Chapter 13   Public Relations and Sponsorship Programs

1) Buzz and publicity were important components of the success of the Harry Potter series.

Answer:  TRUE

2) The public relations department is the unit in the firm that manages publicity and communications with other groups that are in contact with the company. 

Answer:  TRUE

3) The public relations department is the unit in the firm that manages items such as advertising and consumer promotions. 

Answer:  FALSE

4) Most marketers today support creating a department of communications that would handle all of the marketing as well as public relations activities for a firm. 

Answer:  FALSE

5) A hit is the mention of a company's name in a news story. 

Answer:  TRUE

6) A hit may or may not be a positive news story. 

Answer:  TRUE

7) One of the functions of public relations is to assess the company's reputation. 

Answer:  TRUE

8) One of the functions of public relations is to audit the company's social responsibility and to develop cause-related or other types of programs to enhance the company's social responsibility image. 

Answer:  FALSE

9) One of the functions of public relations is to create positive image-building activities through developing sponsorships and cause-related programs that enhance the company's image. 

Answer:  FALSE

10) A stakeholder is a person or group with a vested interest in an organization's well-being. 

Answer:  TRUE

11) While the overall message to each stakeholder group should be the same, each message should be tailored to meet the different expectations of the various audiences. 

Answer:  TRUE

12) Employees are external stakeholders and owners are internal stakeholders. 

Answer:  FALSE

13) Labor unions and shareholders are internal stakeholders or publics. 

Answer:  TRUE

14) It is easier for the public relations department to access internal stakeholders as opposed to external stakeholders. 

Answer:  TRUE

15) The human resource department plays a vital role in preparing effective internal public relations messages. 

Answer:  TRUE

16) The company has little influence on what external stakeholders should think or say about it. 

Answer:  TRUE

17) The key to managing external stakeholders is for the public relations department to constantly send out positive information about the company to all of the external stakeholder groups. 

Answer:  FALSE

18) The marketing department tends to create contact points with customers and potential customers; the public relations department deals with the other contact points that are created or are unplanned.

Answer:  TRUE

19) Strong corporate and brand names can enhance businesses during good times and protect them during a crisis or when a problem occurs.

Answer:  TRUE

20) Most company leaders do a thorough job of understanding the corporation's reputation. 

Answer:  FALSE

21) Less than half of the companies in the United States have someone assigned to monitor corporate reputation. 

Answer:  TRUE

22) Assessment of a firm's reputation begins with company leaders taking the time to conduct surveys and interviews of what people think of the company. 

Answer:  TRUE

23) Social responsibility is the obligation an organization has to be ethical, accountable, and reactive to the needs of society. 

Answer:  TRUE

24) A code of ethics for a profession or company is one element of a social responsibility program. 

Answer:  TRUE

25) The purpose of a social responsibility audit is to develop a corporate code of ethics and make sure everyone in the organization is aware of the code and is following it. 

Answer:  FALSE

26) Cause-related marketing integrates a marketing program with some type of charity in order to generate good will. 

Answer:  TRUE

27) Cause-related marketing is an internal program working with company employees. 

Answer:  FALSE

28) Approximately two-thirds of consumers said they will switch brands to support a particular cause they care about.

Answer:  TRUE

29) Cause-related marketing can reduce the problem of brand parity by helping consumers feel more loyal to a brand. 

Answer:  TRUE

30) The key to cause-related marketing is to find a cause that resonates with consumers, whether or not that cause matches a particular company's business. 

Answer:  FALSE

31) In choosing a cause-related program, the marketing team should focus on causes that in some manner relate to the company's business. 

Answer:  TRUE

32) Cause-related marketing is important to nonprofit organizations because of increased competition among nonprofits for corporate support.

Answer:  TRUE

33) Green marketing is the development and promotion of products that are environmentally safe. 

Answer:  TRUE

34) Most consumers will buy green products even if the quality is slightly lower. 

Answer:  FALSE

35) While consumers favor green marketing and environmentally-safe products, actual purchases will occur only when all things are considered equal, such as price, quality, convenience, and performance. 

