Chapter 4   Promotions Opportunity Analysis

1) For many individuals, pets are now considered to be part of the family and as a result are treated like children.

Answer:  TRUE

2) PetSmart operates a large number of retail outlets and has begun opening a series of pet hotels.

Answer:  FALSE

3) A promotions opportunity analysis is the process of identifying target audiences for a company's products and the communication strategies needed to reach these audiences. 

Answer:  TRUE

4) One of the objectives of a promotions opportunity analysis is to identify the characteristics of each target audience so that precise marketing communications messages can be designed. 

Answer:  TRUE

5) The first step of a promotions opportunity analysis is the creation of a communications budget. 

Answer:  FALSE

6) A communications market analysis is the process of discovering the company's strengths and weaknesses in the area of marketing communications, along with an analysis of the opportunities and threats in the firm's external environment. 

Answer:  TRUE

7) When conducting a communication market analysis, an examination of competitors is used to identify major suppliers for the firm. 

Answer:  FALSE

8) A communication market analysis examines five areas: competitors, opportunities, threats, target markets, and customers. 

Answer:  FALSE

9) Primary research involves searching the library for literature about the competition. 

Answer:  FALSE

10) Reading a magazine article about a competitor is a form of secondary research. 

Answer:  TRUE

11) Visiting a competitor's store to see how salespeople deal with customers is a form of secondary research. 

Answer:  FALSE

12) When examining competitors for a communications market analysis, it is essential to identify domestic competitors, but not foreign or international competitors. 

Answer:  FALSE

13) Considering whether or not the competition is ignoring a set of customers is part of the search for opportunities in the communication market analysis. 

Answer:  TRUE

14) In a communication market analysis, opportunities include an unfilled market niche or when the competition is doing a poor job of meeting the needs of some customers. 

Answer:  TRUE

15) In a communication market analysis, opportunities exist when the company has a distinct competence to offer customers or when a market niche is not being targeted with effective marketing communications. 

Answer:  TRUE

16) When searching for opportunities in a communication market analysis, a company's marketing team should examine all available data and information about the market. 

Answer:  TRUE

17) In examining target markets during a communications market analysis, the goal is to divide the total market into smaller market segments. 

Answer:  TRUE

18) In conducting a communications market analysis, an examination of customers should include current company customers as well as potential new customers. 

Answer:  TRUE

19) In conducting a communications market analysis, an examination of customers involves understanding how people in each customer group think, why they buy, when they buy, where they buy, and how they evaluate a product after a purchase. 

Answer:  TRUE

20) Product positioning is the perception created in the consumer's mind regarding the nature of the competition and the external environment. 

Answer:  FALSE

21) The quality of products, prices charged, methods of distribution, image, and communication tactics create a product's position and, in turn, are affected by the product's position. 

Answer:  TRUE

22) Communication objectives are derived from marketing objectives. 

Answer:  TRUE

23) Marketing objectives typically include target sales volume, market share, and profits. 

Answer:  TRUE

24) Benchmark measures are often used to study whether or not a promotional campaign has been successful. 

Answer:  TRUE

25) Managers have unrealistic expectations about a communications budget when they assume there is a direct relationship between expenditures on advertising and subsequent sales revenues. 

Answer:  TRUE

26) In terms of the hierarchy of effects model, advertising expenditures during the awareness stage should generate higher sales revenue than advertising expenditures during the liking or preference stage. 

Answer:  FALSE

27) In terms of the impact of communication expenditures on sales, using coupons, free samples, and other marketing tactics can help a good or service reach the threshold point of the sales curve sooner.

Answer:  TRUE

28) A threshold effect occurs when repeated exposures to a message cause consumers to lose interest in the company. 

Answer:  FALSE

29) When a company introduces a new product under a strongly established brand name, the length of time to reach the threshold point where advertising is effective is normally shorter. 

Answer:  TRUE

30) A sales-response function curve shows when diminishing returns on advertising expenditures are present. 

Answer:  TRUE

31) A marginal analysis is used to portray how returns on additional advertising expenditures are related to incremental increases in sales. 

Answer:  TRUE

32) A carryover effect means that an ad has been shown often enough so that the consumer will remember the company when it is time to buy the product. 

Answer:  TRUE

33) Decay effects occur when a company's advertisements have become old or boring. 

Answer:  FALSE

34) In terms of developing a communications budget, the percentage of sales method is similar to the objective and task approach. 

Answer:  FALSE

35) The primary reason many companies use the percentage of sales method to prepare communications budget is its simplicity. 

Answer:  TRUE

36) The percentage of sales method for communication budgeting tends to allocate funds for advertising in the opposite direction from what are needed. 

Answer:  TRUE

37) The meet-the-competition method of budgeting is the most efficient form of developing a marketing communications budget. 

Answer:  FALSE

38) Meet-the-competition method of developing a marketing communications budget is often used in highly competitive markets where rivalries between competitors are intense. 

Answer:  TRUE

39) The primary goal of meet-the-competition method of developing a marketing communications budget is to prevent the loss of market share. 

Answer:  TRUE

40) The "what we can afford" method of budgeting for marketing communications is the most difficult form of communications budget that a company can prepare. 

Answer:  FALSE

41) The "what we can afford" method of developing a marketing communications budget suggests that managers do not see the benefits of marketing. 

