Chapter 8   Traditional Media Channels

1) M & M's primary spokespersons are animated figures. 

Answer:  TRUE

2) A media strategy is the process of analyzing and choosing media for an advertising and promotions campaign. 

Answer:  TRUE

3) A radio listener usually tunes into only three of the many stations that are available in a given area. 

Answer:  TRUE

4) Client budgets for advertising have not kept up with inflation.

Answer:  TRUE

5) Account executives and media buyers face stronger demands for results and accountability for expenditures on advertising.

Answer:  TRUE

6) Media planning begins with a careful analysis of the competition. 

Answer:  FALSE

7) A marketing analysis is a comprehensive review of a company's fundamental marketing program. 

Answer:  TRUE

8) An advertising analysis is a comprehensive review of a company's fundamental marketing program. 

Answer:  FALSE

9) The media strategy, media schedule, justification, and summary are components of a media planning strategy. 

Answer:  TRUE

10) A media planner formulates a media program stating where and when to place advertisements. 

Answer:  TRUE

11) Part of a media planner's job is to gather facts about various media. 

Answer:  TRUE

12) Power has shifted recently and more power is now held by the creative side of the agency than by the media planning and buying side of the agency. 

Answer:  FALSE

13) Media planning now drives much of the strategic planning process as advertising and marketing campaigns are developed. 

Answer:  TRUE

14) A media buyer's job is to purchase space as well as to negotiate rates, times, and schedules for ads. 

Answer:  TRUE

15) The person who buys space and also negotiates rates, times, and schedules for ads is normally the creative. 

Answer:  FALSE

16) The size of the advertising agency or media buying firm has an impact on the rates that a company will pay for media time and space. 

Answer:  FALSE

17) A spot ad is an advertisement that is placed in a specific spot in the ad rotation in an ad series. 

Answer:  FALSE

18) Reach is the number of people, households, or businesses in a target market that are exposed to a message at least once during a given time period. 

Answer:  TRUE

19) Frequency is the average number of times an individual, household, or business in a target market is exposed to a message during a given time period. 

Answer:  TRUE

20) In terms of reach and frequency, the time period usually used for measurement purposes is four months. 

Answer:  FALSE

21) Ads placed on CSI Miami each week for three months offer the opportunity for greater frequency as compared to placing an advertisement on the Super Bowl. 

Answer:  TRUE

22) Reach and frequency are, in essence, the same thing, because they show how many people saw an advertisement over a given time period. 

Answer:  FALSE

23) Effective frequency measures of the impact or intensity of a media plan. 

Answer:  FALSE

24) The number of cumulative exposures achieved in given time period is called opportunities to see (OTS). 

Answer:  TRUE

25) If three advertisements are placed on a weekly television show for six weeks, the number of OTS is 18. 

Answer:  TRUE

26) Gross rating points are a measure of the impact or intensity of a media plan. 

Answer:  TRUE

27) Gross rating points are measured by multiplying ratings times frequency. 

Answer:  FALSE

28) CPM (cost per thousand) measures the length of time an advertisement runs. 

Answer:  FALSE

29) If it costs $300,000 to place an advertisement on a television show that has an audience of 15,000,000, then the CPM (cost per thousand) would be $20.00. 

Answer:  TRUE

30) CPRP stands for cost per rating point, which is a relative measure of the efficiency of a media vehicle relative to a firm's target market. 

Answer:  TRUE

31) Rating points are a measure of the impact or intensity of a media plan. 

Answer:  FALSE

32) Continuity is the exposure pattern or schedule used in an advertising campaign. 

Answer:  TRUE

33) A continuous budgeting plan of advertising for a perfume would include ads throughout the entire year with extra ads during special times, such as Christmas, Valentine's Day, and Mother's Day. 

Answer:  FALSE

34) A pulsating budget schedule means there is a level pulse of advertisements shown all year. 

Answer:  FALSE

35) A pulsating budget plan of advertising for a perfume would have ads just during specific times of the year, with none during the reminder of the year. 

Answer:  FALSE

36) A flighting, or discontinuous, budgeting plan of advertising for a perfume would include ads throughout the entire year with extra ads during Christmas, Valentine's Day, and Mother's Day. 

Answer:  FALSE

37) Gross impressions are a measure of the impact or intensity of a media plan. 

Answer:  FALSE

38) If 100,000 people are exposed to an advertisement, the total gross impressions are 100,000 regardless of whether the people actually closely watched the ad or not. 

Answer:  TRUE

39) The three-exposure hypothesis suggests that a buyer who is actively looking for a new CD player would need to evaluate advertisements for three different players before making a choice. 

Answer:  FALSE

40) Three-exposure hypothesis states that consumers have selective attention processes as they consider advertisements. 

Answer:  FALSE

41) Effective frequency is the number of times a target audience must be exposed to a message to achieve a specific objective. 

Answer:  TRUE

42) Effective reach is the percentage of an audience that must be exposed to a message to achieve a specific objective. 

Answer:  TRUE

43) If the objective of an advertising campaign is to increase brand recall, then reach is more important than frequency. 

Answer:  FALSE

44) In general, an advertising campaign featuring ads in two or more different types of media has a greater effective reach than a campaign with the same number of total ads, but using only one medium 

Answer:  TRUE

45) Recency theory is based on the concept of intrusion value. 

