Chapter 7   Advertising Design: Message Strategies and Executional Frameworks

1) Marketing designed to encourage someone young to look older than their chronological age is age-compression marketing.

Answer:  TRUE

2) In terms of the three components of attitude, the Dove "Onslaught" campaign is attempting to reach women, especially mothers, through the affective component of attitude.

Answer:  TRUE

3) Marketing messages travel in two ways: personal sources and impersonal sources. 

Answer:  TRUE

4) A message strategy is the primary tactic or approach used to deliver a message theme. 

Answer:  TRUE

5) A message strategy and a message theme are the same thing. 

Answer:  FALSE

6) The three categories of message strategies coincide with the three components of attitude. 

Answer:  TRUE

7) The three categories of message strategies are cognitive strategies, affective strategies, and brand strategies. 

Answer:  FALSE

8) A cognitive message strategy is a presentation of rational arguments or pieces of information about a good or service. 

Answer:  TRUE

9) A cognitive message strategy's main message is about a product's attributes or benefits. 

Answer:  TRUE

10) Cognitive message strategies include generic messages, preemptive messages, hyperbole messages, resonance messages, and action-inducing messages. 

Answer:  FALSE

11) There are five major forms of cognitive message strategies. 

Answer:  TRUE

12) A generic message is a direct promotion of a good or service without any claim of superiority. 

Answer:  TRUE

13) The preemptive message strategy works best for a firm that is clearly the brand leader and is the dominant company in the industry. 

Answer:  FALSE

14) The "Soup is Good Food" tag line used by Campbell's Soup is an example of hyperbole in advertising. 

Answer:  FALSE

15) Generic message strategies are seldom found in the business-to-business advertisements, because few firms dominate an industry. 

Answer:  TRUE

16) Generic message strategies can be used to create brand awareness. 

Answer:  TRUE

17) A preemptive message is designed to display a product in comparison to the competition. 

Answer:  FALSE

18) A unique selling proposition is an explicit, testable claim of uniqueness or superiority. 

Answer:  TRUE

19) A unique selling proposition does not require support or substantiation, because it is so similar to hyperbole. 

Answer:  FALSE

20) A hyperbole form of cognitive message strategy is a claim that can be tested based on some attribute or benefit. 

Answer:  FALSE

21) "We make the best tacos in town," is an example of a hyperbole form of cognitive message strategy. 

Answer:  TRUE

22) A hyperbole message strategy is a conative form of message strategy. 

Answer:  FALSE

23) A comparison ad means a product is directly or indirectly compared to the good or service sold by the competition. 

Answer:  TRUE

24) To provide protection from lawsuits, company leaders and advertisers must be sure that any claim made about the competition using a comparative message strategy approach can be clearly substantiated. 

Answer:  TRUE

25) The major advantage of comparison ads is that they often capture the viewer's attention. 

Answer:  TRUE

26) The negative side of using comparative ads is in the areas of believability and consumer attitudes. 

Answer:  TRUE

27) Negative comparison ads may transfer negative feelings toward the sponsor's product. 

Answer:  TRUE

28) When Sprint advertising says "our reception is better than Cingular's," it is a form of negative comparison. 

Answer:  FALSE

29) In terms of attitude formation, cognitive message strategies are designed to follow the sequence of cognitive → affective → conative. 

Answer:  TRUE

30) The largest number of complaints that the FTC hears about potentially misleading advertisements are ads using the hyperbole message strategy approach. 

Answer:  FALSE

31) In general, comparing a low-market share brand to the market leader does not work as well in comparative advertising as comparing two brands with approximately the same level of market share. 

Answer:  FALSE

32) Affective message strategies are designed to invoke feelings and emotions and match them to a good, service, or company. 

Answer:  TRUE

33) According to the concept of spontaneous trait transfer, when someone calls another person dishonest, other people tend to remember the speaker as also being less than honest. 

Answer:  TRUE

34) Affective message strategies take two major forms: emotional and hyperbole. 

Answer:  FALSE

35) Affective message strategies are designed to invoke rational decisions, which lead to comparisons and purchases. 

Answer:  FALSE

36) Resonance advertising attempts to connect a product with a consumer's experiences and is a form of affective message strategy. 

Answer:  TRUE

37) Emotional advertising is based on feelings such as trust, reliability, friendship, happiness, and security. 

Answer:  TRUE

38) If a product's benefits can be presented within an emotional framework, the advertisement is normally more effective, even in business-to-business ads. 

Answer:  TRUE

39) Cognitive message strategies are a common approach to developing a strong brand name. 

Answer:  FALSE

40) Affective message strategies utilize the attitude formation sequence of affective > conative > cognitive. 

Answer:  TRUE

41) For some products, affective ads are an effective approach because there are no real tangible differences among the brands. 

Answer:  TRUE

42) Impulse buys are primarily linked to conative message strategies. 

Answer:  TRUE

43) An action-inducing conative advertisement is one way to get people to make impulse buys. 

Answer:  TRUE

44) Conative message strategies utilize the attitude formation sequence of conative  →  cognitive  →  affective. 

Answer:  TRUE

45) In terms of the relationship between message strategies and the hierarchy of effects model, cognitive message strategies are best suited to develop awareness and knowledge about a particular product or brand. 

Answer:  TRUE

46) In terms of the relationship between message strategies and the hierarchy of effects model, affective message strategies are best suited to develop awareness, liking and preference for a particular product or brand. 

Answer:  FALSE

47) In terms of the relationship between message strategies and the hierarchy of effects model, conative message strategies are best suited to develop conviction and the actual purchase of particular product or brand. 