Answer:  TRUE

42) The objective and task method of budgeting marketing communications links dollars to specific marketing or communication goals. 

Answer:  TRUE

43) Many marketers believe that the objective and task method of developing marketing communications budgets is the best method of budgeting. 

Answer:  TRUE

44) Payout planning is a form of consumer market segmentation. 

Answer:  FALSE

45) The payout planning method of developing a marketing communications budget establishes a ratio of advertising to sales or market share, then reduces the ratio as the product reaches the threshold level and diminishing returns begin occurring. 

Answer:  TRUE

46) In using the payout planning method of developing a marketing communications budget, a higher percentage is allocated to marketing communications in the products early years and when the product is building brand awareness and brand equity. 

Answer:  TRUE

47) Quantitative methods of developing a marketing communications budget rely on computer models or simulations. 

Answer:  TRUE

48) The United States leads the world in annual advertising expenditures. 

Answer:  TRUE

49) Company product manufacturers spend more money on media advertising, while service companies tend to spend more money on trade promotions. 

Answer:  FALSE

50) In terms of communication expenditures, the fastest growing media outlet is the Internet.

Answer:  TRUE

51) Strategies are sweeping guidelines concerning the essence of the firm's short-term marketing activities and efforts. 

Answer:  FALSE

52) It is critical that the company's communications strategies mesh with its overall message and be carefully linked to opportunities identified by a communication market analysis. 

Answer:  TRUE

53) Tactics are activities performed to support strategies. 

Answer:  TRUE

54) A holiday promotion featuring a company's products with a unique design is a form of marketing tactic. 

Answer:  TRUE

55) Coupons, bonus packs, and rebates would be considered forms of communication strategies.

Answer:  FALSE

56) Segmentation is an effective method to identify target markets. 

Answer:  TRUE

57) A market segment is a general approach which differentiates products to all customers in a geographic area. 

Answer:  FALSE

58) The two most general forms of market segments are current customers and potential customers. 

Answer:  FALSE

59) Consumers within a market segment tend to be homogeneous, which means they are similar. 

Answer:  TRUE

60) A market segment must be financially viable to be useful. 

Answer:  TRUE

61) Demographics, or population characteristics, can be used to identify market segments. 

Answer:  TRUE

62) Selling a product to women is a form of demographic market segmentation. 

Answer:  TRUE

63) A recent study revealed that women have an impact on the spending habits of men.

Answer:  TRUE

64) Marketing products that are purchased by both genders with different types of appeals are not usually successful. 

Answer:  FALSE

65) When marketing to children, a company is using generations as the segmentation variable. 

Answer:  FALSE

66) Lower-level income families spend money primarily on luxury-type products. 

Answer:  FALSE

67) Selling to various ethnic groups is a form of demographic market segmentation. 

Answer:  TRUE

68) By the year 2010, most Americans will be nonwhite. 

Answer:  TRUE

69) Successful ethnic marketing is more than just using ethnic media outlets. It requires understanding various ethnic groups and writing marketing communications that speak to specific cultures and values

Answer:  TRUE

70) Ethnic consumers tend to be more brand loyal than their Caucasian counterparts. 

Answer:  TRUE

71) In ethic marketing it is important to present one overall message theme, but it should then be tailored to fit the needs and values of each ethnic group. 

Answer:  TRUE

72) Psychographics, or patterns that reflect attitudes, interests, and opinions, can be used for demographic market segmentation. 

Answer:  FALSE

73) Psychographic information is often combined with demographic profiles to provide marketers with a more complete understanding of a target market. 

Answer:  TRUE

74) Generation Y focuses on family and children and spends more on food, housing, transportation, and personal services than other generation segments. 

Answer:  FALSE

75) For Generation Y, clothes, automobiles, and college are big ticket items. They also spend substantial amounts on televisions, stereo systems, and products that enhance their personal appearance. 

Answer:  TRUE

76) For younger boomers, the focus is on home and family. 

Answer:  TRUE

77) The priorities of the older boomers are on upgrading homes, ensuring education and independence of their children, buying luxury items, and taking more exotic vacations. 

Answer:  TRUE

78) In terms of generation segmentation, seniors spend heavily on home mortgages, new furniture, new automobiles, and personal indulgence items. 

Answer:  FALSE

79) Geographic segmentation is especially useful for retailers that want to limit marketing communications expenditures to specific areas. 

Answer:  TRUE

80) Geodemographic segmentation is a combination of census data with psychographic information. 

Answer:  TRUE

81) Benefit segmentation is a combination of census data with psychographic information. 

Answer:  FALSE

82) Benefit segmentation is more valuable when it can be combined with demographic and psychographic information. 

Answer:  TRUE

83) The NAICS code helps in geodemographic segmentation programs. 

Answer:  FALSE

84) The NAICS coding system allows marketing teams to examine specific industries. 

Answer:  TRUE

85) One method of business-to-business market segmentation utilizes company size as a factor. 

Answer:  TRUE

86) Geodemographics can be used to segment business markets as well as consumer markets. 

Answer:  TRUE
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87) Product usage is not normally used as a method of business-to-business market segmentation. 

Answer:  FALSE

88) A successful GIMC program utilizes market segmentation adapted to countries and cultures. 

Answer:  TRUE

89) A key to a successful global integrated marketing communications campaign is developing local partnerships that are familiar with the local language and customs.