Answer:  FALSE

46) Intrusion value is the ability of media or an advertisement to capture a viewer without his or her voluntary attention. 

Answer:  TRUE

47) Recency theory suggests a person must see an advertisement three times before it will have an effect. 

Answer:  FALSE

48) Recency theory suggests that it is a waste of money when ads reach either individuals or a business that does not need a particular product or do not have an interest in the product. 

Answer:  TRUE

49) Recency theory would suggest that in terms of media strategy it is better to maximize frequency rather than reach. 

Answer:  FALSE

50) In the business-to-business arena, applying recency theory means that ads should appear in a number of outlets rather than a series of ads in one trade journal. 

Answer:  TRUE

51) Television offers advertisers the most extensive coverage and highest reach of any media. 

Answer:  TRUE

52) Television has the advantage of intrusion value. 

Answer:  TRUE

53) One major advantage to television is the lack of clutter as compared to other media. 

Answer:  FALSE

54) Many television shows average 12 minutes of commercials per half hour of programming. 

Answer:  TRUE

55) In a sequence of television commercials, advertisements placed at the beginning of the sequence have the best recall. Ads in the middle and end of the sequence have very little impact. 

Answer:  FALSE

56) The rating of a television show is measured by dividing the number of households tuned into a particular program by the number of households with a television turned on. 

Answer:  FALSE

57) A rating of 11.5 means that 11.5 percent of all televisions in the United States are tuned into that particular program. 

Answer:  TRUE

58) In terms of a TV ratings, a share of 9.3 means that 9.3 percent of the television that are turned on were tuned into a particular program. 

Answer:  TRUE

59) Nielsen ratings are used to establish rates for television advertisements. 

Answer:  TRUE

60) Media planners utilize spot TV purchases because of the high cost of national ad time and because 75 to 80 percent of prime-time slots are sold during the spring, shortly after they go on the market. 

Answer:  TRUE

61) The brand development index (BDI) is a measure of a market's percentage of sales of a particular brand divided by that market's share of the total U.S. households. 

Answer:  TRUE

62) The category development index (CDI) is a measure of a market's percentage of sales of a particular brand divided by that market's share of the total U.S. households. 

Answer:  FALSE

63) If the brand development index (BDI) for a particular brand in a selected market is 68 and the category development index (CDI) for that same market is 140, it would indicate that the brand's market share is weak in comparison to the sales of the product category. 

Answer:  TRUE

64) One reason business advertisers are using television is that it has become more difficult to reach members of the business buying center through traditional business outlets, such as trade journals. 

Answer:  TRUE

65) Radio advertising offers the advantage of having definable target markets based on the radio stations' format. 

Answer:  TRUE

66) Radio is less likely to be a viable marketing alternative for Hispanic-Americans, who do not listen as often. 

Answer:  FALSE

67) Radio has the advantage of intimacy, where the DJ talks directly to the listener. 

Answer:  TRUE

68) Television is more mobile than radio, giving it better reach. 

Answer:  FALSE

69) Radio is a viable medium for business-to-business ads because it can reach businesspeople while in transit to work and during office hours if they have the radio on at work.  

Answer:  TRUE

70) Outdoor advertising is more than the use of billboards. 

Answer:  TRUE

71) Outdoor advertising has changed dramatically with the development of new technologies, such as global positioning systems, wireless communications, and digital display technology. 

Answer:  TRUE

72) For local companies, billboards are an excellent advertising medium because primarily local audiences see the message. 

Answer:  TRUE

73) Billboard advertising normally has a very low CPM (cost per thousand exposures). 

Answer:  TRUE

74) A major drawback of outdoor advertising is the short exposure time. 

Answer:  TRUE

75) To counter the short exposure time of billboards and to take advantage of traffic jams, a rising area of outdoor advertising is the use of ads on the sides of city buses. 

Answer:  FALSE

76) Outdoor ads provide limited opportunities for creativity, because ads must be relative short. 

Answer:  TRUE

77) The largest category of expenditures on outdoor advertising is for local services and amusements.

Answer:  TRUE

78) According to one study, the average return on advertising is greater for magazines than the average return for all other media

Answer:  TRUE

79) One of the major advantages of magazines is the ability to advertise to specific target markets. 

Answer:  TRUE

80) One of the key advantages of magazine advertisements is the short lead-time available, allowing the advertiser to react to current events. 

Answer:  FALSE

81) One major disadvantage facing magazine advertisers is a decline in magazine readership. 

Answer:  TRUE

82) Retailers rely heavily on newspaper advertising because it offers geographic selectivity. 

Answer:  TRUE

83) Newspapers are an excellent advertising medium for local companies. 

Answer:  TRUE

84) Newspapers offer the best quality color print reproduction. 

Answer:  FALSE

85) In terms of advertising, newspapers tend to have a short life.

Answer:  TRUE

86) Newspapers tend to have a high level of credibility with consumers.

Answer:  TRUE

87) In terms of advertising expenditures by media, apparel companies spend the most on television advertising.

Answer:  FALSE

88) In terms of advertising expenditures by media, automotive companies tend to spend the most on television advertising.

Answer:  TRUE

89) In terms of the media mix, retailers tend to spend the most on newspaper advertising. 