Answer:  TRUE

36) The consumer segment called True Blue Greens are the most likely to buy environmentally safe products. 

Answer:  TRUE

37) In terms of consumer segments, both the True Blue Greens and the Sprouts are heavy users of green products. 

Answer:  FALSE

38) In terms of consumer segments, the Grousers do not care about environmental issues or social issues. 

Answer:  FALSE

39) In deciding on a green marketing or pro-environmental approach, the public relations department should make sure the company's  customers will not be alienated by such an approach. 

Answer:  TRUE

40) While Coca-Cola is involved in pro-environment activities, it does not widely publicize these activities because company leaders believe they will not gain more customers. 

Answer:  FALSE

41) Practically every company actively promotes its environmentally safe products. 

Answer:  FALSE

42) Damage control is reacting to negative events caused by a company error, consumer grievances, or when unjustified or exaggerated negative press appears. 

Answer:  TRUE

43) Damage control is only used when consumers are making unjustified complaints against a company. 

Answer:  FALSE

44) A strong company image that takes years to build may be destroyed in just a few weeks or months if something bad happens.

Answer:  TRUE

45) Proactive prevention strategies for damage control include entitlings, enhancements, and justifications. 

Answer:  FALSE

46) Entitlings are a form of image damage prevention involving claiming responsibility for positive outcomes of events. 

Answer:  TRUE

47) Enhancements is a form of reactive damage control strategy that focuses on the positive aspect of an event that occurs.

Answer:  FALSE

48) Showing a sports star from a team that just won a championship on the cover of a box of Wheaties is an example of using the proactive prevention strategy of enhancements. 

Answer:  FALSE

49) In terms of proactive prevention strategies to prevent negative publicity, enhancements involve the attempt to increase the desirable outcome of an event in the eyes of the public. 

Answer:  TRUE

50) Claiming that a product is low-carb, even when it has a high amount of fat and calories, is an example of using an enhancement strategy. 

Answer:  TRUE

51) Reactive damage control strategies include Internet interventions, crisis management, and impression management techniques. 

Answer:  TRUE

52) Internet interventions are designed to combat negative word-of-mouth communication. 

Answer:  TRUE

53) To spread negative information about a company or brand using the Internet, an individual can utilize e-mail, chat rooms, rogue Web sites, and Internet blogs. 

Answer:  TRUE

54) A crisis does not always have to be negative. It can be an opportunity for a company to improve its position in the market and enhance its image.

Answer:  TRUE

55) Crisis management involves accepting the blame for an event and offering an apology or vigorously defending the company when negative charges have been made. 

Answer:  TRUE

56) In dealing with a negative situation, if company leaders provide information designed to convince others that the company was not responsible for the negative situation, the company is using excuses as a form of impression management. 

Answer:  FALSE

57) In dealing with a negative situation, if company leaders try to convince the public the firm is not responsible and the predicament could not have been foreseen, the company is using excuses are a form of impression management. 

Answer:  TRUE

58) An apology strategy is an impression management technique that is often used by companies in reacting to negative events. 

Answer:  FALSE

59) In using an apology strategy to a crisis situation, the firm must acknowledge its inappropriate behavior and make a commitment not to engage in any further inappropriate behavior. 

Answer:  TRUE

60) If a company uses an apology strategy in a negative crisis situation, it will only work if the public feels the apology is sincere and heartfelt. 

Answer:  TRUE

61) Impression management is the process of making an apology for a mistake. 

Answer:  FALSE

62) An expression of innocence is a form of impression management. 

Answer:  TRUE

63) Sponsorships and event marketing are used by companies to build brand loyalty and to develop positive feelings toward the company.

Answer:  TRUE

64) Sponsorship marketing occurs when a company pays money to sponsor a person or group involved in an activity. 

Answer:  TRUE

65) Sports represent the majority of all sponsorships. 

Answer:  TRUE

66) In terms of expenditures on sponsorships and events, sports is the largest category. The second largest category of expenditures is for the arts.

Answer:  FALSE

67) FedEx uses sponsorships to build brand awareness. 