Answer:  TRUE

90) While a market communication analysis is beneficial in international markets, successful marketing programs are usually built without the analysis as long as the company understands the local culture.

Answer:  FALSE

91) The primary reason for the success of PetSmart may be that the company has:

A) invested in pet hotels, which is a rapid growing market

B) expanded their retail operations

C) modified the products and services they sell to match the changing trends

D) multiple brands  of products for pet owners

Answer:  C

92) A promotions opportunity analysis is: 

A) the process of identifying audiences for the goods and services the company sells and the communication strategies needed to reach these audiences 

B) the process of discovering the organization's strengths and weaknesses in the area of marketing communications and combining the information with an analysis of the opportunities and threats in the firm's external environment 

C) an analysis of the potential market for new goods and services 

D) a series of attempts to improve the promotion of the company through effective public relations 

Answer:  A

93) The process of identifying audiences for the goods and services the company sells and the communication strategies needed to reach these audiences is which of the following? 

A) communication marketing analysis 

B) competitive analysis 

C) target market analysis 

D) promotions opportunity analysis 

Answer:  D

94) A promotions opportunity analysis should: 

A) be concerned with product differentiation 

B) determine the promotional opportunities that exist for a company 

C) be the basis for the development of a marketing plan 

D) focus on short-range tactics 

Answer:  B

95) The first step in a promotional opportunity analysis is to: 

A) establish communication objectives 

B) create a communications budget 

C) conduct a communications market analysis 

D) prepare promotional strategies 

Answer:  C

96) After conducting a communications market analysis, the next step in a promotional opportunity analysis is to: 

A) establish communication objectives 

B) create a communications budget 

C) conduct a communications market analysis 

D) prepare promotional strategies 

Answer:  A

97) After establishing communication objectives, the next step in a promotional opportunity analysis is to: 

A) establish communication objectives 

B) create a communications budget 

C) match tactics with strategies 

D) prepare promotional strategies 

Answer:  B

98) A communication market analysis is: 

A) the process of identifying audiences for the goods and services the company sells and the communication strategies needed to reach these audiences 

B) the process of discovering the organization's strengths and weaknesses in the area of marketing communications and combining the information with an analysis of the opportunities and threats in the firm's external environment 

C) an analysis of the potential for new products and services 

D) a series of attempts to improve the promotion of the company through effective public relations 

Answer:  B

99) A communication market analysis consists of the following ingredients, except: 

A) company strengths 

B) product positioning 

C) customers 

D) target markets 

Answer:  A

100) An examination of competitors during the communication market analysis involves: 

A) identifying a firm's major competitors 

B) an examination of domestic competitors in terms of their product portfolios 

C) identifying all of a firm's competitors and what they are doing in marketing communications 

D) identifying the pricing and distribution strategies of all competitors 

Answer:  C

101) Listing all of a firm's competitors and what they are doing in the area of marketing communications would occur in which area of the communication market analysis? 

A) competitors 

B) opportunities 

C) target markets 

D) customers 

Answer:  A

102) The second component of a communication market analysis is the search for opportunities, which involves: 

A) watching for new marketing communication opportunities by examining all of the available data and information about the market 

B) examination of various target markets to determine the various needs of each target market 

C) an in-depth analysis of customers in terms of why, where, when and how they buy 

D) an in-depth analysis of competitors, what they offer, and how they communicate with their customers 

Answer:  A
103) In the communications market analysis, watching for new marketing communication opportunities by examining all of the available data and information about the market would occur in the examination of: 

A) competitors 

B) opportunities 

C) target markets 

D) customers 

Answer:  A

104) In terms of searching for opportunities in a communications market analysis, a new communication opportunity exists in each of the following situations, except: 

A) there is an unfilled market niche 

B) the competition is doing a poor job of meeting needs of some customers 

C) competitors have a distinct competence to offer customers 

D) a market niche is not being targeted with effective marketing communications 

Answer:  C

105) In conducting a communication market analysis, Digital Lifestyles discovered that most computer companies treated teens like all other market segments. This finding would likely occur during the examination of: 

A) competitors 

B) target markets

C) product positioning

D) customers 

Answer:  B

106) During a communications market analysis, an inventory software producer found that no one was producing software to handle inventory for salvage yards. This information would have mostly likely been gathered during an analysis of: 

A) competitors 

B) governmental customers 

C) opportunities 

D) customers 

Answer:  C

107) A communication market analysis is the examination of various target markets, which involves: 

A) watching for new marketing communication opportunities by examining all of the available data and information about the various target market 

B) determining the various needs of each target market 

C) an in-depth analysis of customers in terms of why, where, when and how they buy 

D) an in-depth analysis of competitors, what they offer, and how they communicate with their customers 

Answer:  A

108) During a communication market analysis, Foot Locker has determined that the company is not effectively reaching Generation Y. This information would have most likely been gathered during the analysis of: 

A) competitors 

B) threats 

C) target markets 

D) customers 

Answer:  C

109) A component of a communication market analysis is the examination of customers, which involves: 

A) watching for new marketing communication opportunities by examining all of the available data and information about the market 

B) determining the various needs of each target market 

C) an in-depth analysis of customers in terms of why, where, when and how they buy 

D) an in-depth analysis of competitors, what they offer, and how they communicate with their customers 

Answer:  C

110) The goal of examining customers in the communications market analysis is to: 