Answer:  FALSE

48) An executional framework is the manner in which an advertising appeal is presented. 

Answer:  TRUE

49) Executional frameworks include animation, slice-of-life, dramatization, testimonial, authoritative, demonstration, fantasy, and informative. 

Answer:  TRUE

50) Rotoscoping is a new, high-tech form of animation. 

Answer:  TRUE

51) Animation is a type of slice-of-life advertising execution. 

Answer:  FALSE

52) The Pillsbury Doughboy is a form of clay animation. 

Answer:  TRUE

53) Animation in the past was used only by firms that could not afford other forms of execution, but today animation is a popular executional framework. 

Answer:  TRUE

54) The typical format for a slice-of-life ad is encounter, problem, interaction, and then solution. 

Answer:  TRUE

55) A slice-of-life advertisement utilizes celebrity spokespersons offering expert endorsements. 

Answer:  FALSE

56) While the slice-of-life execution is ideal for television, it can be used in print advertisements. 

Answer:  TRUE

57) The slice-of-life execution is a common strategy for business-to-business advertisements. 

Answer:  TRUE

58) A slice-of-life executional framework and a dramatization are largely the same, except for the level of intensity or suspense. 

Answer:  TRUE

59) Dramatization ads are typically easier to prepare than slice-of-life executional framework ads. 

Answer:  FALSE

60) The dramatization executional framework typically utilizes the fours steps of an encounter, a problem, the interaction, and then the solution. 

Answer:  TRUE

61) Testimonial executions have been successful for many years, especially in the business-to-business and service sectors. 

Answer:  TRUE

62) One major reason companies choose testimonial executions is that they offer a greater level of credibility, if the testimonies are by actual customers. 

Answer:  TRUE

63) Consumers rely on word-of-mouth communications when choosing services, which makes the authoritative executional framework work well. 

Answer:  FALSE

64) Authoritative ads either provide scientific evidence or use an authoritative voice to present the information. 

Answer:  TRUE

65) A physician, dentist, engineer, or chemist endorsing a particular brand's advantages would typically be found in a slice-of-life execution. 

Answer:  FALSE

66) Many authoritative executions include some type of scientific or survey support. 

Answer:  TRUE

67) The authoritative executional framework assumes consumers and business decision-makers rely on cognitive processes when making purchase decisions. 

Answer:  TRUE

68) The authoritative executional framework works especially well in specialty magazines and trade journals. 

Answer:  TRUE

69) Demonstration ads are well suited to television because the actual product features can be clearly shown. 

Answer:  TRUE

70) Perfumes and colognes often use a demonstration form of executional framework, because they are easy to show in a positive light. 

Answer:  FALSE

71) A fantasy execution lifts the audience to a make-believe experience or beyond reality. 

Answer:  TRUE

72) The most common themes for fantasy executions are sex, love, and romance. 

Answer:  TRUE

73) An informative execution typically presents information to the audience in a straightforward manner. 

Answer:  TRUE

74) Informative executions work best for high-involvement products. 

Answer:  TRUE

86) Celebrity endorsers are used for ads because their stamp of approval on a product can enhance the product's brand equity and create emotional bonds between the consumers and the brand being endorsed. 

Answer:  TRUE

76) Using celebrities to create a "personality" for a new brand does not always work as well as for already established brands. 

Answer:  TRUE

77) In terms of endorsers, celebrities and CEOs are not typically viewed as expert sources for product endorsements. 

Answer:  TRUE

78) Paid actors or models used in an advertisement to resemble everyday people would be considered to be celebrity endorsement since they are professional actors or models. 

Answer:  FALSE

79) One reason companies are using more typical person endorsers is the overuse of celebrities in ads. 

Answer:  TRUE

80) A spokesperson's credibility is derived from the composite of attractiveness, likeability, trustworthiness, and intelligence. 

Answer:  FALSE

81) One reason for using typical persons as product endorsers is that they are more likely to possess at least an element of all five source characteristics. 

Answer:  FALSE

82) In terms of source characteristics, attractiveness has two components: physical attractiveness and social attractiveness. 

Answer:  FALSE

83) Advertisements using physically attractive spokespeople fare better than ads with less attractive people. This is true for both male and female audiences. 

Answer:  TRUE

84) Ads work better if the audience can identify with the spokesperson in the ad. This identification is derived from both the similarity of the spokesperson to the audience as well as the spokesperson's attractiveness. 

Answer:  TRUE

85) In terms of source characteristics, trustworthiness is the degree of confidence or the level of acceptance consumers place in a spokesperson's message. 

Answer:  TRUE

86) In terms of source characteristics, expertise can be valuable in persuasive advertisements designed to change the audience's opinions or attitudes. 

Answer:  TRUE

87) Celebrities normally score well in terms of trustworthiness, believability, persuasiveness, and likeability. 

Answer:  TRUE

88) The potential for negative publicity caused by inappropriate actions of celebrities has led some advertisers to use deceased celebrities. 

Answer:  TRUE

89) A celebrity who endorses several products is building credibility as a spokesperson. 

Answer:  FALSE

90) In terms of source characteristics, CEOs would appear to be trustworthy, have expertise, and maintain a degree of credibility. 

Answer:  TRUE

91) Typical person sources are not ordinarily credible. 

Answer:  FALSE

92) Typical person spokespeople do not have the name recognition of celebrities, and as a result, advertisers often use multiple sources within one advertisement to build credibility. 

Answer:  TRUE

93) Using the creative brief, the creative should develop a means-end chain, starting with an attribute of the product that generates a specific customer benefit and eventually produces a desirable end state. 

