Calculation questions 
There will be 5 questions (1 point each) about the following: 
 GRPs  CPM  Share  Rating 

Short essay questions (about half a page) 
There will be 5 questions (2 points each) from the following: 
  Explain what reach and frequency are. What is their main purpose? What is their main problem?  

  Under which circumstances should you increase vs. decrease the frequency of your marketing communications? Give two examples of each. 
  Explain what wear out is and how it can happen. Give an example. 
  Should marketers prefer cheaper or more expensive media placements (in terms of 
GRP or CPM)? Explain. 
  Explain what a [continuous/discontinuous/pulsating] media schedule is. What kind of product is it most appropriate for? Give an example. 
  At which stage of the hierarchy of effects are sales promotions the most effective? Explain. 
  What are the two types of sales promotions? Briefly explain and give an example of each of them. 
  Should marketers use coupons as part of their sales promotions strategy? Explain. 
  What role do trade promotions play in an IMC campaign? Explain. 
  Explain what direct marketing is. Which other IMC tool would best support a direct marketing campaign? Give an example. 
  What are the main two sources of data for a direct marketing campaign? Give an example of each. 
  What the two main types of direct marketing programs? Give an example of each. 
  What are the two main ways through which marketers can gain media coverage? 
Explain. 
  Explain what corporate social responsibility is. Give an example. 
These questions will be very similar to the examples we did in class and will ask for only one number as the answer (e.g., number of GRPs). 
  Explain the main big challenge when using product placements. Give an example. 
  What are the three main reasons that would require a company to do damage control? Provide supporting examples. What is the main challenge when doing damage control? 
  Explain and give two examples of PR tools that can help prevent or react to negative events (one of each). 
  What are two very different ways through which marketing can perform search engine optimization (SEO)? Why is an important digital marketing tool? 
  Why and when would a marketer use search engine optimization (SEO) over banner ads, and vice versa? 
  What is the difference between the pay-per-impression, pay-per-click, and pay-per- action types of online media buying? Explain. 
  What are the two main types of digital marketing content? Give an example of each. 
  How do marketing communications objectives impact how an IMC campaign will be 
evaluated? 
  What are the three main elements needed to properly evaluate an IMC campaign? Explain and give an example of each. 
  Explain two different tools that can be used to evaluate a marketing communications campaign [before/after] its launch. Give an example of each. 
  Explain what the three types of recall tests are. What should marketers do with incorrectly recalled information? 
  Explain what [false representation/bait and switch/prices and pricing tactics] is. Give an example. 
  What are three strengths and three weaknesses of [sales promotions/direct marketing/public relations/digital marketing]? 
Long essay questions (about 1-2 pages) 
There will be 4 questions (5 points each) from the following: 
  How does a marketing communications objective influence the choice of IMC tools for a campaign? Explain. 

  What are the implications for JMSB’s advertising message (for its MSc in marketing program) if the target audience is using the [central/peripheral] route to process information? Explain how and why it would affect the content of its message and its advertising mix. Give two examples of advertising media that would be appropriate for JMSB in this context. 

  Imagine Molson wants to launch a new, upscale brand of beer called Molson Premium. Recommend a sales promotions mix to Molson as part of its IMC launch campaign. For each type of sales promotion you are recommending, identify its objective and give a specific example of how you would use it for Molson Premium. 

  Imagine Love MTL wants to use direct marketing as part of its IMC campaign. Which type of direct marketing communication would you recommend them? How and where would you find data for the campaign? 

  Given Car2go’s objective of raising current users’ usage of their service, explain how they could track and measure the loyalty of their users. Give two examples of rewards that could be offered to those who use the service most often. 

  Imagine Car2go wants to use PR as part of its IMC campaign. Which PR mix would you recommend them? Provide an example of your proposed strategy. 

  PR is the primary tool for crisis management in the IMC mix. What other IMC tools can also help in a crisis situation? Explain and provide supporting examples. 

  Imagine Car2go wants to create a sponsorship as part of their IMC campaign. Explain five different elements they would need to consider to increase the success of the sponsorship. Provide supporting examples. 

  Imagine JMSB wants to generate buzz marketing for its MSc program in marketing. Explain what buzz marketing is. What are the three different ways through which JMSB could generate buzz marketing? Provide supporting examples. What would be the main challenge of the campaign? 

  Explain how digital marketing is redefining the different elements of the IMC mix. Provide examples to support your explanations. 

  Imagine that JMSB wants to create a viral digital marketing campaign to promote the MSc program in marketing. Explain what viral marketing is. Explain four elements that JMSB would need to take into account in order to increase the success of its campaign. 

  Could Love MTL manage to significantly increase the amount of random acts of kindness performed in Montreal through the use of social networks alone, or would it need to add at least another tool to its IMC mix? Explain. 

  Marketers have different reasons to be in favor or against the evaluation of their IMC campaign. For each side of the argument, identify four reasons that marketers could give to justify their position about testing. 

  How are the evaluation of alternatives and recall tests related? Explain. What are four different elements that can influence whether a brand or product will be recalled? 

  Which evaluation method would you recommend to Car2go to evaluate whether usage among current users increased following the IMC campaign? Explain. What would be three challenges that Car2go should be aware of when using that evaluation method? 

  What are the two main two types of ethical concerns with marketing communications? Explain. Give two examples of each. 
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