Answer:  FALSE

68) Sponsoring cultural events, such as classical music groups, jazz bands, visual art exhibits, and noted painters, dance troupes, and theater performances best fits manufacturers and mass merchandising types of retail stores. 

Answer:  FALSE

69) In choosing a sponsorship, it is important to match the audience profile with the company's target market. 

Answer:  TRUE

70) To maximize the benefits of a sponsorship effort, it is important to define the primary goals of the program.

Answer:  TRUE

71) Unless a sponsorship is surrounded by supporting marketing efforts, the money invested may not accomplish its objectives.

Answer:  TRUE

72) One objective of a sponsorship can be to increase a firm's visibility.

Answer:  TRUE

73) It is important to have some method of assessment of a sponsorship to ensure objectives are met.

Answer:  TRUE

74) Event marketing occurs when a company sponsors a specific event, such as the Special Olympics, at a particular venue. 

Answer:  TRUE

75) The difference between event marketing and sponsorship marketing is the duration of the program being featured.

Answer:  FALSE

76) Event marketing is closely related to lifestyle marketing. 

Answer:  TRUE

77) A rodeo held in Dallas sponsored by Lee Jeans is an example of event marketing. 

Answer:  TRUE

78) When Tiger Woods plays in the Buick Open the golf tournament is an example of event marketing. 

Answer:  FALSE

79) After choosing an event to sponsor, a firm's marketing managers should then decide on the objective they want to accomplish.

Answer:  FALSE

80) In choosing an event to sponsor, it should not only meet the firm's objective for the event, but it should also match the firm's customers, vendors, or employees depending on which constituency is the focus of the objective.

Answer:  TRUE

81) Tracking the results of an event marketing campaign and sponsorship is important in order to evaluate the investment.

Answer:  TRUE

82) A cross-promotion is a marketing event that ties together companies and activities around a specific theme.

Answer:  TRUE

83) Cross-promotions are used with event marketing to boost the impact of the event. 

Answer:  TRUE

84) Sponsorships and event marketing have increased in popularity during past decades due to their ability to enhance brand equity and brand awareness.

Answer:  FALSE

85) The unit in the company that manages publicity and other communications with all groups that contact the firm is the: 

A) department of communications 

B) department of advertising 

C) department of specialty events 

D) department of public relations 

Answer:  D

86) The public relations department is the unit in the company that: 

A) manages publicity and other communications with all groups that contact the firm 

B) manages advertising and promotions 

C) monitors quality control and operations 

D) handles in-bound telemarketing calls 

Answer:  A

87) Some individuals would like to create which type of department to oversee both the public relations activities and the marketing programs? 

A) communications 

B) advertising 

C) specialty events 

D) production 

Answer:  A

88) The first major decision company leaders must make concerning public relations is:

A) who will handle the various activities, an internal department or an external agency

B) the objectives of the public relations effort

C) how it will be integrated with the firm's IMC plans

D) the criteria for the selection of a public relations firm

Answer:  A

89) In terms of goals for public relations, a hit is: 

A) an advertisement that is successful 

B) a consumer promotions' tie in with publicity 

C) mention of the company's name in a news story 

D) an advertising slogan with high recall 

Answer:  C

90) In terms of public relations, a mention of the company's name in a news story is called a: 

A) press release 

B) publication 

C) hit 

D) mention 

Answer:  C

91) In terms of measuring the impact of public relations, a hit can enhance: 

A) the use of a tagline 

B) brand or company awareness 

C) company or brand image 

D) stock dividends 

Answer:  B

92) In terms of measuring public relations, a news story about the Ford Explorer's tire problems is an example of a(n): 

A) public relations hit 

B) event 

C) negative tie-in 

D) negative cross-promotion 

Answer:  A

93) Public relations functions include the following, except:

A) identify internal and external stakeholders

B) create promotional materials that can be sent to customers

C) assess the corporate reputation

D) audit corporate social responsibility

Answer:  B

94) Public relations functions include the following, except:

A) create public image-building activities

B) prevent or reduce image damage

C) design direct marketing programs

D) audit corporate social responsibility

Answer:  C

95) A person or group with a vested interest in a firm's well-being is a(n): 