A) measure the impact of market segmentation 

B) determine products that are not being made by the competition 

C) understand what they think, why they buy, when they buy, where they buy, and how they evaluate a product after a purchase 

D) differentiate the various customer groups and how much market share each competitor has 

Answer:  C

111) The perception created in the consumer's mind regarding a company's products relative to the competition is: 

A) opportunity analysis 

B) product positioning

C) competitive analysis 

D) communication analysis 

Answer:  B

112) Mountain Dew's marketing team might learn that the soft drink is considered more hip and trendy than Coke during an analysis of: 

A) primary data 

B) market segments 

C) the company or product's position 

D) secondary data 

Answer:  C

113) The following are possible product positioning strategies, except:

A) attributes 

B) competitors 

C) use or application 

D) by-products 

Answer:  D

114) The following are possible product positioning strategies, except: 

A) governmental customers 

B) cultural symbols 

C) product users 

D) product class 

Answer:  A

115) During a communication market analysis, a company's marketing managers learned that its brand is viewed as being of high quality. This information would have most likely been gathered during the analysis of: 

A) competitors 

B) product positioning 

C) target markets 

D) customers 

Answer:  B

116) A local video rental store looking to increase customer traffic in the summer would be an example of a: 

A) target market analysis 

B) product positioning 

C) communications analysis 

D) communications objective 

Answer:  D

117) The following are examples of typical communication objectives, except: 

A) identify competitors 

B) encourage repeat purchases 

C) enhance firm image 

D) change customer beliefs or attributes 

Answer:  A

118) The following are examples of typical marketing communications objectives, except: 

A) increase market share 

B) increase the number of products offered 

C) increase profits 

D) increase return on investment 

Answer:  B

119) The starting point that is studied in relation to the degree of change following a promotional campaign is called a: 

A) post-hoc analysis 

B) marginal analysis 

C) benchmark measure 

D) standardized measure 

Answer:  C

120) The following would be examples of marketing objectives except:

A) increase market share 

B) meet a targeted return on investment

C) identify competitors

D) increase sales volume

Answer:  C

121) A communications budget is based on:

A) communication objectives

B) marketing objectives

C) both communication and marketing objectives

D) a targeted level of return on investment

Answer:  C

122) In terms of the relationship between expenditures on advertising communications and subsequent sales revenues, too many marketing managers assume that there is: 

A) a direct relationship 

B) an indirect relationship 

C) inverted U-shaped relationship 

D) an inverse relationship 

Answer:  A

123) The following factors have an impact on the relationship between expenditures on marketing communications and sales revenue, except: 

A) the goals of the promotion, advertisement, or marketing communications program 

B) marginal costs 

C) threshold effects 

D) carryover effects 

Answer:  B

124) The following factors have an impact on the relationship between expenditures on marketing communications and sales revenue, except: 

A) decay effects 

B) wear out effects 

C) moderating events 

D) random events 

Answer:  C

125) In terms of the hierarchy of effects model, ads targeted at which stage will have the least impact on consumers, in terms of generating sales revenues? 

A) awareness 

B) knowledge 

C) liking 

D) preference 

Answer:  A

126) As consumers see advertisements over time they become more likely to recall a message and purchase a product. This demonstrates: 

A) diminishing returns 

B) decay effects 

C) threshold effects 

D) purchase simulation 

Answer:  C

127) The early effects of an advertising campaign may be minimal, but over time gain momentum. This phenomena is called: 

A) diminishing returns 

B) threshold effects 

C) the sales-response curve 

D) carryover effect 

Answer:  B

128) When BMW Motorcycles first began targeting some advertisements toward females, the impact was minimal at first, but after awhile began to have an impact on inquiries by females and later on sales revenue. This illustrates the concept of: 

A) impact of communication goals on sales revenues 

B) threshold effects 

C) sales-response function curve 

D) carryover effect 

Answer:  B

129) Pepsi and Coke both have reached the point that investing more dollars in advertising yields lower and lower increases in sales. The model used to illustrate this concept is:

A) decay effects 

B) threshold effects 

C) sales-response function curve 

D) carryover effect 

Answer:  C

130) The sales-response function curve models the: 

A) diminishing returns of advertising 

B) threshold effects of advertisements 

C) carryover effects of advertising 

D) decay effects of advertisements 

Answer:  A

131) When a concave downward function is present, increasing advertising expenditures result in: 

A) greater sales 

B) diminishing returns 

C) average returns 

D) further advertising expenditures 

Answer:  B

132) Which is a model that shows that further advertising and promotion expenditures may result in adverse effects on profits? 

A) a sales-response function 

B) a marginal analysis 

C) average return on investment curve 

D) promotions opportunity curve 

Answer:  B

133) Which concept explains that consumers may recall an ad from the past and make a purchase because they have seen the ad several times? 