Answer:  TRUE

90) In terms of the media mix, restaurants tend to spend the most on outdoor advertising. 

Answer:  FALSE

91) The media multiplier effect refers to the combined impact of using two or more media is stronger than using either medium alone. 

Answer:  TRUE

92) Identifying the difference between consumer ads and business-to-business ads is becoming more difficult, especially in television, outdoor, and Internet ads. 

Answer:  TRUE

93) The number one media used for business-to-business advertising is now television. 

Answer:  FALSE

94) Ads in trade journals and other media have a better chance of being noticed by members of the buying center if the firm is either in a straight rebuy or a modified rebuy situation. 

Answer:  FALSE

95) In business-to-business advertising, the majority of advertising dollars goes to print media and especially to magazines, both trade and business-related magazines. 

Answer:  TRUE

96) Many of the goals of business-to-business advertisements are the same as those devoted to consumers. 

Answer:  TRUE

97) In Europe print media (magazines and newspapers) are the best way to reach consumers, while in Japan television is the most effective medium. 

Answer:  TRUE

98) Advertising in international markets is largely the same as in domestic markets because of globalization of the world. 

Answer:  FALSE

99) While many tactics used to develop advertising campaigns in the United States apply to international advertising, differences do exist in terms of the nature of the target market, media preferences, and the processes used to buy media time and space. 

Answer:  TRUE

100) Which form of spokesperson is used by M & M's? 

A) celebrity 

B) CEO 

C) animated figures 

D) real person 

Answer:  C

101) Which medium has long been the staple for M & M's advertising? 

A) television 

B) magazine 

C) radio 

D) newspaper 

Answer:  A

102) A media strategy is the process of: 

A) investigating the media usage of a product's target market 

B) analyzing and choosing media for an advertising and promotions campaign 

C) selecting the outlets of each media that will be used for an advertising campaign 

D) choosing the proper appeal, message, strategy, and execution 

Answer:  B

103) A media plan begins with: 

A) a careful analysis of the target market 

B) a trend analysis 

C) an examination of the competition 

D) a statement about the media mix 

Answer:  A

104) The part of the media plan that reviews the fundamental marketing program is a(n): 

A) marketing analysis 

B) advertising analysis 

C) media strategy 

D) media mix 

Answer:  A

105) The part of the media plan that spells out the media to be used and creative considerations is the: 

A) marketing analysis 

B) advertising analysis 

C) media strategy 

D) media mix 

Answer:  C

106) The part of the media plan that notes when and where ads will appear is the: 

A) marketing analysis 

B) advertising analysis 

C) media strategy 

D) media schedule 

Answer:  D

107) The part of the media plan that states measures of goal achievements and the rationale for choices is the: 

A) marketing analysis 

B) advertising analysis 

C) media strategy 

D) justification and summary 

Answer:  D

108) Which individual formulates a plan as to where and when ads should run? 

A) the creative 

B) the media planner 

C) the media buyer 

D) the client 

Answer:  B

109) The issue of accountability for advertising results combined with the need to create a "return on investment" of marketing dollars had led to a shift of power to the: 

A) creative side of the agency 

B) account side of the agency 

C) media planning and buying side of the agency 

D) client 

Answer:  C

110) Marketing experts at companies such as Procter & Gamble and Unilever consider which activity to the heart of a communications strategy? 

A) media planning 

B) creative design 

C) appeal selection 

D) marketing strategy 

Answer:  A

111) Conducting research that matches the product to the media and the target market is the primary task of the: 

A) creative 

B) media planner 

C) media buyer 

D) client company 

Answer:  B

112) Which individual decided S.O.S Shop Pads should be advertised in magazines, because of the characteristics of the women who buy and use them? 

A) the creative 

B) the media planner 

C) the media buyer 

D) the client 

Answer:  B

113) The individual that negotiates rates for space on billboards and in magazines is the: 

A) creative 

B) media planner 

C) media buyer 

D) client 

Answer:  C

114) What is the relationship between the size of an ad agency and the price it pays for spots on television or radio? 

A) the bigger the company, the more that will be paid for advertising 

B) the bigger the company, the less that will be paid for advertising 

C) medium-sized companies get the best deal 

D) there is no consistent relationship 

Answer:  D

115) Effectiveness in buying media time and space is dependent on each of the following factors, except: 

A) agency culture and track record 

B) relationship between the agency and the medium's sales representative 

C) size of the agency 

D) creativity of the media buyer 

Answer:  C

116) A spot ad is: 

A) a one time placement of an ad on a local television station 

B) one that is placed in a specific location in an ad sequence 

C) the placement of an ad series on a specific television show 

D) a one time placement of an ad on cable television 

Answer:  A

117) The number of people, households, or businesses in a target market who are exposed to a media vehicle or message schedule at least once during a given time period is: 

A) reach 

B) frequency 

C) demographics 

D) impressions 

Answer:  A

118) Reach is: 

A) the number of people, households, or businesses who are exposed to a media vehicle or message schedule at least once during a given time period 

B) the number of people who place a particular brand into their evoked sets 

C) the number of people who purchase a product in a given time period 

D) the number of people who use a certain medium in a four week time period 

Answer:  A

119) In terms of measuring reach and frequency, the typical time period is: 