A) stakeholder 

B) arbitrator 

C) foreign government 

D) media buyer 

Answer:  A

96) The following are stakeholders of a company, except: 

A) suppliers of raw materials 

B) foreign governments for a non-international company 

C) the media 

D) contributors to a charity 

Answer:  B

97) A stakeholder is: 

A) a disinterested third party in a negotiation 

B) a member of a foreign government 

C) a person or group with a vested interest in a firm's well-being 

D) lobbyist for a company 

Answer:  C

98) The following are internal stakeholders, except: 

A) employees 

B) labor unions 

C) shareholders 

D) customers 

Answer:  D

99) Of the internal stakeholders, the group that is the most critical to the success of a firm would be: 

A) shareholders 

B) employees 

C) the labor union 

D) customers 

Answer:  B

100) The following are external stakeholders, except: 

A) labor unions 

B) channel members 

C) customers 

D) the media 

Answer:  A

101) Special interest groups would be considered: 

A) internal stakeholders 

B) disgruntled employees 

C) external stakeholders 

D) governmental stakeholders 

Answer:  C

102) Which statement below about corporation's reputation is true? 

A) Most corporate leaders clearly understand the reputations of their companies. 

B) Reputation of a company is not important for individuals seeking employment at a company

C) The reputation is vulnerable to both internal and external negative events. 

D) In the past decade most consumers have expressed greater trust and respect for various corporations, meaning the reputations have improved. 

Answer:  C

103) Which statement below reflects current consumer attitudes towards businesses?

A) Most consumers believe that as a general rule, businesses follow good practices. It is the few that have been caught that generate the most bad publicity.

B) Most consumers believe corporate scandals, accounting fraud, and CEO greed are on the decline.

C) Consumers are leery of big businesses, suspicious of business motives, and are unsure if any company can be trusted.

D) Consumers believe big businesses cannot be trusted, but small businesses are normally honest and reputable.

Answer:  C

104) Assessment of a corporation's reputation begins: 

A) when company leaders take the time to conduct surveys and interviews to learn what people think of the organization, both internal and external to the company 

B) with hiring a public relations firm to conduct a public relations audit of the firm's publicity 

C) by counting hits a company has received in the public press 

D) by developing a corporate image-building campaign 

Answer:  A

105) The obligation an organization has to be ethical, accountable, and reactive to the needs of society is called: 

A) public relations 

B) social responsibility 

C) marketing myopia 

D) sponsorship marketing 

Answer:  B

106) Social responsibility is: 

A) less of a concern due to better quality governmental oversight of business 

B) a form of marketing based on sponsorships and events 

C) the obligation consumers have to shop from companies engaged in green marketing 

D) the obligation an organization has to be ethical, accountable, and reactive to the needs of society 

Answer:  D

107) The purpose of a social responsibility audit is to: 

A) develop positive-image building activities 

B) develop contingency plans in case of negative events or negative publicity 

C) make sure the organization has clear-cut ethical guidelines for employees to follow and that the company acts to serve the interests of all publics 

D) uncover any unethical behavior and to develop rules and policies for enhancing social responsibility 

Answer:  C

108) A program that ties marketing to a charity in order to generate good will is called: 

A) cause-related marketing 

B) social responsibility marketing 

C) marketing myopia 

D) sponsorship marketing 

Answer:  A

109) Cause-related marketing is: 

A) a type of Internet intervention 

B) a program that ties marketing to a charity 

C) the same thing as green marketing 

D) causing buyers to want to buy a product due to an effective cross-promotion 

Answer:  B

110) Cause-related marketing is based on the idea that :

A) it enhances brand parity

B) has a direct impact on sales and profits

C) consumers are more likely to make purchases from companies that support a good cause

D) social responsibility is a critical part of every company's operation

Answer:  C

111) Marketers use cause-related marketing for the following reasons, except:

A) help develop stronger brands

B) help move consumers toward brand loyalty

C) encourage consumers to switch brands

D) increase the level of brand parity

Answer:  D

112) The following are possible benefits of cause-related marketing, except:

A) additional customers

B) counter competitive actions

C) reduced negative public opinion

D) consumer goodwill for the future

Answer:  B

113) When a dentist provides free services to women living in a shelter, it is: 

A) event marketing 

B) a form of entitling 

C) cause-related marketing 

D) altruism 

Answer:  C

114) In terms of cause-related marketing, the highest percentage of Americans prefer that companies support causes that: 

A) improve public schools 

B) support dropout prevention 

C) provide scholarships 

D) cleanup the environment 

Answer:  A

115) In choosing a cause-related program, a company should focus on: 

A) causes that employees are involved with 

B) local community causes 

C) causes that are not supported by the company's primary competitors 

D) causes that relate to the company's business 

Answer:  D

116) In terms of the public relations aspect of cause-related marketing, for companies to benefit the company should:

A) make sure the public is always aware of any cause-related marketing they support 

B) spend some money to publicize causes, but the amount should not be significant 

C) not publicize causes because the public will think any effort to do so is shameless self-aggrandizement 

D) spend approximately 25 percent of whatever is given to a cause on publicizing the cause 

Answer:  B

117) Developing products that are environmentally friendly is: 

A) cause-related marketing 

B) event marketing 

C) green marketing 

D) positive public relations 

Answer:  C

118) Green marketing is: 

A) a form of cause-related marketing 

B) an Internet intervention focused on money-making 

C) developing and selling environmentally friendly products 

D) a type of apology strategy in which money is paid to the victim 

Answer:  C

119) Biodegradable laundry detergent is an example of: 

A) cause-related marketing 

B) event marketing 

C) green marketing 

D) positive public relations 

Answer:  C

120) While consumers favor green marketing and environmentally-safe products, most consumers are not willing to: 

A) purchase green and environmentally-safe products because of higher prices 

B) support companies that are not pro-environment 

C) sacrifice price, quality, convenience, availability, or performance 

D) take time to decide which causes to support 

Answer:  C

121) Based on U.S. consumer segmentation of consumer attitudes toward green marketing, the group that is most willing to buy green marketing products and is politically active is called: 

A) true-blue greens 

B) greenback greens 

C) sprouts 

D) basic buyers 

Answer:  A

122) Based on U.S. consumer segmentation of consumer attitudes toward green marketing, the group that are heavy users of green marketing products, but is not politically active is called: 

A) true-blue greens 

B) greenback greens 

C) sprouts 

D) basic buyers 

Answer:  B

123) Based on U.S. consumer segmentation of consumer attitudes toward green marketing, the two groups that are heavy users of green products are:

A) true-blue greens and sprouts 

B) greenback greens and basic browns 

C) greenback greens and true-blue greens 

D) grousers and sprouts 

Answer:  C

124) In making the decision on how much emphasis a company should put on green marketing, managers should ask all of the following initial questions, except:

A) will the company's current target market be alienated by adopting a green marketing approach

B) how much profit will a green marketing approach generate for the company

C) what percentage of the company's customer base fits into the green marketing segments

D) can the brand or company be differentiated from the competition along green lines

Answer:  B

125) Based on U.S. consumer segmentation of consumer attitudes toward green marketing, the group that believes in green products in theory, but not in practice, is called: 

A) true-blue greens 

B) grousers 

C) sprouts 

D) basic browns 

Answer:  C

126) Based on U.S. consumer segmentation of consumer attitudes toward green marketing, the group that is uneducated about environmental issues and cynical about their ability to effect change is called:

A) true-blue greens 

B) greenback greens 

C) sprouts 

D) grousers 

Answer:  D

127) Based on U.S. consumer segmentation of consumer attitudes toward green marketing, the group that is cynical about green marketing and believes green products are too expensive and inferior in quality is called: 

A) true-blue greens 

B) basic browns 

C) sprouts 

D) grousers 

Answer:  D

128) Based on U.S. consumer segmentation of consumer attitudes toward green marketing, the group that does not care about environmental issues or social issues is called: 

A) true-blue greens 

B) basic browns 

C) sprouts 

D) grousers 

Answer:  B

129) Which statement is true about green marketing? 

