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Section A Answer all questions

1 The use of short-lerm incentives 1o encourage 1he purchase or cale ol a product OF

service 1% called _ . __..»
A direct marketing
b, publicity
C. public relations
d. personal selling
e, sales promotion

[

which ef the following 15 an objective of informative advertising?
build brand preference

n, change customer perceptions of brand value

¢. encourage customers 1o switch brands
d
e

@

keep brand in customer minds during oft-seasons
SUgRESt nEW USCS for a product

What is one of the primary goals af reminder advertising?
build brand preference

d

a

w, correct Talse IMpPressions

¢. inform the market of a price change
4. maintain customear relationships

o, FeEstOre CoOmpany Image

4, Persuasive advertising becomes ___——— advertising when 2 company directly ot
indirectly cOmMparcs \1s brand with one ot more other brands.

4. Comparatye

n. institutional

c. Informative

4. POP promotion

e.

rerminder

5. (Cell phones are one fvpe of __

4. digital media

b. ::unsumcr-gcncralcd media
¢, indirect media

4. outdeor media

e, rraditional media

6. A productin the maturity stage will often require
4. cooperative
b, comparative

_advertising.

¢, inflorm ALVE
d. persuasive
e teminder




7. Perhaps the most logical budget-setting method isthe method hecause 10 15
based on the required cash necessary to accomplish specific promotion groals.

affordable

competilive-parity

exponential smoothing

objective-and-task

percentage-of-sales

e T

L

4  U-Frame-lt is a small company that has hired a local ad agency (o put fogether an
advertising campaign. Which of the following questions should be answered first?

How does U-Frame-it's competition advertise?”

What percentage of the budget should allocated for U-Frame-it radio ads?

Which type of media vehicle is most appropriate for Li-Frame-|t ads”

What are the communication and sales objectives of U-Frame-1t7?

What is the demographic of U-Frame-1t's customer base?

6 op T

9. After determining its advertising objectives. the company’s next step in developing an
advertising program 150 _ | __

determine the media vehicle

develop jts message strategy

plan its advertising campaign

set its advertising budge

use cash rebate olfers

6 T

16 1n a recent radio spot. John and Barb gave a quick explanation of Sparkle’s cleaning
process and a description of the value consumers receive for their money. This is an
example of a{n)

a. emotional appeal
b. moral appeal
¢. rational appeal
d. social appeal
e, standard appeal
1. Companies are doing less _ and mare _____asaresultofan explosion of

more locused media that beiter match today’s targeting sirategies.
a. advertising: public relations

b. broadcasting: narrowcasting
c. marketing: personal selling
d. narrowcasting: broadecasting
. public relations: advertising
12. To measure the _ of an ad after it has been aired. the advertiser can evaluale

how the ad affected consumer recall. product awarencss, and preference.
communication etfects

comparative effects

nrofit effects

reminder eftects

npoop

sales elfecls




13, Which method of setting an advertising budget is based on analyzing competitors’
spending?

a. atfordable method

b. competilive-parity method

¢. objective-and-task method

d. percentage-of-sales method

¢. regression method

14, Glasis is a tvpe of paint made specifically for use on ¢ars. An ad in Motor Trend
magazine advising consumers 1o request their body shops 1o use Glasis paint is an
example of how a company USes

a. apull strategy

h. apush siraegy

c. buzz marketing

d. public relations
word-of-mouth influence

L]

15. A manulaeturer of a variety of techuological devices asked its marketing department
1o develop incxpensive mothods of building and maintaining brand awareness and
excitement, The marketing department then recruited consumers who were early adopters
of technolopical devices 1o spread the word about the company s new products. This is an
example of _
2. burzz marketing
b, direct marketing
¢. nonpersonal markeung
d. public service activities
¢. sales promotion

16. Which of these reflect scheduling ads evenly within a given period and scheduling ads
unevenly over & given ime period?

Continuity: Hard hitting

Continuity: Pulsing

Pulsing: Hard hitting

Pulsing: Coninuity

Sequencing: Routing

o e

]

17, You are looking to advertise your new product, and you want good mass-marketing
coverage and 10w COSt per EXpOsure. You should choose _ _ &s your advertising
media.

a.  direct mail

b, newspaper
ocutdoor
radio
television

o

s



18. In designing the message structure. marketers must decide whether to present the

arguments first or [ast in a message.

emotional

a.
k. moral
¢.  structural
d.  strongest
¢, scientific
19. Logos. uniforms. brochures. and company trucks are all examples of _ that can

be used to help a company create a visual image {or the public,
a. buzz marketing malerials
b. corporate identity materials
¢. direct marketing
d. public service activities
e. social marketing

20. When selecting a media vehicle, the media planner looks both at the total cost of using a
medinm and at the

Lo gR

=

21. Advertising has some shortcomings. What is WOT one of them?

cost of premium offers

¢cost per thousand persons reached
cost of the magazine 1t 15 using
continuity cost

profit margin

a, Itis impersonal.
b. [t slowly reaches many people. :
¢. It does not make audience members feel the need to respond. :
d. It carries on one-way communication with the audience.
e. |t can be very costly.
22 Anexample efatn) . appeal is the Salvation Army appeal. "While you are trying
1o figure out what to get the man who has everything. don’t forget the man who has
nothing,”
& awareness
b. emotional
¢. moral
d. rational
e, standard