Answer:  TRUE

94) An effective advertisement accomplishes the objectives desired by the client. 

Answer:  TRUE

95) Visual consistency is important in creating effective advertisements because buyers, whether consumers or businesses, spend very little time viewing or listening to advertisements. 

Answer:  TRUE

96) The principle of campaign duration suggests that all advertisements should be easily recalled by viewers, but without them becoming boring or uninteresting. 

Answer:  TRUE

97) In terms of advertising campaign duration, a campaign that has utilized a higher frequency usually can be of a shorter duration than a campaign that used a lower frequency. 

Answer:  TRUE

98) Repeating a tag line is ineffective in advertising because the consumer becomes tired of hearing the phrase. 

Answer:  FALSE

99) Tag lines help consumers tie an advertisement into current knowledge structure nodes that already exist in their minds. 

Answer:  TRUE

100) Wal-Mart's emphasis on low prices violates the principle of consistent positioning, which stresses quality instead. 

Answer:  FALSE

101) An advertisement should have only one selling point that is easily identifiable to the audience and that highlights one of the product's attributes.

Answer:  FALSE

102) In advertising research studies, repetition of ads is effective in increasing recall if no competitor ads are present; otherwise repetition does not stimulate greater recall because of competitive ad interference. 

Answer:  TRUE

103) Based on the concept of variability theory, an advertisement's recall and effectiveness increases if the ad is seen in different environments. 

Answer:  TRUE

104) In the opening vignette about Dove, age-compression marketing referred to the marketing of products to

A) young girls that will make them look older

B) older women that will make them look younger

C) young people

D) individuals whose purchase behavior does not match their chronological age

Answer:  A

105) An outline of the key ideas in an advertisement is the: 

A) message theme 

B) message strategy 

C) cognitive message 

D) generic message 

Answer:  A

106) The primary tactic or approach used to deliver a message theme is a(n): 

A) message identification 

B) message strategy 

C) cognitive message 

D) generic message 

Answer:  B

107) The broad categories of message strategies include each of the following, except: 

A) cognitive 

B) affective 

C) conative 

D) brand 

Answer:  D

108) The presentation of rational arguments or pieces of information to consumers is which form of message strategy? 

A) cognitive 

B) affective 

C) conative 

D) basic 

Answer:  A

109) A cognitive message strategy: 

A) invokes feelings or emotions and match these with the good, service, or company being advertised 

B) is the presentation of rational arguments or pieces of information to consumers 

C) is designed to lead more directly to some type of consumer behavior 

D) is the manner in which an ad appeal is presented 

Answer:  B

110) Which message strategy is linked with reasoning processes? 

A) cognitive 

B) conative 

C) affective 

D) resonance 

Answer:  A

111) The goal of which message strategy approach is to impact a person's beliefs and/or knowledge structure? 

A) affective 

B) conative 

C) cognitive 

D) resonance 

Answer:  C

112) Cognitive message strategies include each of the following, except: 

A) generic 

B) preemptive 

C) resonance 

D) hyperbole 

Answer:  C

113) Cognitive message strategies include each of the following, except: 

A) unique selling proposition 

B) comparative 

C) preemptive 

D) action-inducing 

Answer:  D

114) Which type of cognitive message strategy is a direct promotion of a brand without any claim of superiority? 

A) generic 

B) hyperbole 

C) preemptive 

D) brand 

Answer:  A

115) The generic cognitive message strategy is a(n): 

A) claim of superiority based on a product's specific attribute or benefit, which cannot be made by a competitor 

B) direct promotion of product attributes or benefits without any claim of superiority 

C) explicit, testable claim of uniqueness or superiority that can be supported or substantiated in some manner 

D) untestable claim based upon some attribute or benefit 

Answer:  B

116) Which cognitive message strategy works best for a firm that is clearly the brand leader and is the dominant company in the industry? 

A) generic 

B) preemptive 

C) unique selling proposition 

D) hyperbole 

Answer:  A

117) An advertisement for Nintendo using a cognitive message strategy would probably feature which type of message strategy, because Nintendo holds 98 percent market share in the handheld game market? 

A) comparative 

B) generic 

C) preemptive 

D) unique selling proposition 

Answer:  B

118) The goal of a generic message strategy is to: 

A) increase brand loyalty 

B) persuade viewers of the brand's superiority 

C) make the brand synonymous with the product category 

D) preempt the competition from using a particular claim or benefit 

Answer:  C

119) Generic message strategies are seldom used in the business-to-business sector because: 

A) emotional strategies are more effective 

B) it is often used by competitors 

C) it does not lead to any specific action 

D) few firms dominate an industry 

Answer:  D

120) When Crest is featured as a "cavity fighter" in its advertising competitors aren't likely to make the same claim. This is an example of which form of cognitive message strategy? 

A) generic 

B) preemptive 

C) hyperbole 

D) comparative 

Answer:  B

121) Which message strategy is a claim of superiority based on a product's specific attribute or benefit, which cannot then be used by a competitor? 

A) generic 

B) preemptive 

C) unique selling proposition 

D) hyperbole 

Answer:  B

122) The preemptive cognitive message strategy is a(n): 

A) claim of superiority based on a product's specific attribute or benefit, which cannot be made by a competitor 

B) direct promotion of product attributes or benefits without any claim of superiority 

C) explicit, testable claim of uniqueness or superiority that can be supported or substantiated in some manner 

D) untestable claim based upon some attribute or benefit 

Answer:  A

123) An explicit, testable claim of uniqueness or superiority that can be supported or substantiated in some manner is which form of message strategy? 

