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NOTE: Q.1 is compulsory, attempt any four questions from the remaining. All questions carry equal marks. Phone and other electronic gadgets are not allowed.

Q.1
Objective 
1. ________ consists of short-term incentives to encourage the purchase or sale of a product or service.

a) A segmented promotion
b) Publicity
c) Sales promotion
d) Advertising

e) A patronage reward
2. A company's total marketing communications mix consists of a special blend of advertising, sales promotion, public relations, personal selling, and direct-marketing tools that the company uses to communicate customer value and build customer relationships. This is also called ________.

a) direct marketing

b) integrated marketing
c) target marketing

d) competitive marketing
e) the promotion mix

3. Advertising, sales promotion, personal selling, public relations, and direct marketing are all ______.

a) promotional tools used for push strategies but not pull strategies

b) promotional tools used for pull strategies but not push strategies

c) communications channels focused more on narrowcasting than broadcasting

d) promotional tools adapted for use in mass marketing

e) communications channels that should be integrated under the concept of integrated marketing communications.

4. After determining its advertising objectives, the company's next step in developing an advertising program is to ________.

a) develop its message decisions

b) use cash refund offers
c) set its advertising budget

d) use advertising specialty

e) use coupons

5. Any paid form of non personal presentation and promotion of ideas, goods, or services by an identified sponsor is called ________.

a) public relations    b) sales promotion
c) advertising
d) direct marketing  e) personal selling

6. Business-to-consumer companies are more likely to emphasize a ________ promotion strategy, while business-to-business companies are more likely to emphasize a ________ promotion strategy.

a) pulse; continuity
b) continuity; pulse 
c) push; pull
d) pull; push
e) pulse; pull

7. Companies are doing less ________ and more ________ as a result of an explosion of more focused media that better match today's targeting strategies.

a) media; sales
b) broadcasting; narrowcasting
c) advertising; word-of-mouth

d) narrowcasting; broadcasting
e) marketing; media

8. Developing an effective message strategy begins with identifying ________ that can be used as advertising appeals.

a) advertising specialties
b) emotions
c) customer benefits
d) premium promotions

e) sales promotions

9. Scheduling ads unevenly, or ________, builds awareness that is intended to be carried over to the next advertising period.

a) hard hitting
b) segmenting
c) sequencing
d) continuity
e) pulsing

10. Which method of setting an advertising budget relies on analyzing competitors' spending?

a) affordable method
b) integrated method
c) percentage-of-sales method

d) competitive-parity method
e) objective-and-task method
11. Which of the following is not a benefit of standardized global advertising?

a) greater global advertising coordination
b) lower advertising costs

c)  appeal to different demographics differ
d) consistent worldwide image

e)  coordinated message between mass media outlets and online advertising

12. Which of the following is not an aspect of the promotion mix?

a) sales promotions
b) advertising
c) strategic positioning
d) public relations

e)   direct marketing

13. Which type of promotional tool is nonpublic, immediate, customized, and interactive?

a) sales promotions
b) segmented advertising
c) direct marketing

d) brand contacts
e) public relations

14. With the use of integrated marketing communications, a company's mass-market advertisements, Web site, e-mail, and personal selling communications all have ________.

a) separate marketing objectives
b) the same message, look, and feel

c)   equal portions of the advertising budget
d) the same target audience

e) independent communications directors

Q.2
Many people like to assert that consumers are manipulated by advertising messages. Based upon what 
you know about communication theory, how can you explain that this is not true?

Q.3
What are the advantages to using a full service advertising agency? What discourages clients from hiring 
their own specialized experts instead of employing of full service agency?

Q.4
Describe and explain a situation in which, after delineating your possible target audiences, your best 
target is neither the possible audience segment of the product's heavy users, nor the segment of present and potential customers with the most people. If not, who is the target and why should it be selected?

Q.5
Any advertising writers complain that research data inhibit the production of "creative" advertising in that 
it imposes restrictions on their creative work; to meet research-based directives, they might not be able to win a creative award. They say the most "creative" ads get the most reader attention possible and therefore are the "best." Why are they right or wrong?

Q.6
A new media planner presents you with an objective that “this media plan aims to provide maximum 
reach, maximum frequency and maximum continuity”. Do you approve of these goals statements? Why or why not?

Q.7
Briefly discuss the fragmentation of radio and cable television audiences and its implications as both a 
problem and as an opportunity for media planning and tactics.

Q.8
What is meant by the distinction between sales promotions moving the product toward the consumer 
while advertising moves the consumer towards the product?

Q.9
Write short notes:

a) How is advertising different from publicity?

b) Explain the advantages and disadvantages of magazine advertising? 
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