A) a sales-response curve 

B) a marginal analysis 

C) decay effects 

D) carryover effects 

Answer:  D

134) Even though Montgomery Wards went out of business, a few consumers still recall the company when thinking about making a new washing machine purchase due to: 

A) carryover effects of previous ads 

B) wear out effects of ads of competitors 

C) threshold effects of former ads 

D) decay effects of former ads 

Answer:  A
135) Manufacturers of appliances, such as GE and Whirlpool, advertise on a continuous basis since appliances are purchased infrequently and only when they are needed. To ensure the brand name is remembered when the need arises, these manufacturers are relying on: 

A) threshold effects 

B) sales-response function curve 

C) wear out effects 

D) carryover effects 

Answer:  D

136) Automobile manufacturer ads result in about 15 percent of all magazine advertising revenue. One reason auto manufacturers spend so much on advertising is that consumers do not purchase vehicles on a regular basis. When they do make decisions to purchase new cars, the auto companies want to make sure consumers remember the right brand. This illustrates the concept of: 

A) decay effects 

B) wear out effects 

C) carryover effects 

D) threshold effects 

Answer:  C

137) When consumers begin to think of an advertisement as old or stale, the concept being illustrated is: 

A) a sales-response curve 

B) wear out effects 

C) decay effects 

D) carryover effects 

Answer:  B

138) When consumers begin to forget a brand name because advertising messages have stopped, it is a sign of: 

A) a sales-response curve 

B) wear out effects 

C) decay effects 

D) carryover effects 

Answer:  C

139) S.O.S. soap pads were advertised on television for many years. When the company discontinued advertising, sales slowly began to decline and consumers gradually forgot the brand name. This illustrates the concept of: 

A) decay effects 

B) wear out effects 

C) carryover effects 

D) threshold effects 

Answer:  A

140) The following are methods of determining marketing communications budgets, except: 

A) percentage of sales 

B) sales approximation 

C) meet the competition 

D) what we can afford 

Answer:  B

141) The following are methods of determining marketing communications budgets, except: 

A) objective and task 

B) payout planning 

C) sales-response function curve 

D) quantitative methods 

Answer:  C

142) Basing a communications budget on sales from the previous year or anticipated sales for the next year is which method? 

A) percentage of sales 

B) meet the competition 

C) what we can afford 

D) payout planning 

Answer:  A

143) One of the problems with the percentage of sales budgeting method is: 

A) deciding on the percentage level 

B) finding a benchmark figure to use 

C) the budget tends to change in the opposite direction of what may be needed 

D) the competition knows how much the company will spend on advertising 

Answer:  C

144) The primary reason companies develop a communications budget using the percentage of sales method is: 

A) it tends to be more accurate than the other methods 

B) the budget tends to change with sales so as sales increases there is more money available for communications 

C) money is available for unique marketing opportunities that arise 

D) it is simple to prepare 

Answer:  D

145) Basing a budget on what other companies are spending on advertising and communication is which method? 

A) percentage of sales 

B) meet the competition 

C) what we can afford 

D) payout planning 

Answer:  B

146) The primary disadvantage of the meet-the-competition method of marketing communication budgeting is: 

A) marketing dollars may not be spent efficiently 

B) there is little flexibility in how the marketing dollars can be spent 

C) when sales go down, so does spending 

D) it shows a lack of commitment to marketing 

Answer:  A

147) If Burger King's advertising manager decides to match McDonald's dollar-for-dollar in advertising expenditures, which type of advertising budget is being used? 

A) objective and task 

B) meet the competition 

C) what we can afford 

D) the percentage of share method 

Answer:  B

148) The primary objective of the meet-the-competition method for developing a marketing communications budget is to: 

A) match the communication budget with sales 

B) ensure marketing dollars are invested where it is most needed 

C) prevent the loss of market share 

D) ensure marketing dollars are allocated appropriately 

Answer:  C

149) Which method of developing marketing communications budget is often used in highly, competitive markets where rivalries between competitors are intense? 

A) percentage of sales 

B) meet the competition 

C) what we can afford 

D) objective and task 

Answer:  B

150) Managers who do not recognize the benefits of marketing may be most inclined to use which method of communications budgeting? 

A) percentage of sales 

B) meet the competition 

C) what we can afford 

D) payout planning 

Answer:  C

151) Newer and smaller companies are inclined to use which method when developing marketing communications budgets? 

A) percentage of sales 

B) meet the competition 

C) what we can afford 

D) payout planning 

Answer:  C

152) Which method of developing the marketing communications budget suggests management does not recognize the benefits of marketing? 

A) percentage of sales 

B) meet the competition 

C) what we can afford 

D) objective and task 

Answer:  C

153) Which method for developing a marketing communications budget links dollars to defined goals? 

A) percentage of sales 

B) meet the competition 

C) what we can afford 

D) objective and task 

Answer:  D

154) If a company's leaders rejects a communications budgeting method because it would take too long to prepare, odds are the budgeting method is: 

A) percentage of sales 

B) meet the competition 

C) what we can afford 

D) objective and task 

Answer:  D

155) Which approach to developing a marketing communications budget is often viewed as being the most effective? 

A) objective and task 

B) percentage of sales 

C) what we can afford 

D) payout planning 

Answer:  A

156) Which method of developing a marketing communications budget establishes a ratio of advertising dollars to sales or market share then reduces the percentage as sales build and the product obtains market share? 