A) generic 

B) preemptive 

C) hyperbole 

D) unique selling proposition 

Answer:  D

124) A unique selling proposition cognitive message strategy is a(n): 

A) claim of superiority based on a product's specific attribute or benefit, which cannot be made by a competitor 

B) direct promotion of product attributes or benefits without any claim of superiority 

C) explicit, testable claim of uniqueness or superiority that can be supported or substantiated in some manner 

D) untestable claim based upon some attribute or benefit 

Answer:  C

125) A unique selling proposition message strategy differs from a preemptive or generic approach in that the unique selling proposition is: 

A) preemptive 

B) testable 

C) emotional 

D) comparative 

Answer:  B

126) A unique selling proposition message strategy is more difficult to use because of: 

A) brand parity 

B) FTC rulings 

C) potential lawsuits by competitors 

D) brand equity 

Answer:  A

127) Reebok's advertising claim that it is the only shoe using DMX technology, which results in a more comfortable fit, is an example of a(n): 

A) generic message strategy 

B) preemptive message strategy 

C) unique selling point message strategy 

D) comparative message strategy 

Answer:  C

128) An untestable claim about a product's benefits or attributes is which form of cognitive message? 

A) preemptive 

B) unique selling proposition 

C) hyperbole 

D) comparative 

Answer:  C

129) A hyperbole cognitive message strategy is a(n): 

A) claim of superiority based on a product's specific attribute or benefit, which cannot be made by a competitor 

B) direct promotion of product attributes or benefits without any claim of superiority 

C) explicit, testable claim of uniqueness or superiority that can be supported or substantiated in some manner 

D) untestable claim based upon some attribute or benefit 

Answer:  D

130) "We are Chicago's friendliest car dealer!" is an example of which type of cognitive message? 

A) preemptive 

B) unique selling proposition 

C) hyperbole 

D) comparative 

Answer:  C

131) "Our product is better than brand X" is a form of: 

A) conative message strategy 

B) slice-of-life execution 

C) comparative message strategy 

D) expert authority execution 

Answer:  C

132) The cognitive message strategy approach that is most likely to require substantiation of claims to prevent potential lawsuits made would be: 

A) hyperbole 

B) preemptive 

C) unique selling proposition 

D) comparative 

Answer:  D

133) The major advantage of using a comparative message strategy is that it: 

A) is more believable 

B) is good at capturing attention 

C) has a positive impact on viewer attitude 

D) creates a higher level of brand equity 

Answer:  B

134) Consumers often think comparative ads: 

A) are less believable 

B) are more believable 

C) contain accurate information 

D) develop more favorable attitudes toward the brand 

Answer:  A

135) Showing greasy potato chips versus Pringles is an example of a:

A) preemptive claim of superiority 

B) generic demonstration of product quality 

C) negative comparison ad 

D) positive comparison ad 

Answer:  C

136) A negative comparison ad that leads to people not liking the sponsor brand may be due to: 

A) the preemptive claim of superiority 

B) a generic demonstration of product quality 

C) spontaneous trait transference 

D) internal cognitive consistency 

Answer:  C

137) Which organization is most likely to investigate comparative advertising? 

A) Federal Trade Commission 

B) World Trade Organization 

C) Congress 

D) U.S. Postal Service 

Answer:  A

138) In developing comparative ads, which of the following tends to work the best? 

A) comparing a low-market share brand to another low-market share brand 

B) comparing a low-market share brand to a market leader 

C) comparing a market leader to a low-market share brand 

D) comparing a market leader to another market leader 

Answer:  B

139) In terms of attitude formation, the sequence being used with a cognitive message strategy is: 

A) affective  →  conative  → cognitive 

B) conative  → cognitive  → affective 

C) cognitive  → conative  → affective 

D) cognitive  → affective  → conative 

Answer:  D

140) Which message strategy is most linked to emotions? 

A) cognitive 

B) affective 

C) hyperbole 

D) conative 

Answer:  B

141) Which message strategy invokes feelings or emotions and match those feelings with the good, service, or company?

A) cognitive 

B) conative 

C) affective 

D) hyperbole 

Answer:  C

142) An affective message strategy: 

A) invokes feelings or emotions and matches these with the good, service, or company being advertised 

B) is the presentation of rational arguments or pieces of information to consumers 

C) is designed to lead more directly to some type of consumer behavior 

D) is the manner in which an ad appeal is presented 

Answer:  A

143) Using music to build emotions surrounding a product is tied to which type of message strategy? 

A) cognitive 

B) affective 

C) brand 

D) conative 

Answer:  B

144) The two types of affective message strategies are: 

A) emotional and hyperbole 

B) resonance and emotional 

C) preemptive and unique selling proposition 

D) affective and conative 

Answer:  B

145) An affective message strategy that connects a product with a consumer's experiences to build stronger ties with the consumer is which form of message strategy?

A) generic 

B) cognitive 

C) resonance 

D) emotional 

Answer:  C

146) If a product's benefits can be presented within an emotional message strategy framework, the advertisement is normally: 

A) more affective for b-to-b products than for consumer products 

B) less affective than using a rational argument approach 

C) less affective than using a cognitive message strategy approach 

D) more effective for both consumer products and b-to-b products 

Answer:  D

147) Which strategy is often used to promote a strong brand name? 

A) affective 

B) cognitive 

C) conative 

D) generic 

Answer:  A

148) Affective message strategies utilize an attitude formation sequence of: 

A) affective  →  conative  →  cognitive 

B) conative  →  cognitive  →  affective 

C) cognitive  →  conative  →  affective 

D) affective  →  cognitive  →  conative 

Answer:  A

149) For products with no real tangible differences among the various brands, which message strategy is best at developing a liking and positive feelings toward a particular brand? 