A) one week 

B) four weeks 

C) eight weeks 

D) one year 

Answer:  B

120) The average number of times an individual, household, or business in a target market is exposed to an advertisement during a specific time period is: 

A) reach 

B) frequency 

C) demographics 

D) impressions 

Answer:  B

121) Frequency is the: 

A) number of people, households, or businesses who are exposed to a media vehicle or message schedule at least once during a given time period 

B) number of people who place a particular brand into their evoked sets 

C) number of people who purchase the product 

D) average number of times an individual, household, or business in a target market is exposed to an advertisement during a specific time period 

Answer:  D

122) Among the following ad campaigns, frequency would be highest for: 

A) six 15-second television spots 

B) one 45-second spot 

C) five 30-second spot 

D) four 15-second spots 

Answer:  A

123) A company seeking to build brand awareness through repeated exposures to the same ads is using the concept of high: 

A) frequency 

B) continuity 

C) exposure 

D) reach 

Answer:  A

124) OTS stands for: 

A) outstanding test series 

B) overview of theory sequence 

C) opportunity to see 

D) oldest time score 

Answer:  C

125) In media planning, instead of frequency, which is the commonly used measure? 

A) reach 

B) opportunity to see (OTS) 

C) gross rating points (GRP) 

D) cost per thousand (CPM) 

Answer:  B

126) If an advertisement is placed in three different places in Glamour and run for five issues, the number of opportunities to see (OTS) would be: 

A) 3 

B) 5 

C) 15 

D) depend on the gross rating points for Glamour 

Answer:  C

127) The cumulative exposures achieved in a given time period is called: 

A) cost per thousand (CPM) 

B) gross rating points (GRP) 

C) opportunities to see (OTS) 

D) reach and frequency 

Answer:  C

128) A measure of the impact or intensity of a media plan is: 

A) cost per thousand (CPM) 

B) gross rating points (GRP) 

C) opportunities to see (OTS) 

D) reach and frequency 

Answer:  B

129) Multiplying a vehicle's rating times the number of insertions for an advertisement calculates the: 

A) cost per thousand (CPM) 

B) gross rating points (GRP) 

C) opportunities to see (OTS) 

D) reach and frequency 

Answer:  B

130) Multiplying a vehicle's rating times opportunities to see (OTS) for an advertisement calculates the: 

A) cost per thousand (CPM) 

B) gross rating points (GRP) 

C) cost per rating point (CPRP) 

D) frequency 

Answer:  B

131) If an advertisement appears on ER three times and ER has a Nielsen rating of 12.3, the gross rating points (GRP) would be: 

A) 4.1 

B) 12.3 

C) 36.9 

D) there is not enough information to calculate the GRP 

Answer:  C

132) CPM stands for: 

A) cost per thousand 

B) cost per million 

C) cost of permission marketing 

D) choice of premium method 

Answer:  A

133) The dollar cost of reaching 1,000 members of a media vehicle's audience is the: 

A) cost per thousand (CPM) 

B) gross rating points (GRP) 

C) cost of per million 

D) effective reach 

Answer:  A

134) If the CPM for National Geographic is $16.44, it means it will cost $16.44 to reach: 

A) the selected target audience 

B) one thousand readers 

C) 1644 readers 

D) one million readers 

Answer:  B

135) If the cost for a 4-color print ad is $150,000 and the magazine has 3,000,000 million readers, the CPM would be: 

A) $50.00 

B) $500.00 

C) $20.00 

D) cannot be determined from the information given 

Answer:  A

136) CPRP stands for: 

A) cost per rotation program 

B) closest programmed ratings plan 

C) cost per rating point 

D) cumulative program for ratings points 

Answer:  C

137) Which of the following is a relative measure of the efficiency of a media vehicle relative to a firm's target market? 

A) gross rating points (GRPP) 

B) opportunities to see (OTS) 

C) gross impressions 

D) cost per rating point (CPRP) 

Answer:  D

138) Cost per rating point (CPRP) is the: 

A) number of people, households, or businesses who are exposed to a media vehicle or message schedule at least once during a given time period 

B) measure of the impact or intensity of a media plan 

C) relative measure of the efficiency of a media vehicle relative to a firm's target market 

D) average number of times an individual, household, or business in a target market is exposed to an advertisement during a specific time period 

Answer:  C

139) Cost per rating point (CPRP) is calculated as: 

A) cost of media buy divided by the vehicle's rating 

B) cost of the media buy multiplied by the number of viewers 

C) ratings divided by gross exposures 

D) cost of media buy divided by gross exposures 

Answer:  A

140) If an advertisement costs $200,000, the number of viewers is 2,000,000, and the rating is 2.0, then the cost per rating point (CPRP) is: 

A) $100 

B) $1,000 

C) $10,000 

D) $100,000 

Answer:  D

141) The technique designed to find out an advertisement's cost in reaching a particular product's target market is called: 

A) effective frequency 

B) target reach 

C) weighted or demographic CPM 

D) cost per rating point 

Answer:  C

142) If a magazine ad costs $500,000, total readership is 20,000,000, but only 2,000,000 fit the advertiser's target profile, the weighted (or demographic) cost per thousand (CPM) would be: 

A) $25 

B) $250 

C) $2,500 

D) $10 

Answer:  B

143) The exposure pattern or schedule used in an ad campaign is called: 

A) continuity 

B) discontinuity campaign 

C) reach 

D) frequency 

Answer:  A

144) Using media time in a steady stream throughout an entire year is which type of media budget schedule? 