A) it almost always is effective

B) it will work even when product quality is lower

C) it reaches every purchasing group equally

D) it is not always advertised or promoted by companies involved

Answer:  D

130) A company that stops using Styrofoam containers because they hurt the environment and starts using recycled paper is an example of: 

A) event marketing 

B) green marketing 

C) altruistic effort 

D) cause-related marketing 

Answer:  B

131) Damage control is: 

A) almost always effective 

B) reacting to negative events caused by a company error, consumer grievances, or exaggerated negative press 

C) a public relations programs designed to reach every purchasing group 

D) not always advertised or promoted by companies involved 

Answer:  B

132) Reacting to negative events caused by a company error, consumer grievances, or exaggerated negative press is called: 

A) affirmative social responsibility 

B) acclaiming 

C) entitling 

D) damage control 

Answer:  D

133) Claiming responsibility for positive outcomes of events is called: 

A) affirmative social responsibility 

B) acclaiming 

C) entitling 

D) enhancement 

Answer:  C

134) Believing that Wheaties may help make you a champion, since so many successful athletes have endorsed the cereal, is the result of using which proactive prevention strategy for damage control? 

A) impression management 

B) acclimation 

C) entitlings 

D) reinforcement 

Answer:  C

135) The attempt to increase the desirable outcome of an event in the eyes of the public is called: 

A) affirmative social responsibility 

B) acclaiming 

C) entitling 

D) enhancement 

Answer:  D

136) When Tang noted in company commercials that the product was the official drink of NASA during the first moon landing, the proactive prevention strategy approach being used was: 

A) impression management 

B) crisis management 

C) enhancement 

D) entitling 

Answer:  C

137) Entitlings and enhancements are forms of: 

A) reactive damage control strategies 

B) acclaiming 

C) proactive prevention strategies for damage control 

D) crisis management 

Answer:  C

138) Proactive prevention strategies for damage control include: 

A) entitlings and enhancements 

B) crisis management 

C) justifications and excuses 

D) defense of innocence 

Answer:  A

139) Reactive damage control strategies include each of the following, except: 

A) Internet interventions 

B) entitling strategies 

C) crisis management programs 

D) impression management techniques 

Answer:  B

140) If negative publicity is combated in an Internet chat room, the approach being used is called: 

A) impression management 

B) entitling 

C) enhancement 

D) Internet intervention 

Answer:  D

141) Accepting blame for an event, offering an apology, or forcefully refuting the charges is: 

A) impression management 

B) crisis management 

C) an entitling 

D) an enhancement 

Answer:  B

142) PepsiCo reacted to negative claims about hypodermic needles being found in its products with photographs and videos of the production processing showing such an event could not happen at their factories. This is an example of using which approach to managing negative publicity? 

A) impression management 

B) crisis management 

C) enhancement 

D) an apology strategy 

Answer:  B

143) An apology strategy is part of: 

A) impression management 

B) defense of innocence 

C) crisis management 

D) justification 

Answer:  C

144) An apology strategy to manage a negative publicity situation should include each of the following elements, except: 

A) an expression of guilt 

B) a statement recognizing the inappropriate behavior 

C) acceptance of sanctions because of wrong behavior 

D) a statement about behaviors of the competition 

Answer:  D

145) An apology strategy to manage a negative publicity situation should include each of the following elements, except: 

A) names of individuals who were responsible for wrong behavior 

B) rejection of the inappropriate behavior 

C) approval of the appropriate behavior 

D) offer of compensation or penance to correct the wrong 

Answer:  A

146) Apology strategies are most often used in situations in which: 

A) the violation was a major situation affecting a large number of people 

B) the violation was minor or the company cannot escape being found guilty 

C) an individual within the company has acted inappropriately, but the company itself has not 

D) legal charges have been filed against the company or someone in the company 

Answer:  B

147) The conscious or unconscious attempt to control images in social situations is: 

A) crisis management 

B) enhancement 

C) social responsibility 

D) impression management 

Answer:  D

148) Saying, "we didn't cause this negative event to happen, it was some other company" is an example of using the impression management technique of: 