A) affective 

B) cognitive 

C) conative 

D) generic 

Answer:  A

150) Which type of message strategy attempts to elicit powerful emotions that eventually lead to product recall and choice? 

A) generic 

B) cognitive 

C) emotional 

D) preemptive 

Answer:  C

151) A print advertisement for Bijan uses the picture of a typical grandmother with a testimony about the perfume and how her granddaughters now wear Bijan. This advertisement illustrates a testimonial execution with a(n): 

A) cognitive message strategy 

B) affective message strategy 

C) conative message strategy 

D) brand message strategy 

Answer:  B

152) If an advertisement is designed to create positive feelings toward the Skechers Sport brand, then which message strategy is being used? 

A) cognitive 

B) conative 

C) affective 

D) comparative 

Answer:  C

153) Which type of message strategy is designed to elicit some type of behavior or action on the part of the viewer? 

A) emotional 

B) conative 

C) corporate 

D) affective 

Answer:  B

154) Which message strategy is designed to trigger impulse buys? 

A) unique selling proposition 

B) resonance 

C) affective 

D) conative 

Answer:  D

155) Which conative message strategy is linked to impulse buys? 

A) unique selling proposition 

B) resonance 

C) action-inducing 

D) promotional support 

Answer:  C

156) Which conative message strategy is linked to promotions, such as coupons, premiums, and sweepstakes? 

A) unique selling proposition 

B) emotional 

C) action-inducing 

D) promotional support 

Answer:  D

157) Conative message strategies utilize an attitude formation sequence of: 

A) affective  →  conative  →  cognitive 

B) conative  →  cognitive  →  affective 

C) cognitive  →  conative  →  affective 

D) affective  →  cognitive  →  conative 

Answer:  B

158) In terms of the hierarchy of effects model, cognitive message strategies would be most closely tied to which stage(s)? 

A) awareness and knowledge 

B) liking, preference, and conviction 

C) actual purchase 

D) knowledge and preference 

Answer:  A

159) In terms of the hierarchy of effects model, affective message strategies would be most closely tied to which stage(s)? 

A) awareness and knowledge 

B) liking, preference, and conviction 

C) actual purchase 

D) awareness and liking 

Answer:  B

160) In terms of the hierarchy of effects model, conative message strategies would be most closely tied to the: 

A) awareness and knowledge stages 

B) liking, preference, and conviction stages 

C) actual purchase stage 

D) awareness stage 

Answer:  C

161) Using the hierarchy of effects model to develop awareness of a product or brand, which would be the best creative message strategy? 

A) affective 

B) cognitive 

C) conative 

D) corporate 

Answer:  B

162) Using the hierarchy of effects model to develop knowledge of a product or brand, which would be the best message strategy? 

A) affective 

B) cognitive 

C) conative 

D) corporate 

Answer:  B

163) Using the hierarchy of effects model to develop liking of a product or brand, the best creative message strategies to use would be: 

A) affective 

B) cognitive 

C) conative 

D) corporate 

Answer:  A

164) Using the hierarchy of effects model to develop preference for a product or brand, the best creative message strategies to use would be: 

A) affective 

B) cognitive 

C) conative 

D) corporate 

Answer:  A

165) Using the hierarchy of effects model to develop conviction for a particular product or brand, the best creative message strategies to use would be: 

A) affective 

B) cognitive 

C) conative 

D) corporate 

Answer:  A

166) Using the hierarchy of effects model to encourage the actual purchase of a product or brand, the best creative message strategies to use would be: 

A) affective 

B) cognitive 

C) conative 

D) corporate 

Answer:  C

167) The manner in which an advertising appeal is presented is a(n): 

A) humor methodology 

B) rational approach 

C) conative message strategy 

D) executional framework 

Answer:  D

168) The following are types of executional frameworks, except: 

A) animation 

B) fear 

C) slice-of-life 

D) dramatization 

Answer:  B

169) The following are types of executional frameworks, except: 

A) testimonial 

B) authoritative 

C) rational 

D) demonstration 

Answer:  C

170) The following are types of executional frameworks, except: 

A) fantasy 

B) informative 

C) animation 

D) hyperbole 

Answer:  D

171) The Pillsbury Dough Boy is an example of which type of which type of executional framework? 

A) animation 

B) dramatization 

C) testimonial 

D) fantasy 

Answer:  A

172) In recent years, the use of animation in advertising has: 

A) increased 

B) decreased 

C) stayed the same 

D) increased in the consumer market, but declined in the business-to-business sector 

Answer:  A

173) The process of digitally painting or sketching figures into live television sequences is called: 

A) digitalizing 

B) rotoscoping 

C) clay animation 

D) a fantasy execution 

Answer:  B

174) Rotoscoping is used in a(n): 

A) animation executional framework 

B) dramatization executional framework 

C) testimonial executional framework 

D) authoritative executional framework 

Answer:  A

175) When a product solves an everyday life problem, the executional framework being used in the ad is most likely to be: 

A) slice-of-life 

B) authoritative 

C) fantasy 

D) informative 

Answer:  A
176) Procter & Gamble was instrumental in developing and making popular which type of executional framework?