A) arbitrary allocation 

B) meet-the-competition 

C) payout planning 

D) quantitative models 

Answer:  C

157) In using the payout planning method of developing a marketing communications budget, the larger amounts of dollars would be spent on marketing communications: 

A) in the early years to build brand awareness and brand equity 

B) in the middle years to build brand equity and brand preference 

C) in the later years to maintain market share 

D) when the market share is the lowest 

Answer:  A

158) In using the payout planning method of developing a marketing communications budget, the marketing budget would be reduced: 

A) at the product's introduction, then increased when brand acceptance occurs 

B) after the brand gains market acceptance 

C) when the brand reaches the point at which additional dollars invested in communications yields diminishing returns 

D) when the market becomes saturated 

Answer:  C

159) Which method of developing a marketing communications budget is used when the marketing budget is reduced as the brand reaches the point that additional dollars invested in communications yields diminishing returns? 

A) percentage of sales 

B) objective and task 

C) payout planning 

D) quantitative methods 

Answer:  C

160) Which method of developing a marketing communications budget uses computer simulations to model the relationship between advertising and marketing communications and sales, profits, and other factors? 

A) meet the competition 

B) objective and task 

C) payout planning 

D) quantitative models 

Answer:  D

161) In terms of marketing expenditures, consumer product manufacturers tend to spend the most on which of the following? 

A) media advertising 

B) trade promotions 

C) consumer promotions 

D) direct marketing 

Answer:  B

162) In terms of marketing expenditures, service companies tend to spend more on which of the following than companies in general? 

A) media advertising 

B) trade promotions 

C) consumer promotions 

D) direct marketing 

Answer:  A

163) Which country has the highest level of annual advertising expenditures? 

A) the United States 

B) Japan 

C) Germany 

D) United Kingdom 

Answer:  A

164) In terms of media expenditures, the fastest growing media outlet is:

A) television

B) the Internet

C) outdoor advertising

D) network TV

Answer:  B

165) Sweeping guidelines that direct the essence of a company's marketing efforts are called: 

A) strategies 

B) tactics 

C) incentives 

D) objectives 

Answer:  A

166) If Tang breakfast drink's marketing department focuses on changing its image to a more current and "hip" image, it is an example of a: 

A) reallocating the percentage-of-sales budget 

B) communications strategy 

C) competitive analysis 

D) communications tactic 

Answer:  B

167) Activities that support strategies are called: 

A) enticements 

B) tactics 

C) incentives 

D) objectives 

Answer:  B

168) Coupon programs are an example of: 

A) marketing strategies

B) marketing tactics

C) geo-demographic analysis 

D) collecting secondary data 

Answer:  B

169) Which of the following is not an example of a communications tactic? 

A) selling gift certificates 

B) creating purchase bonus programs 

C) changing prices 

D) presenting a young, trendy image 

Answer:  D

170) A set of businesses or groups of individual consumers with distinct characteristics is a: 

A) differentiated group 

B) production department 

C) market segment 

D) manufacturing system 

Answer:  C

171) Market segments should be internally: 

A) heterogeneous 

B) identifiable

C) unique

D) homogeneous 

Answer:  D

172) For a market segment to be viable, it should meet each of the following tests, except: 

A) the members of the market segment should be ambiguous 

B) the market segment must be large enough to be financially viable to market with a separate marketing campaign 

C) the market segment must differ from the population as a whole 

D) the market segment must be reachable through some type of media or marketing communications 

Answer:  A

173) Market segmentation efforts should have each of the following advantages, except: 

A) help marketers identify company strengths and weaknesses as well as opportunities in the marketplace 

B) assist marketers in clarifying marketing objectives associated with individual target markets 

C) identifying governmental customers 

D) work toward the goal of matching what the firm offers with the most lucrative market segments 

Answer:  C

174) The following are methods of segmenting consumer markets, except: 

A) demographics 

B) industry size 

C) psychographics 

D) generations 

Answer:  B

175) The following are methods of segmenting consumer markets, except: 

A) geographic 

B) geodemographics 

C) distribution channel 

D) benefits 

Answer:  C

176) The method of consumer segmentation that is based on population characteristics is: 

A) demographics 

B) psychographics 

C) geographic 

D) polygraphic 

Answer:  A

177) The following are types of demographic segmentation variables, except: 

A) gender 

B) lifestyles 

C) age 

D) income 

Answer:  B

178) Level of educational is an example of segmentation by: 

A) psychographics 

B) generations 

C) demographics 

D) geodemographics 

Answer:  C

179) Analysis of buying patterns by gender is an example of segmentation by: 

A) psychographics 

B) generations 

C) demographics 

D) usage 

Answer:  C

180) Travel agencies have started advertising unique women-only getaways because research:

A) has shown that many women are planning a girls-only getaway in the future

B) indicated that women influence a large percentage of the spending habits of males

C) has found women are willing to spend more money on a vacation than men

D) has shown that women and children are the primary influencers in a vacation destination spot

Answer:  A

181) Many professional sports teams have started targeting ads to females because: 

A) women now watch sports as often as men 

B) women have an enormous impact on the spending habits of men

C) women are now the primary fan of most sports

D) of the earning power of women

Answer:  B

182) The Houston Astros' marketing team developed an advertising campaign targeted at females. This is an example of the demographic segmentation variable of: 

A) gender 

B) age 

C) income 

D) ethnicity 

Answer:  A

183) If a company chooses to focus marketing efforts on children, which demographic variable is being used to segment the market? 

