ads simply state the position of a company on an issue.
Pioneering institutional ads are used for new announcements about what a company is, what it can do or where it is located.
Competitive institutional advertisements promote the advantages of one product class over another and are used in markets where different product classes compete for the same buyers.
Reminder institutional ads simply bring the company's name to the attention of the target market again.
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236. What are the steps that are taken to develop the advertising program? 
Ans: The steps include:
identifying the target audience
specifying the advertising objectives
setting the advertising budget
designing the advertisement
selecting the right media
scheduling the advertising

Page: 527-541

Learning Objective: 2
237. What are the two conflicting goals that advertisers face when choosing advertising media? What is the relationship of reach and frequency to these goals? 
Ans: The conflicting goals are maximizing exposure and minimizing costs. Because advertisers try to maximize the number of individuals in the target market exposed to the message, they must be concerned with reach. In general, advertisers try to maximize reach in their target market at the lowest cost. Although reach is important, advertisers are also interested in exposing their target audience to a message more than once because consumers often do not pay attention to advertising messages. When they want to reach the audience more than once, the advertisers are concerned with frequency. Like reach, greater frequency is desirable but because of cost, the advertiser (or media planner) must balance reach and frequency.
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238. Media buyers use many terms to help select the right media for an advertising campaign. Define reach, rating, frequency, gross rating points (GRPs) and cost per thousand (CPM). 
Ans: Reach is the number of different people exposed to an advertisement.
Rating is the percentage of households in a market that are tuned to a particular TV show or radio station.
Frequency is the average number of times a person in the target audience is exposed to a message or advertisement.
Gross rating points are the reach multiplied by frequency.
Cost per Thousand is the cost of reaching 1,000 individuals or households with the advertising message in a given medium or the cost of advertising divided by the number of thousands of individuals or households who are exposed.
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Learning Objective: 2
239. List two advantages and two disadvantages of using television, radio, magazines, newspapers, direct mail and billboards for advertising. 
Ans: [image: image17.wmf]
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240. List two advantages and two disadvantages of using television, radio, magazines, yellow pages, internet and direct mail for advertising. 
Ans: [image: image18.wmf]
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241. Identify the three different approaches used to schedule advertising. 
Ans: Setting schedules requires an understanding of how the market behaves. Most companies tend to follow one of three basic approaches:
Continuous (steady) schedule is a steady or regular schedule throughout the year. It is used when demand and seasonal factors are unimportant.
Flighting (intermittent) schedule is when periods of advertising are scheduled between periods of no advertising to reflect demand.
Pulse (burst) schedule distributes ads unevenly throughout the year because of seasonal demand, heavy periods of promotion or the introduction of a new product.
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242. What are the three types of pretests that can be conducted before advertising is placed in the media? 
Ans: The three types of pretests are:
portfolio tests
jury tests
theater tests.
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Learning Objective: 3
243. Discuss the process of pretesting and posttesting advertising copy. Include a list of methods used for pretesting and posting in you answer. Be sure to explain why marketers should pretest and posttest ad copy. 
Ans: Pretests are conducted before the advertisements are placed in any medium. They are conducted to determine whether the advertisement communicates the intended message or to select between alternative versions of the advertisement. Methods of pretesting advertising include portfolio tests, jury tests and theater tests.
Posttests occur after an advertisement has been shown to the target audience. The purpose of the posttest is to determine whether it accomplished its intended purpose. Five approaches common in posttests are: aided recall, unaided recall, attitude tests, inquiry tests and sales tests. Results of posttesting advertising are used to reach decisions about changes in the advertising program.
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244. Differentiate among full-service advertising agencies, limited-service advertising agencies and in-house agencies as to services provided and composition. 
Ans: advertising programs can range from completely external to completely internal. The full-service agency provides the most complete range of services, including market research, media selection, copy development, artwork and production. Agencies that assist a client by both developing and placing advertisements have traditionally charged a commission of 15 percent of media costs.
Limited-service agencies specialize in one aspect of the advertising process such as providing creative services to develop the advertising copy or buying previously un-purchased media space. Limited-service agencies that deal in creative work are compensated by a contractual agreement for the services performed.
Finally, in-house agencies made up of the company's own advertising staff may provide full services or a limited range of services.
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245. What is the difference between a coupon and a deal? 
Ans: coupons are sales promotions that offer a discounted price to the consumers. They are typically used to encourage trial among consumers and support among retailers. Deals are short-term price reductions used to increase trial among potential customers or to retaliate against a competitor's actions. The latter is accomplished because customers build up inventory as a result of the deal and, therefore, do not react to competitive actions (a new product introduction, for example).
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Learning Objective: 4
246. What is the difference between a contest and a sweepstakes? 
Ans: a contest requires consumers to apply their skill or analytical or creative thinking to try to win a prize. A sweepstakes requires participants to submit some kind of entry but are purely games of chance requiring no analytical or creative effort by the consumer.
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Learning Objective: 4
247. A new sandwich shop has opened just off-campus and would like the university students to frequent the shop whenever they are hungry. What is the best type of sales promotion to use to reach them and why? 
Ans: The best type of sales promotion to use to encourage loyalty is the loyalty program. This will help create loyalty, though it is costly. The sandwich shop could provide cards to patrons that are stamped when they purchase a sandwich. After 10 stamps, the customer would receive a free sandwich.
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248. What is cooperative advertising? 
Ans: cooperative advertising is a sales promotional activity to encourage both better quality and greater quantity in the local advertising efforts of resellers. These programs involve a manufacturer paying a percentage of a retailer's local advertising expense for advertising the manufacturer's products. The percentage is often 50 percent up to a certain dollar limit, which is based on the amount of the purchases the retailer makes of the manufacturer's products. In addition to paying a part of the advertising space or time, the manufacturer often furnishes the retailer with a selection of different ad executions, sometimes suited for several different media.
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249. What is publicity and what are the main types of publicity tools? What is the main objective of each type of tool? 
Ans: Publicity is a nonpersonal presentation of an organization, good or service without direct cost.
Many companies use the news release, consisting of an announcement regarding changes in the company or the product line. The objective of a news release is to inform a newspaper, radio station or other medium of an idea for a story.
A second common publicity tool is the news conference. Representatives of the media are all invited to an informational meeting and advance materials regarding the content are sent. This tool is often used when negative publicity requires a company response.
Nonprofit organizations rely heavily on public service announcements (PSAs), which are free space or time donated by the media. Finally, many high-visibility individuals are used as publicity tools to create visibility for their companies, their products and themselves.
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