A) animation 

B) slice-of-life 

C) testimonial 

D) authoritative 

Answer:  B

177) The first component of a slice-of-life execution is the: 

A) interaction 

B) problem 

C) encounter 

D) solution 

Answer:  C

178) The component of a slice-of-life execution that follows the encounter is the: 

A) interaction 

B) problem 

C) information presentation 

D) solution 

Answer:  B

179) The last component of a slice-of-life execution is the: 

A) interaction 

B) problem 

C) encounter 

D) solution 

Answer:  D

180) The slice-of-life execution includes all of the following components, except: 

A) encounter 

B) problem 

C) testimonial 

D) solution 

Answer:  C

181) In a television advertisement, Chris is about ready to lose a girlfriend because he did not purchase the right piece of jewelry. A voice-over offers a solution, the jewelry is purchased at the advertised store and the girlfriend is now happy. This illustrates which form of executional framework? 

A) slice-of-life 

B) testimonial 

C) fantasy 

D) informative 

Answer:  A

182) A business-to-business ad featuring a routine business experience, a problem, an interaction, and then a company's product that provides a solution is which form of executional framework? 

A) slice of life 

B) dramatization 

C) testimonial 

D) expert authority 

Answer:  A

183) In terms of executional frameworks, a dramatization is similar to, but a more powerful form of story than which execution?

A) animation 

B) slice-of-life 

C) fantasy 

D) authoritative 

Answer:  B

184) A dramatization execution has a more intense story format than which execution? 

A) slice-of-life 

B) testimonial 

C) resonance 

D) conative 

Answer:  A

185) A credit card ad dramatically showing a consumer about to be attacked in a war-like fashion by high interest charges is most likely using which type of executional framework? 

A) slice-of-life 

B) dramatization 

C) resonance advertising 

D) testimonial 

Answer:  B

186) Which executional framework features someone telling about a positive encounter with a company or product? 

A) slice of life 

B) dramatization 

C) testimonial 

D) fantasy 

Answer:  C

187) In an advertisement for the Weight Center, Casey talks about the weight she lost and how good the employees were to her. This would be an example of using which type of executional framework? 

A) dramatization 

B) testimonial 

C) authoritative 

D) informative 

Answer:  B

188) The key to a testimonial executional framework is: 

A) likeability 

B) negative likeability 

C) credibility 

D) visual consistency 

Answer:  C

189) The testimonial executional framework is effective, especially with services, because it simulates: 

A) a fantasy 

B) negative likeability 

C) a word-of-mouth recommendation 

D) visual esperanto 

Answer:  C

190) Which type of executional framework seeks to convince buyers that a given product is superior? 

A) dramatization 

B) ideological 

C) authoritative 

D) fantasy 

Answer:  C

191) Expert authorities would most likely be used in which type of executional framework? 

A) testimonial 

B) slice-of-life 

C) informative 

D) authoritative 

Answer:  D

192) Authoritative executional frameworks suggest buyers will be influenced by: 

A) testimonies from customers 

B) action-inducing offers 

C) rational thought 

D) emotions 

Answer:  C

193) An endorsement by Consumer Reports would typically be used in which type of executional framework? 

A) slice-of-life 

B) dramatization 

C) authoritative 

D) fantasy 

Answer:  C

194) Authoritative executions are the most widely used in the: 

A) business-to-business sector 

B) consumer sector 

C) services sector 

D) governmental sector 

Answer:  A

195) The authoritative execution assumes consumer and business decision-makers rely on which of the following when making purchase decisions? 

A) cognitive processes 

B) affective feelings 

C) impulse behaviors 

D) authoritative sources of information 

Answer:  A

196) The authoritative executional framework is best suited for: 

A) print ads 

B) broadcast ads 

C) television 

D) billboards 

Answer:  A

197) Showing how a product works is found in which type of executional framework? 

A) slice-of-life 

B) testimonial 

C) demonstration 

D) fantasy 

Answer:  C

198) Showing how Windex makes a dirty window sparkle would be which type of executional framework? 

A) dramatization 

B) testimonial 

C) demonstration 

D) illustrative 

Answer:  C

199) Showing someone enjoying an exotic experience would be which type of executional framework? 

A) testimonial 

B) dramatization 

C) slice-of-life 

D) fantasy 

Answer:  D

200) The fantasy executional framework relies on: 

A) raw sex and nudity 

B) comparisons of product features 

C) suggestiveness 

D) cognitive thought processes 

Answer:  C

201) A dessert that is promoted as being "sinfully delicious" with a person sitting on a sandy beach is using which type of executional framework? 

A) resonance 

B) slice-of-life 

C) fantasy 

D) hyperbole 

Answer:  C

202) Of the following executional frameworks, which is least likely to be used in business-to-business ads? 

A) authoritative 

B) informative 

C) fantasy 

D) testimonials 

Answer:  C

203) Presenting product facts in a straightforward manner is which type of executional framework? 

A) testimonial 

B) dramatization 

C) slice-of-life 

D) informative 

Answer:  D

204) Ads using an informative executional framework are best suited for: 

A) conative message strategies 

B) high involvement purchase decisions 

C) slice-of-life executions 

D) brand image message strategies 

Answer:  B

205) One of the major keys to successful using the informative execution is: 

A) using customers in the ad 

B) placement of the ad 

C) the selection of the right media 

D) the type of appeal that is used 

Answer:  B

206) Categories of spokespersons include each of the following, except: 

A) typical persons 

B) CEOs 

C) experts 

D) government personnel 

Answer:  D

207) A celebrity endorser is used in advertisements because his or her stamp of approval on a product can: 

A) enhance the product's brand equity 

B) enhance consumers' emotional bonds with the product 

C) aid in the establishment of a "personality" for a brand 

D) all of the above 

Answer:  D

208) In response to the shift towards greater testing and research of creative ideas, creatives have: 

A) shifted more time to account executive responsibilities 

B) developed marketing research capabilities 

C) used focus groups to critique their creative work prior to presenting it to clients 

D) moved into the role of director, splitting time developing ads and producing ads. 