A) gender 

B) age 

C) generations 

D) benefits 

Answer:  B

184) The New Orleans Saints marketing leaders developed an advertising campaign targeted at teenagers. This is an example of the demographic segmentation variable of: 

A) gender 

B) age 

C) income 

D) ethnicity 

Answer:  B

185) Consumer goods that are related to basic, everyday needs are: 

A) necessities 

B) sundries 

C) luxuries 

D) demographic items 

Answer:  A

186) Consumer goods that are "nice to own" are: 

A) necessities 

B) sundries 

C) low-priced 

D) demographic items 

Answer:  B

187) Consumer goods that are "once in a lifetime" purchases due to the expense involved are: 

A) necessities 

B) sundries 

C) luxuries 

D) demographic items 

Answer:  C

188) A commercial showing the luxury and quality of a Lexus is based on: 

A) geographic segmentation 

B) income segmentation 

C) ethnic segmentation 

D) geo-demographic segmentation 

Answer:  B

189) African Americans, Hispanics, and Asian American ethnic groups tend to: 

A) be less brand loyal than Asian Americans 

B) put less value on quality than Caucasians 

C) be more brand loyal than caucasians

D) be primarily concerned with price 

Answer:  C

190) By the year 2010, most Americans will be: 

A) Caucasian 

B) African American 

C) Hispanic 

D) nonwhite 

Answer:  D

191) Successful ethnic marketing requires: 

A) hiring ethnically-owned marketing and advertising agencies 

B) translating English speaking ads into Spanish or native language of the ethnic group 

C) understanding the various ethnic groups and writing marketing communications that speak to their specific values and cultures 

D) using ethnically-owned media outlets 

Answer:  C

192) Attitudes, interests, and opinions are reflected in: 

A) demographic market segments 

B) geographic market segments 

C) psychographic market segments 

D) product differentiation programs 

Answer:  C

193) The VALS typology is based on which type of segmentation? 

A) demographic 

B) psychographic 

C) generations 

D) geodemographic 

Answer:  B

194) Marketing to individuals who are successful, sophisticated, receptive to new technologies, enjoy sports, and are liberal in their political views is an example of which type of segmentation? 

A) demographic 

B) psychographic 

C) generations 

D) geodemographic 

Answer:  B

195) In terms of the VALS2 typology, members of which group are successful, sophisticated receptive to new technologies? 

A) innovators 

B) thinkers 

C) achievers 

D) experiencers 

Answer:  A

196) Which method of segmenting markets is based on the idea that people experience significant external events during their late adolescence and early adulthood that impact their social values, attitudes, and preferences? 

A) demographic 

B) psychographic 

C) generations 

D) geodemographics 

Answer:  C

197) In terms of generation segmentation, which group spends money on clothes, automobiles, college, television, and stereos?

A) Generation Y 

B) Generation X 

C) Younger boomers 

D) Older boomers 

Answer:  A

198) In terms of generation segmentation, which group spends substantial amounts on televisions, stereo systems, and products to enhance their personal appearance? 

A) Generation Y 

B) Generation X 

C) Younger boomers 

D) Older boomers 

Answer:  A

199) In terms of generation segmentation, which group focuses on family and children with food, housing, transportation, and personal services being important categories? 

A) Generation Y 

B) Generation X 

C) Younger boomers 

D) Older boomers 

Answer:  B

200) In terms of generation segmentation, which group allocates a large portion of family income to the home mortgage, home furnishings, and home renovations? The rest of their disposable income is spent on pets, toys, playground equipment, or large recreational items. 

A) Generation Y 

B) Generation X 

C) Younger boomers 

D) Older boomers 

Answer:  C

201) In terms of generation segmentation, which group allocates a large portion of family income to upgrading homes, ensuring education and independence of their children, buying luxury items, and taking exotic vacations? Insurance and investments are also important to this generation group. 

A) Generation Y 

B) Generation X 

C) Younger boomers 

D) Older boomers 

Answer:  D

202) In terms of generation segmentation, which group spends heavily on health care and related medical items?

A) Seniors 

B) Generation X 

C) Younger boomers 

D) Older boomers 

Answer:  A

203) When Skechers targets California with a special advertising and promotional campaign, which type of segmentation is being used? 

A) psychographics 

B) demographics 

C) geographic area 

D) geodemographics 

Answer:  C

204) Geodemographics: 

A) combines census data with psychographic data 

B) segments populations by generations 

C) is a form of global marketing 

D) groups consumers by region 

Answer:  A

205) Geodemographic segmentation combines all of the following, except: 

A) census demographic information 

B) geographic information 

C) product usage information 

D) psychographic information 

Answer:  C

206) If a company sends direct mail to only the zip codes of communities that match the firm's best customer profiles, it is using which type of segmentation? 

A) demographic 

B) psychographic 

C) geographic 

D) geodemographic 

Answer:  D

207) PRIZM is a company that specializes in which type of segmentation? 