A) an expression of innocence 

B) an excuse 

C) moral ambiguity 

D) a justification 

Answer:  A

149) Saying, "we could not have prevented this negative event from happening" is an example of using the impression management technique of: 

A) an expression of innocence 

B) an excuse 

C) moral ambiguity 

D) a justification 

Answer:  B

150) In terms of using an impression management technique to respond to negative publicity, a company that makes the negative incident appear minor or trivial is using the remedial approach of: 

A) expressions of innocence 

B) excuses 

C) justification 

D) apology 

Answer:  C

151) Each of the following is an impression management technique, except: 

A) expression of innocence 

B) excuses 

C) justification 

D) entitlings 

Answer:  D

152) When tires on new Ford vehicles were blowing out prematurely, Ford CEO Jacques Nasser blamed Bridgestone/Firestone for the problem. He stated is was not Ford's fault. Nasser was using which strategy? 

A) expression of innocence 

B) excuses 

C) apology 

D) justifications 

Answer:  A

153) When tires on new Ford vehicles were blowing out prematurely, Ford CEO Jacques Nasser blamed Bridgestone/Firestone for the problem. Bridgestone, in turn, blamed drivers for the problem stating the tires were not inflated sufficiently. Bridgestone/Firestone was using which strategy? 

A) expression of innocence 

B) excuses 

C) apology 

D) justifications 

Answer:  A

154) When a company pays money to sponsor someone or some group that participates in an activity, it is called: 

A) public relations 

B) advertising expenditures 

C) marketing myopia 

D) sponsorship marketing 

Answer:  D

155) Paying for entry fees into a league and uniforms for a little league soccer team is an example of: 

A) sponsorship marketing 

B) event marketing 

C) cause-related marketing 

D) an ineffective contact point 

Answer:  A

156) Paying for an advertisement promoting a concert tour by a band and creating tie-ins with company products at the concerts is an example of: 

A) sponsorship marketing 

B) event marketing 

C) cause-related marketing 

D) musical marketing 

Answer:  A

157) A local race car driver who displays advertising on the car is involved in: 

A) sponsorship marketing 

B) event marketing 

C) mobile marketing 

D) cause-related marketing 

Answer:  A

158) Companies that serve high-end clients have moved away from sponsoring sporting events to sponsoring more: 

A) cultural events 

B) entertainment, tours, and attractions 

C) causes 

D) festivals, fairs, and annual events 

Answer:  A

159) In choosing a sponsorship, it is important for a company to: 

A) choose local groups or individuals to sponsor 

B) match the audience profile with the company's target market 

C) develop a method of assessment prior to engaging in the sponsorship program 

D) choose an individual or group that is well known to maximize the sponsorship impact 

Answer:  B

160) Sponsorships can be used to accomplish each of the following objectives, except: 

A) enhance a company's image 

B) increase a firm's visibility 

C) increase sales 

D) differentiate a company from its competitors 

Answer:  C

161) Sponsorships can be used to accomplish each of the following objectives, except: 

A) showcase specific goods and services

B) sell excess inventory

C) increase profits

D) help a firm develop closer relationships with current and perspective customers

Answer:  C

162) When a firm supports a specific event, such as the Special Olympics, it is: 

A) sponsorship marketing 

B) event marketing 

C) cause-related marketing 

D) tie-in marketing 

Answer:  B

163) A Hispanic fiesta held in Houston, Texas funded by a food company is an example of: 

A) sponsorship marketing 

B) event marketing 

C) cause-related marketing 

D) a cross-promotion 

Answer:  B

164) Conducting a health fair at a local hospital is an example of: 

A) sponsorship marketing 

B) event marketing 

C) cause-related marketing 

D) tie-in marketing 

Answer:  B

165) The Coca-Cola booth at spring break on South Padre Island is an example of: 

A) sponsorship marketing 

B) event marketing 

C) specialty marketing 

D) a cross-promotion 

Answer:  B

166) The first step in developing an event marketing program is to:

A) define the company's target audience

B) define the company's customer profile

C) determine the communication objective

D) choose the event

Answer:  C

167) In planning event marketing, after a firm decides on the objective, the second step would be:

A) plan a method of tracking the results

B) advertise the event

C) promote the event to the firm's customers and employees

D) match the event to the firm's public

Answer:  D

168) When a company advertises, develops consumer promotions, such as a contest, and develops other marketing communications as a tie-in with an event marketing program, it is called a(n): 

A) local promotion 

B) corporate promotion 

C) advertising promotion 

D) cross-promotion 

Answer:  D

169) Giving out samples of Pizza Hut products in conjunction with the debut of a motion picture that was funded by Pizza Hut is an example of: 

A) sponsorship marketing

B) event marketing 

C) specialty marketing 

D) a cross-promotion 

Answer:  D

170) What are the five key public relations functions? 

Answer:  
1.
Identify stakeholders 

2.
Assess corporate reputation 

3.
Audit social responsibility 

4.
Create positive image-building activities 

5.
Prevent or reduce image damage 

171) Who are the major internal stakeholders for a public relations department to consider? 

Answer:  
∙
Employees 

∙
Labor unions 

∙
Shareholders 

172) Who are the major external stakeholders for a public relations department to consider? 

Answer:  ∙
Channel members 

∙
Customers 

∙
The media 

∙
The local community 

∙
The financial community 

∙
Government 

∙
Special-interest groups 

173) What is cause-related marketing and why is it important?

Answer:  
Cause-related marketing is a program whereby a firm ties a marketing program to a charity in order to generate goodwill. It is important because consumers are more likely to purchase brands that support causes they care about. It also creates positive image benefits for the firm.

174) What is green marketing and what approaches can a firm use in green marketing?

Answer:  
green marketing is the development and promotion of products that are pro-environmental. A firm can become involved in green marketing, but not promote it to its customers. It may choose to promote green marketing to some of the customers, or as an incidental activity. The third approach is to tie the company's entire IMC plans to green marketing as a means of differentiating the company from its competition.

175) What are the two forms of preventive damage control measures? 

Answer: 
 Entitlings, where the company claims responsibility for the positive outcome of an event and enhancements, where the company attempts to increase the desirable outcome of an event in the eyes of the public. 

176) Discuss the various damage control strategies that can be used by a firm. 

Answer:  
Reactive strategies are designed to counter the negative action that has occurred. The reactive strategies include Internet interventions, crisis management, apology strategies, and impression management tactics which include, defense of innocence, excuses, justifications, and other explanations. These are in addition to the proactive strategies of entitlings and enhancements. 

177) Describe sponsorship marketing. 

Answer:  
Sponsorship marketing occurs when the company pays money to sponsor someone or some group that is participating in an activity. 

178) Describe event marketing. 

Answer:  
Event marketing is similar to a sponsorship, except that it is in support of a specific event, such as a rodeo or county fair. 
1 .  Describe the role of the public relations team. How is it related to the marketing communications department? Should both departments be called the department of communications? Why or why not? 

2 . What is a stakeholder? 

3 . Name the major internal stakeholders in organizations. Describe their interests in the company. 

4 . Name the major external stakeholders in organizations. Describe the major interest in the company of each one. 

5 .  What are two tools used in media relations? 

6 . What is social responsibility? How is it related to public relations activities? 

7 . What is cause-related marketing? How can company leaders create effective cause-related marketing programs? 

8 . What is green marketing? How do different companies promote environmentally friendly activities?  
9 . What is sponsorship marketing? Name a pro athlete, a musician or musical group, or a performer of some other type who has been featured in a sponsorship program. Was the program effective or ineffective? Why? 

10.  What are product placement and branded entertainment? What do they have in common and how do they differ? 

11.  What is buzz marketing? 

12.  What three types of consumers pass along buzz marketing messages?

13.  Describe an event marketing program. 

14. Name and brieﬂy describe two proactive prevention strategies companies can use to create a positive image. 

15.  What reactive damage-control techniques are available to the public relations team? 

16. What four forms of impression management are used to combat negative events?

PAGE  
32 

Copyright © 2010 Pearson Education, Inc. Publishing as Prentice Hall