Answer:  D

209) Of the following types of celebrity endorsements, the one that would have the greatest level of credibility would be: 

A) celebrity endorsing a brand in a television show 

B) celebrity voice-over in a radio ad 

C) an unpaid celebrity speaking on behalf of some charity or nonprofit organization 

D) a dead-person endorsement of a particular brand 

Answer:  C

210) Dead-celebrity endorsements are often used in advertisements. According to Forbes, the dead-celebrity with the highest earnings is: 

A) Elvis Presley 

B) Charles Schulz (creator of Peanuts cartoon strip) 

C) Marilyn Monroe 

D) Kurt Cobain

Answer:  D

211) In terms of spokespersons, expert sources would include each of the following, except: 

A) lawyers 

B) CEOs of corporations 

C) physicians 

D) financial planners 

Answer:  B

212) Rachel is an actress who plays the part of a housewife in a commercial for a new brand of furniture polish. For this type of ad, Rachel would be considered which type of endorser? 

A) celebrity 

B) CEO 

C) expert 

D) typical person 

Answer:  D

213) Dr. Duckworth has been paid to be in an advertisement to endorse a new brand of anti-inflammatory cream for muscle aches. For this type of ad, Dr. Duckworth is which type of endorser? 

A) celebrity 

B) CEO 

C) expert 

D) typical person 

Answer:  C

214) Mr. Booth owns the local Ford dealership and recently filmed an advertisement where he talks about the deals consumers can obtain at his dealership. For this type of ad, Mr. Booth is which type of endorser? 

A) celebrity 

B) CEO 

C) expert 

D) typical person 

Answer:  B

215) A spokesperson's credibility is derived from trustworthiness and all of the following characteristics, except: 

A) attractiveness 

B) intelligence 

C) likeability 

D) expertise 

Answer:  B

216) Which type of spokesperson is most likely to have all five source characteristics? 

A) a celebrity 

B) a typical person 

C) an expert 

D) a CEO 

Answer:  A

217) In terms of source characteristics, attractiveness consists of: 

A) physical characteristics of the spokesperson 

B) intelligence of the spokesperson 

C) both physical and personality characteristics of the spokesperson 

D) the expertise and likeability of the spokesperson 

Answer:  C

218) Identification is the ability of the audience to identify with the spokesperson in an ad. Identification is derived from: 

A) expertise and credibility 

B) attractiveness and likeability 

C) personality and charisma 

D) similarity and attractiveness 

Answer:  D

219) Britney really likes the advertisement by Saturn that featured an elementary school teacher, primarily because Britney is also an elementary school teacher. This identification with the spokesperson by Britney is an example of the concept of: 

A) attractiveness 

B) similarity 

C) likeability 

D) trustworthiness 

Answer:  B

220) When an accountant serves as a spokesperson in an advertisement for an accounting service, viewers who are also accountants find the ad to be more credible based on: 

A) attractiveness 

B) similarity 

C) likeability 

D) persuasiveness 

Answer:  B

221) An ad that is targeted toward stay-at-home wives, which begins with this phrase, "Since I stopped working, I have more time for my kids," is emphasizing: 

A) likeability 

B) similarity 

C) consistency 

D) continuity 

Answer:  B

222) Wishing to think and act rich like the spokesperson in an advertisement, is a form of: 

A) empathy 

B) intent to purchase 

C) identification 

D) attractiveness 

Answer:  C

223) Giving to a charity because the spokesperson in the ad is a Republican, and the viewer is also a Republican, is based on: 

A) likeability 

B) identification 

C) consistency 

D) empathy 

Answer:  B

224) In terms of spokesperson characteristics, which is the degree of confidence or the level of acceptance consumers place in the spokesperson's message? 

A) trustworthiness 

B) expertise 

C) credibility 

D) likeability 

Answer:  A

225) A physician endorsing a specific brand of medicine would have a high level of: 

A) attractiveness 

B) likeability 

C) expertise 

D) personality 

Answer:  C

226) In terms of source characteristics, which type of spokesperson normally scores well in terms of trustworthiness, believability, persuasiveness, and likeability? 

A) CEOs 

B) experts 

C) typical persons 

D) celebrities 

Answer:  D

227) A danger of using celebrities as spokespersons is that their endorsement of too many products tarnishes: 

A) credibility 

B) likeability 

C) expertise 

D) attractiveness 

Answer:  A

228) A danger of using a CEO or other prominent official of a corporation, is the that person may not possess the source characteristics of: 

A) trustworthiness and expertise 

B) attractiveness and likeability 

C) credibility and expertise 

D) likeability and trustworthiness 

Answer:  B

229) Using typical persons and CEOs as spokespeople in ads are difficult because: 

A) the individuals are often perceived as not being credible 

B) do not have a high level of expertise 

C) they are not professional actors so they are more difficult to work with 

D) they are not physically attractive 

Answer:  C

230) In creating an advertisement, the process begins with: 

A) the leverage point 

B) choosing the message strategy 

C) choosing the appeal 

D) the creative brief 

Answer:  D

231) In creating an advertisement, the creative begins with the creative brief. From the creative brief, the creative should: 

A) develop a means-end chain 

B) choose a spokesperson or decide if one will be used 

C) choose an appropriate message strategy 

D) decide on the ad execution 

Answer:  A

232) The following are basic principles of effective advertising, except: 

A) visual consistency 

B) unique tag lines 

C) consistent positioning 

D) simplicity 

Answer:  B

233) Visual consistency is important in developing effective advertisements because: 

A) of the high cost of producing new ads 

B) it creates a higher level of brand equity 

C) buyers, whether consumers or businesses, spend very little time viewing or listening to ads 

D) it maintains ad consistency 

Answer:  C

234) Of the following principles used in developing effective advertisements, which helps viewers move the advertising message from short-term memory to long-term memory? 