A) continuous 

B) pulsating 

C) flighting, or discontinuous

D) frequency 

Answer:  A

145) A company that manufactures washing machines is most likely to invest in a(n): 

A) continuous campaign 

B) flighting, or discontinuous, campaign 

C) reach campaign 

D) pulsating campaign 

Answer:  A

146) The media budget schedule that maintains some minimal level of advertising at all times during the year, but increases advertising at periodic intervals is: 

A) continuous 

B) gross impressions 

C) pulsating 

D) flighting, or discontinuous 

Answer:  C

147) A company that advertises some all year round, but more during the holidays is using: 

A) a continuous campaign 

B) gross impressions 

C) a pulsating campaign 

D) a flighting (or discontinuous) campaign 

Answer:  C

148) When advertisements are used at special intervals with none in-between, which media budgeting method is being used? 

A) continuous 

B) gross impressions 

C) pulsating 

D) flighting, or discontinuous

Answer:  D

149) A summer camp with horse-riding trails is only open from March to September would tend to budget media using which type of schedule? 

A) continuous 

B) reach-based 

C) pulsating 

D) flighting, or discontinuous

Answer:  D

150) Gross impressions are: 

A) the total exposures of an audience to an advertisement 

B) calculated considering the percentage of a total audience who viewed an ad 

C) viewer reactions to the ad 

D) viewer loyalty to the medium 

Answer:  A

151) Five advertisements placed in a newspaper during a four-week period with a readership of 10,000 would create how many gross impressions? 

A) 10,000 

B) 40,000 

C) 50,000 

D) gross impressions can't be calculated with the information provided 

Answer:  C

152) The three-exposure hypothesis states that: 

A) ads in three different media need to be used to have the maximum impact 

B) three exposures to an ad is sufficient to be effective 

C) a minimum of three exposures to an ad is necessary to be effective 

D) three exposures to an ad will only work if the person viewing the ad is in the market for that particular product 

Answer:  B

153) Many advertisers doubt the three-exposure hypothesis primarily because of: 

A) the number of media now available to advertisers has increased substantially 

B) ad clutter 

C) the power of the Internet 

D) the synergistic effect of using multiple media in an advertising campaign 

Answer:  B

154) Effective frequency refers to the: 

A) number of times a target audience must be exposed to an ad for it to be effective 

B) percentage of the audience that must be exposed to an ad to achieve an objective 

C) percentage of the audience that has seen the ad a minimum of three times 

D) degree of selective attention given by the target audience relative to the objective 

Answer:  A

155) The number of times a target audience must be exposed to a message to achieve a particular objective is called: 

A) gross rating points 

B) effective reach 

C) effective frequency 

D) opportunities to see (OTS) 

Answer:  C

156) Effective reach refers to the: 

A) number of times a target audience must be exposed to an ad for it to be effective 

B) percentage of the audience that must be exposed to an ad to achieve an objective 

C) percentage of the audience that has seen the ad a minimum of three times 

D) degree of selective attention given by the target audience relative to the objective 

Answer:  B

157) The percentage of a target audience must be exposed to a message to achieve a particular objective is called: 

A) gross rating points 

B) effective reach 

C) effective frequency 

D) opportunities to see (OTS) 

Answer:  B

158) If effective reach and/or effective frequency are too high: 

A) the company needs a larger advertising budget 

B) the company spent all of its advertising budget 

C) some of the company's budget may be wasted on extra exposures 

D) the company may need to choose additional media for future ads 

Answer:  C

159) If effective reach and/or effective frequency are too low: 

A) the company needs a larger advertising budget 

B) the company has not spent all of its advertising budget 

C) some of the company's budget may be wasted on extra exposures 

D) the company will fail to attain its intended objectives 

Answer:  D

160) If the objective of an advertising campaign is to increase brand recognition, then the emphasis should be on: 

A) the visual presentation of the product and/or logo 

B) a high level of frequency 

C) using persuasive advertising 

D) using an emotional appeal 

Answer:  A

161) If the objective of an advertising campaign is to increase brand recall, then the emphasis should be on: 

A) the characteristics of the target market 

B) a high level of frequency 

C) a high level of reach 

D) both a high level of frequency and a high level of reach 

Answer:  B

162) The traditional three-exposure hypothesis is based on: 

A) selective attention exposure 

B) effective reach and effective frequency 

C) intrusion value 

D) media multiplier effect 

Answer:  C

163) Intrusion value is: 

A) the ability of an ad to capture a viewer's attention without his or her voluntary attention 

B) the degree to which an ad is involuntarily recalled 

C) the perception that an ad was effective 

D) using separate attention process 

Answer:  A

164) Recency theory is based on: 

A) the concept that the last ad a person sees has the greatest impact 

B) three exposures to an ad are necessary for the ad to be effective 

C) the concept of intrusion value 

D) consumers having selective attention processes 

Answer:  D

165) Recency theory would suggest that a member in a buying center about ready to purchase a copier has: 

A) to see at least three ads for copier machines before it is noticed 

B) an intrusion threshold for copier ads 

C) selective attention to copier ads 

D) high interest in copier ads on a year-round basis

Answer:  C

166) According to which of the principles below, one ad exposure is enough to affect an audience when that person or business needs the product or has an interest in the product? 