23 ALY, Mensah. a manufacturer of pumps and plumbing wvalves, employs regional

salespeople to sell its products (o wholesalers and cities, This is an example of
advertising

direct marketing

perscnal selling

public rclations

sales promaotion

© RO g




74 To he successful. an gdvertisement must
a, painthe altention of consumers
b. guaranice 1the highest quality product
. offer the highest quality service
d. promise the lowest market priee

o reach consumers frequently

25,

26.

which of the following form of marketing communication 18 very belicvable because it
consists of news stories. features. spansorships. and evenis which seem more real and
helievable Lo readers than ads do”?

a, Advertising

b. Communication Cycle

c. Public relations

d. Personal communication

¢. Publicity

Adn) o argument s only likely 10 pe effective when (the audience 1s highly
cducated or Hkely 1o hear opposing claims or when the COMMURICAOT has a negative
Assoriation W OVETComs.

a. emotional
b, maoral
c. two-sided
d. one-sided
e, soientifle
T7. A 1S A measure of the percentage of people 1n the target market who are exposed 10 the ad

campailgn during a given period of time is referred toas __ ..
4. Formal

b, Yreguency

¢. Premium

4. Qualitative value

¢. Reach
CWhich major promotion category makes use of displays. discounts. coupons. and
demonstrations?
a. advertising
n dircet markeling
¢, public relations
d. publicity
o sales promation
_Today™s consumers do not need to rely on marketer-supplicd information about products
and services because they can use _ __ - 10 seek out a wealth ot informanon.
a  direct marketing
b. informative advertising
c. marketing communications
4. mass marke! media

the Intemet and ather technolopies

L



30. What is the 1erm used 1o describe the idea (usually related to cusiomer benefits) that will

Tt

Td

Lad

34,

T

n

- Marketing communicators must do all of the following EXTEPI

be communicated 1o consumers through an advertisement?
adh ertising appeal

consumer-generated message

crealive concept

message strategy

Message execution

PnoasoE

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 o communicate customer value and build customer relationships.
Thisisalsocalled _
competitive marketing
direct marketing
integrated marketing
the promolion mix
target marketing

pon o

. The advertiser must decide onthe L ur desired media impact, of a message in a

specilic medium.
4, exXposure costs
b, fregueney

¢ ltustration
d. qualitauve value
e reach

a. choose the media through which 1o send a message
b. determine the communication objectives

c. deliver products to the customer

d. identfy the target audience

ABC Advertising Agoncy was recently hired to create an advertising campaipn for a local
waler park. Since the park is only open during the raimng seasons. plays 4
major role in the finn’s decision about scheduling advertisements.,

a. audience quality

h. continuity

¢. media vehicles

d. media ttming

. Which of the lollowing is NOT a factor in the changes occeurring in today's marketing

commaunications?

a. Companies routinely invest mitlions of dollars in the mass media.

b, Mass markets have fragmented. and marketers are shifting away from mass
markeling.

c. Mass media no longer capture the majority of promotional budgets.

d. Improvemenls in communication technologies are changing how companies and
customers communicale with each ather.

¢, Today’s consumers are betier informed about products and services.

7




30.

37.

39,

40.

Integrated marketing communications require a company s mass-market advertisements.
Wb site, e-mail, and personal setling communications to all have _

a. equal portions of the advertising budget
b. independent communications directors
¢. the same targel audisnce

d. the same MeESsaEe, look, and feel

separale marketing objectives

L]

The communicator must decide how to handle message structure issues, One issue 15
whether 1o __ar not,

a. avoid competitors
b draw a conclusion
¢. make a moral appeal
d. use the push stratcgy
e. use the pull strategy
Developing an effective message stralepy begins with identifving __ that can be

used as advertising appeals.
4. consumer trends

b, competitors’ srrenpths

c. customer benefits

d. competitors’ weaknesses
e consumer emoiions

Using integraed marketing communications, the communications process should start
with -

an audit of all potential customer touch points

an advenising stratcgy

public relations

publicity

. the competitive-panty method

o0 TP

An advertising objective is classified by ils primary purpose. which is to inform.

persuade. OF.

3. explain

b, encourage
¢, convince
d. compete
e, remind




SECTION B

1.

[

I_“J

Government of Ghana consulled to you engage an external advertising agency as part (o
promote its One-District-One-Factory project. With the aid of relevant examples. identify
and discuss the steps involved in recruiting an external agency, (28 marks}

Every advertising project goes through a planning cycle, Discuss with appropriale
examples the key elements of an advertising plan (28 marks)

There are different types of marketing communication agencies. While some are
classified full service agencies. other are classified creative boutiques, and yet still some
are classitied as "a la carte” agencies. [xamine the functions of a full service agency in
the advertising industry. {20 marks}

Advertising does not cause its target audience 10 buy immidiately. With this in mind.
evaluate the role of advertising as a marketing communications tool for a small firm (20
marks)

[yiscuss any seven (7) characteristics of an affective advertising copy that aids advertisers
in creating effective advertising messages ¢ 2{t marks)