A) product differentiation 

B) geodemographic 

C) geographic 

D) psychographic 

Answer:  B

208) A market segmentation approach that focuses on the benefits of the product rather than on the type of customers is called: 

A) demographic segmentation 

B) psychographic segmentation 

C) benefit segmentation 

D) usage segmentation 

Answer:  C

209) A firm that has a database containing consumer purchasing histories and uses the information to create market segments is using: 

A) demographic segmentation 

B) psychographic segmentation 

C) benefit segmentation 

D) usage segmentation 

Answer:  D

210) In terms of market segmentation, the usage segmentation approach offers each of the following advantages, except: 

A) a meaningful classification scheme based on the actual behavior of customers

B) ability to reduce a large volume of customer data to a few, concise clusters 

C) ability to measure the growth of each cluster and the migration of customers from one cluster to another 

D) ability to compare a firm's customers with customers from competing firms 

Answer:  D

211) The following are methods of segmenting business-to-business markets, except: 

A) psychographics

B) NAICS/SIC code 

C) geographic location 

D) size of business 

Answer:  A

212) The following are methods of segmenting business-to-business markets, except: 

A) product usage 

B) psychographics 

C) geographic location 

D) customer value 

Answer:  B

213) The most common method of segmenting business markets by industry is to use: 

A) the NAICS code system 

B) geographic location 

C) business characteristics 

D) customer value measures 

Answer:  A

214) If Microsoft's marketing team wanted to use a different communications approach when designing mailings for various business industries, they could utilize: 

A) the NAICS code 

B) demographics 

C) competitive analysis 

D) opportunity analysis 

Answer:  A

215) Applied Microbiology used which method to segment the business market by combining geographic area data for dairy farmers with demographic and psychographic information? 

A) product usage 

B) NAICS/SIC code 

C) geodemographics 

D) size of business 

Answer:  C

216) Marketing to companies that use the same good or service, but in different ways is segmentation based on: 

A) the NAICS code 

B) demographics 

C) geographic location 

D) product usage 

Answer:  D

217) When the Edgewater Hotel & Resort develops a marketing campaign aimed to attract business customers, institutions, and organizations who need a location to hold 2 to 4 day conferences, the type of segmentation approach being used was: 

A) demographics 

B) product usage 

C) type of business 

D) customer value 

Answer:  B

218) Successful global integrated marketing communication campaigns include the following, except:

A) a standardization approach

B) communication segmentation strategies

C) a market communication analysis

D) solid communication objectives

Answer:  A

219) Stopping an ad which appears to be funny in one culture but offensive in another is probably performed by: 

A) a creative 

B) a bilingual 

C) a cultural assimilator 

D) the local government 

Answer:  C

220) What are the steps in a promotions opportunity analysis? 

Answer: 
1.
Complete a communications marketing analysis 

2.
Establish objectives 

3.
Create a budget 

4.
Prepare a strategy 

5.
Match tactics with strategy 

221) What are the five components of a communications market analysis? 

Answer: 
1.
competitors 

2.
opportunities 

3.
target markets 

4.
customers 

5.
positioning 

222) What is an opportunity analysis? What are some typical questions that should be asked during an opportunity analysis? 

Answer:  
This is an analysis to see what type of communications' opportunities may exist for a particular product. Typical questions that can be asked include: 
1. 
Are there customers that the competition is ignoring or not serving? 

2. 
Which markets are heavily saturated and have intense competition? 

3. 
Are the benefits of our goods and services being clearly articulated to our customers? 

4. 
Are there opportunities, using a slightly different marketing approach, to build relationships with customers? 

5. 
Are there opportunities that are not being pursued or is our brand positioned with a cluster of other companies in such a manner that it cannot stand out? 

223) What customer groups should be considered during the customer analysis? 

Answer: 
1.
Current company customers 

2.
The competition's customers 

3.
Potential new customers 

224) Identify the various methods that can be used to develop a communications budget? 

Answer:  
1.
Percentage of sales 

2.
Meet-the-competition 

3.
What we can afford 

4.
Objective and task 

5.
Payout planning 

6.
Quantitative models 

225) Describe the difference between strategies and tactics. 

Answer:  Strategies are sweeping guidelines concerning the essence of a company's long-term marketing efforts. Tactics are the things companies do to support strategies in the shorter term. 

226) What are the characteristics of a viable market segment? 

Answer:  
1.
The individuals within the segment should be similar, i.e. homogeneous. 

2.
The segment should differ from the population as a whole. 

3.
The segment must be large enough to be financially viable when targeted by a separate marketing campaign. 

4.
The segment must be reachable through some type of media or marketing communications method. 

227) What are the major consumer market segments? 

Answer: 
1.
Demographics 

2.
Psychographics 

3.
Generations 

4.
Geographic 

5.
Geodemographic 

6.
Benefit 

7.
Usage 

228) What are the methods of segmenting business-to-business markets? 

Answer:
1.
Industry 

2.
Business size 

3.
Geographic location 

4.
Product usage 

5.
Customer value 
1. What is a promotions opportunities analysis? What makes it a critical part of a company’s marketing efforts?

2. What are the three parts of a promotions opportunities analysis planning process?

3. What are the characteristics of a good market segment?

4. Deﬁne demographics. How are they used to segment consumer markets?

5. How can ﬁrms take advantage of target markets by gender?

6. What generational cohorts have marketing experts identiﬁed?

7. What problems are associated with markets segmented according to geographic areas?

8. What are geodemographics? Why have they been so successful in deﬁning marketing segments?

9. Describe usage segmentation and beneﬁt segmentation.
 
10. What are the common business-to-business market segments?

11. Describe the NAICS approach to business marketsegmentation.

12. Describe a usage segmentation approach in a business-to-business setting.

13. Describe a segmentation approach based on company size.

14. What are the characteristics of a good marketing communications objective?

15. What are examples of marketing communications objectives for each step of the five-step decision-makingprocess?

16. Name and describe the types of communications budget methods. Which is best? Why?
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