A) three-hypothesis theory 

B) recency theory 

C) the media multiplier effect 

D) the intrusion value concept 

Answer:  B

167) Wyatt never noticed ads about jewelry until he started thinking about asking Arianna to marry him. Now every ad for jewelry catches his attention. This is an example of:

A) intrusion value

B) media multiplier effect

C) recency theory

D) three-exposure hypothesis

Answer:  C

168) Based on recency theory, the best media strategy for a firm advertising lawn mowers would be to:

A) place an ad in  few media, but use a high frequency level

B) maximize reach through using multiple media and multiple outlets

C) maximize frequency through using just a few media outlets

D) utilize broadcast media that offer the lowest CPM

Answer:  B

169) Television offers the following advantages, except: 

A) high reach 

B) high frequency potential 

C) low cost per contact 

D) narrowly defined target markets 

Answer:  D

170) Television offers the following advantages, except: 

A) low cost

B) quality creative opportunities 

C) high frequency potential 

D) high intrusion value 

Answer:  A

171) The following are disadvantages of television, except: 

A) greater clutter 

B) high cost per contact 

C) channel surfing during commercials 

D) low recall due to clutter 

Answer:  B

172) Which of these media offers the most extensive coverage and the highest reach? 

A) radio 

B) newspapers 

C) television 

D) the Internet 

Answer:  C

173) An advertisement on television will have the biggest impact: 

A) at the beginning or end of a set of ads 

B) in the middle of a set of ads 

C) during an infomercial 

D) when the ad is 15 seconds rather than 30 or 45 

Answer:  A

174) Most television ads (69 percent) are: 

A) 15-second spots 

B) 30-second spots 

C) 45-second spots 

D) 60-second spots 

Answer:  B

175) Which medium is least able to accommodate a local company at a low cost? 

A) newspaper 

B) radio 

C) television 

D) billboard 

Answer:  C

176) The number of households turned to a program divided by the total number of households in the United States calculates a television program's: 

A) rating 

B) recall 

C) relevance 

D) reach 

Answer:  A

177) Ratings measure the: 

A) relative efficiency of a media vehicle in hitting a target market 

B) percentage of a households tuned into a particular television show or viewing a medium such as a magazine 

C) quality of the vehicle relative to its promotional impact 

D) degree of clutter on a given night 

Answer:  B

178) A Nielsen rating of 15.3 for a CSI television show means: 

A) 15 percent of all televisions

B) of the televisions that were turned on in the U.S., 15.3 percent were tuned to the CSI show

C) 15.3 percent of all television in the U.S. were tuned to the CSI show 

D) of those watching the CSI show, 15.3 percent matched the advertisers target market

Answer:  C

179) Television advertising rates are primarily determined by: 

A) Nielsen ratings 

B) television share 

C) frequency and reach 

D) GRPs 

Answer:  A

180) The number of households turned to a program divided by the total number of households with a television turned on calculates: 

A) rating 

B) recall 

C) share 

D) frequency 

Answer:  C

181) 1.6 percent of Campbell's Soups sales occur in Chicago, the category sales of soup in Chicago is 1.2 percent, and Chicago represents 0.8 percent of the total population. The brand development index for Campbell's Soups is: 

A) 200 

B) 150 

C) 133 

D) 50 

Answer:  A

182) 1.6 percent of Campbell's Soups sales occur in Chicago, the category sales of soup in Chicago is 1.2 percent, and that Chicago represents 0.8 percent of the total population. The category development index for Campbell's Soups is: 

A) 200 

B) 150 

C) 133 

D) 50 

Answer:  B

183) Business-to-business advertisers use television for each of the following reasons, except: 

A) it is becoming more difficult to reach members of the buying center and they do watch television 

B) increased clutter in trade journals and traditional business outlets 

C) business advertisements now use less emotional appeals 

D) a strong brand name is a growing factor in business purchases 

Answer:  C

184) The following are advantages of using radio, except: 

A) low production costs 

B) flexibility 

C) long exposure time 

D) intimacy 

Answer:  C

185) The following are advantages of using radio, except: 

A) high segmentation potential 

B) flexibility in making new ads 

C) able to modify ads to local conditions 

D) easy national purchase procedures 

Answer:  D

186) Of the following, the medium that offers the most effective form of a one-on-one message by the spokesperson in the ad is: 

A) radio 

B) newspaper 

C) magazine 

D) outdoor 

Answer:  A

187) The primary advantage radio has that is not available in the other mass media outlets is: 

A) low cost per contact 

B) intimacy 

C) long exposure duration 

D) highly targeted market segmentation 

Answer:  B

188) Outdoor advertising has changed dramatically through each of the following technologies, except: 

A) global positioning systems 

B) wireless communications 

C) digital printing technology 

D) digital display technology 

Answer:  C

189) The following are advantages of outdoor advertising, except: 

A) low cost per impression 

B) broad reach 

C) short lead time to develop ads 

D) accessible for local ads 

Answer:  C

190) The following are disadvantages of outdoor advertising, except: 

A) short exposure time 

B) high cost per impression 

C) brief message duration 

D) little segmentation possible 

Answer:  B

191) To counter the short exposure time and to take advantage of traffic jams in major cities, a new outdoor advertising methodology that has grown in popularity is: 

A) LED billboards 

B) global positioning systems 

C) mobile billboards 

D) urban billboards 

Answer:  C

192) Which industry spends the most on outdoor advertising?