A) simplicity 

B) consistent positioning 

C) identifiable selling point 

D) visual consistency 

Answer:  D

235) The duration of an advertising campaign is affected by: 

A) both the reach and frequency of the campaign 

B) the reach of the campaign, but not the frequency 

C) the frequency of the campaign, but not the reach 

D) neither the reach or frequency of the campaign 

Answer:  A

236) Typical ad campaigns last: 

A) less than a month 

B) one to two months 

C) approximately six months 

D) six months to a year 

Answer:  C

237) "The Few. The Proud. The Marines" used in every Marine ad demonstrates: 

A) an identifiable selling point 

B) credibility 

C) campaign duration 

D) repeated tagline 

Answer:  D

238) Visual consistency combined with which feature can be a powerful approach to building effective advertising campaigns? 

A) campaign duration 

B) simplicity 

C) repeated taglines 

D) identifiable selling point 

Answer:  C

239) Which help(s) consumers tie an advertisement into their current knowledge structure nodes and cognitive maps that already exist in their minds? 

A) taglines 

B) an identifiable selling point 

C) simplicity 

D) brand equity 

Answer:  A

240) The principle of simplicity should be carefully applied to Internet advertising primarily because of the: 

A) educational level of Internet users 

B) load time for web pages 

C) importance of creating a uniform look 

D) importance of using only one identifiable selling point 

Answer:  B

241) In beating ad clutter, repetition can increase brand and ad recall, except when: 

A) the ads are put into different media 

B) competing ads are present 

C) a celebrity spokesperson is used 

D) the ad uses a fantasy executional framework 

Answer:  B

242) Repeating the same ad does not always work, which has led advertisers to take advantage of the principle of variability theory. That means brand and ad recall are increased because the ad: 

A) has several identifiable selling points 

B) is seen by consumers in different environments 

C) uses the same tagline in every venue 

D) uses a typical person spokesperson 

Answer:  B

243) Adam remembered the advertising for John Deere lawn tractors because in one ad the person driving the tractor was a female wearing an attractive bikini, in another it was of a mother with two kids playing in a yard, and in a third of a man in a business suit. In this example, Adams' recall of the ad and encoding of the John Deere name into his cognitive map was enhanced by the concept of: 

A) identifiable selling point 

B) campaign duration 

C) variability theory 

D) source credibility 

Answer:  C

244) Name the five major forms of cognitive strategies. 

Answer:  
1.
Generic 

2.
Preemptive 

3.
Unique selling proposition 

4.
Hyperbole 

5.
Comparative 

245) What are the advantages and disadvantages of comparative ads? 

Answer: 
The advantages are they capture attention and are remembered. 
The disadvantages are they are less believable and can foster negative attitudes. 

246) What are the two types of affective message strategies? Define both. 

Answer: 
 1.
Resonance advertising connects the product with the consumer's experiences in order to build bonds. 

2.
Emotional advertising ties emotions to product recall and choice. 

247) What are the two types of conative message strategies? Define both. 

Answer:  
1.
Action-inducing ads lead directly to behaviors, such as impulse buys. 

2.
Promotional support ads work in combination with other promotional efforts. 

248) Name the executional frameworks advertisers can utilize. 

Answer:
∙
Animation 

∙
Slice-of-life 

∙
Dramatization 

∙
Testimonial 

∙
Authoritative 

∙
Demonstration 

∙
Fantasy 

∙
Informative 

249) What is the difference between slice-of-life and dramatization? 

Answer:  
Dramatization is more intense. 

250) Name the ways to present claims in authoritative ads. 

Answer:  
∙
Experts 

∙
Scientific or survey evidence 

∙
Endorsements by independent organizations 

∙
Satisfied customers 

251) What four types of sources or spokespersons can advertisers utilize? 

Answer:  
∙
Celebrities 

∙
CEOs 

∙
Experts 

∙
Typical persons 

252) What are the principles of effective advertising? 

Answer:  
∙
Visual consistency 

∙
Campaign duration 

∙
Repeated taglines 

∙
Consistent positioning 

∙
Simplicity 

∙
Identifiable selling point 
1 .  Name the three types of message tactics that are used to generate marketing communications. 

2 .  What types of products or services best match cognitive message tactics? List the ﬁve types of cognitive tactics. 

3 . When will an affective message tactic be most effective? Give an example of one. 

4 . What is the primary goal of a conative message tactic? 

5 . How is an executional framework different from a message appeal? How are they related? 

6 . How are slice-of-life and dramatization executional frame-works similar? How are they different? 

7 . How are authoritative and informational executional frame-works similar? How are they different? 

8 . What types of testimonials can advertisers use? Give an example of each.  
9 . What kinds of products or services are best suited to fantasy-based executional frameworks? What products or services are poor candidates for fantasies? 

10. Identify the four main types of sources or spokespersons. What are the advantages and disadvantages of each? 

11.  List the ﬁve key criteria used when selecting a  spokesperson. 

12. What are the three aspects of consistency in marketing communications?

13. What are the ﬁve steps in the print-based production process?

14. What are the three steps in the broadcast-based production process?
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