A) local services, amusements

B) retail

C) beer and wine

D) public transportation, hotels, and resorts

Answer:  A

193) Of the following media, the one that is least able to target specific markets is: 

A) television 

B) radio 

C) magazines 

D) billboards 

Answer:  D

194) Magazines offer each of the following advantages, except: 

A) high level of market segmentation 

B) high level of color quality 

C) long life 

D) short ad lead time 

Answer:  D

195) The media which features the best quality of color in ads is: 

A) magazines 

B) newspapers 

C) billboards 

D) color quality is the same for most print media 

Answer:  A

196) Of the following media, the medium with the greatest or longest life is: 

A) television 

B) radio 

C) magazines 

D) billboards 

Answer:  C

197) The major medium for business-to-business marketing is: 

A) the Internet 

B) trade and business journals 

C) newspapers 

D) television 

Answer:  B

198) Of the following media, the one that requires the longest lead time from ad development to ad appearance is: 

A) the Internet 

B) magazines 

C) newspapers 

D) billboards 

Answer:  B

199) For many smaller local companies, the most viable advertising options include all of the following, except: 

A) newspapers 

B) magazines 

C) billboards 

D) radio 

Answer:  B

200) In terms of media, local retailers tend to spend the most dollars on: 

A) newspaper ads 

B) radio ads 

C) television ads 

D) billboards 

Answer:  A

201) The major reason retailers tend to use newspapers for advertising is that they: 

A) are lower cost compared to the other media 

B) offer geographic selectivity 

C) have a longer life than radio or television 

D) show a preference for local retailers 

Answer:  B

202) Advertising in newspapers offers each of the following advantages, except: 

A) high flexibility 

B) high credibility 

C) long life 

D) longer copy or messages 

Answer:  C

203) Advertising in newspapers has the following disadvantages, except: 

A) poor national procedures 

B) short life span 

C) poor quality reproduction 

D) low credibility 

Answer:  D

204) Of the following advertising media, the one with the highest level of credibility is: 

A) television 

B) radio 

C) newspapers 

D) magazines 

Answer:  C

205) National advertising in newspapers is growing faster than any other category of advertising primarily because of the: 

A) lower cost of newspaper compared to other media 

B) large number of national newspapers 

C) higher level of credibility newspapers offer 

D) Newspaper National Network and Newspaper First, which have been formed to make national buys in an number of newspapers 

Answer:  D

206) In terms of media mix, retailers tend to spend the most (35.4 percent) on: 

A) magazines 

B) newspapers 

C) television 

D) radio 

Answer:  B

207) In terms of media mix, apparel manufacturers tend to spend the most (75.1 percent) on: 

A) magazines 

B) newspapers 

C) television 

D) radio 

Answer:  A

208) In terms of media mix, restaurants tend to spend the most (41.3 percent) on: 

A) magazines 

B) newspapers 

C) television 

D) outdoor 

Answer:  C

209) The media multiplier effect means: 

A) the combined impact of using two or more media is stronger than using either medium alone 

B) the combined effect of television and magazines will increase recall by at least 25% 

C) the use of both trade journals and consumer journals for business-to-business ads will have a greater impact than using either medium alone 

D) that if three different media or used, the combined impact is greater than if only two different media are used 

Answer:  A

210) A Millward Brown study revealed that ad awareness was strongest when consumers were exposed to an ad on television and in a magazine. Awareness was much lower for those who were exposed only to the magazine ad or only to the television ad. This illustrates the concept of:

A) guerilla marketing 

B) media multiplier effect 

C) media synergy effect 

D) media mix phenomena 

Answer:  B

211) Currently, over half of all business advertising dollars are spent:

A) in nonbusiness environments

B) for trade journals

C) for television advertising

D) in alternative media outlets

Answer:  A

212) Business-to-business advertising is: 

A) mostly in newspapers 

B) mostly spent on television 

C) looking more like consumer ads 

D) easier to create because of gatekeepers' screening ads 

Answer:  C

213) One reason for using non-business media to reach business buyers is the difficulty getting through to decision makers, users, and influencers in the buying center. This is especially true in: 

A) straight rebuy situations 

B) modified rebuy situations 

C) new task purchases 

D) both modified rebuy and new task situations 

Answer:  A

214) The recent shift in b-to-b advertising to more non-business media outlets is due to each of the following reasons, except: 

A) business decision makers are also consumers of goods and services 

B) non-business outlets are not as costly and tend to be more effective 

C) difficulty of reaching members of the buying center when they are at work 

D) clutter in traditional business-to-business media 

Answer:  B

215) In terms of business-to-business advertising expenditures, the most dollars are spent on: 

A) television 

B) the Internet 

C) trade journals 

D) business publications 

Answer:  C

216) In business-to-business advertising, as more dollars are shifted to nonbusiness type of media, the amount being spent on:

A) print media has steadily increased

B) trade journals and consumer magazines has steadily increased

C) television, newspapers, and consumer magazines has steadily increased

D) television and radio has steadily increased

Answer:  C

217) The media multiplier effect is also important in the b-to-b advertising. According to research by American Business Media, when businesspeople saw an advertisement in more than one medium it caused:

A) a higher level of brand awareness and brand purchases

B) an increase in sales

C) the company or brand name to become top-choice

D) the company or brand name to become top-of-mind

Answer:  D

218) In Europe, the best way to reach consumers is through: 

A) television

B) print media

C) broadcast media

D) outdoor and radio advertising 

Answer:  B

219) Which is the major advertising tool to reach consumers in Japan? 

A) television 

B) newspapers 

C) magazines 

D) direct mail 

Answer:  A

220) Although there are a large number of media buying agencies throughout the world, nearly 75 percent of all media buying is conducted by:

A) six large global agencies or their holding agencies

B) U.S. agencies

C) European agencies

D) the WPP group

Answer:  A

221) Identify the components of the media plan.

Answer:  
Marketing analysis,
advertising analysis, 
media strategy, 
media schedule, 
and justification and summary.

222) Describe the roles of the media planner and the media buyer. 

Answer:  
The media planner is the individual who formulates the program stating where and when to place advertisements. 
The media buyer is the person who buys the space, negotiates rates, times, and schedules for the ads. 

223) Define reach, frequency, continuity, and gross impressions. 

Answer:  
Reach is the number of people, households, or businesses in a target audience exposed to a media vehicle or message schedule at least one time during a given time period. 
Frequency is the average number of times an individual, household, or business within a target market is exposed to a particular advertisement within a specified time period. 
Continuity is the schedule or pattern of advertisement placements within an advertising campaign period. 
Gross Impressions are the number of exposures of the audience to an advertisement. 

224) What are the primary benefits of television advertising? The primary problems? 

Answer:  
The benefits are: high reach, high frequency potential, low cost per contact, quality creative opportunities, high intrusion value, and segmentation possibilities through cable outlets. 
The problems are: clutter, channel-surfing during commercials, short amount of copy, high cost per ad, and low recall due to clutter. 

225) What are the primary benefits of radio advertising? The primary problems? 

Answer:  
The advantages are: lower cost per spot than television, low production costs, music can match the station's programming, high potential segmentation, flexibility, ability to modify ads to fit local conditions, intimacy with the deejay, creative opportunities, and it is mobile. 
The disadvantages are: short exposure time, low attention, few chances to reach a national audience, and target duplications when several stations in a region use the same format. 

226) What are the primary benefits of outdoor advertising? The primary problems? 

Answer: 
The advantages of outdoor advertising are that it is large and spectacular, key geographic areas can be selected, it's accessible for local ads, low cost per impression, broad reach, and high frequency on commuter routes.
The disadvantages of billboards are: legal limitations, short exposure time, brief messages, little segmentation is possible, and clutter on highly traveled routes. 

227) What are the primary benefits of magazine advertising? The primary problems? 

Answer:  
The advantages of magazines are: high segmentation is possible, the audience is targeted by magazine type, high color quality, the availability of special features such as fold-outs or scratch and sniff, long life, direct response techniques, and they are read during leisure time, giving each ad more attention. 
The disadvantages are: long lead-time before an ad runs, little flexibility, high cost, high clutter, and declining readership of some magazines. 

228) What are the primary benefits of newspaper advertising? The primary problems? 

Answer:  
The advantages of newspapers are: they give higher priority to local advertisers, coupon and special response features, high credibility, strong audience interest among readers, longer copy is possible, flexibility, and advertisers receive cumulative volume discounts.
The disadvantages are: Internet competition, clutter, short life span, poor quality color, a limited audience (over 25), and some poor purchasing procedures. 

229) Name the challenges present in business-to-business media selection and in international media selection. 

Answer:  
The challenges in business-to-business advertising include getting past the gatekeeper, selecting proper media, overcoming clutter, creating attention and interest in ads, identifying target markets, and spending ad money wisely.
The challenges in international markets include finding out how to properly make media buys, media selection to match local audiences, tailoring ads to local communities, overcoming language and cultural barriers, and making sure ads convey the proper message. 
1 . What is a media plan? How does it relate to the creative brief and the overall IMC plan? 

2 . What does a media planner do? 

3 . Describe the role of media buyer in an advertising program.  

4 . What is reach? Give examples of reach in various advertising media. 

5 . What is frequency? How can an advertiser increase frequency in a campaign?
6 . What are gross rating points? What do they measure? 

7 . What is the difference between CPM and CPRP? What costs do they measure? 

8 . What is continuity? 

9 . Describe the three-exposure hypothesis. 

10. How does recency theory differ from the three-exposure hypothesis?

11. What is effective frequency? Effective reach? 

12. What are the major advantages and disadvantages of television advertising? 
13. What are the major advantages and disadvantages of radio advertising?

14.  What are the major advantages and disadvantages of out-of-home advertising? 

15. What are the major advantages and disadvantages of magazine advertising? 

16. What are the major advantages and disadvantages of newspaper advertising? 

17. Is the strong intrusion value of television an advantage? Why or why not?
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