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MARK 453 – Fall 2015 Midterm Exam – Study Questions 

Short essay questions (about half a page) 
There will be 5 questions (2 points each) from the following: 

  Give four (4) examples of how noise/clutter during the communication process can negatively impact the effectiveness of marketing communications.  

Noise is anything that distorts or disrupts a message. Noise is present in between every step of the communication process.

Clutter is the most common form of noise. This represents the thousands of marketing communications messages consumers are exposed to each day. Clutter includes dozens of commercials, banner ads, multiple billboards, packed newpapers, and inside a metro with ads inside.

The first example I can think of regarding how noise/clutter, which is the abundance of advertisement congesting the industry making it a lot harder for our company’s ads to flow through to our target audience, is that with such a saturated market full of advertisement, (1) our ads might not even be seen. The second is that (2) our ads are misinterpreted and message lost. The third is if (3) our brand is mistaken for competitors or reminds the consumer of a competitor. Last but not least, if the clutter has (4) caused our desired target audience to simply shut out advertisements all together. Clutter has poisoned the market place and caused consumers turn the other way.
		
  Your new boss is a bit old school. He doesn’t really understand what integrated marketing communications are. Explain to him what IMC are, how they differ from traditional marketing communications, and why marketing communications should be integrated.  

IMC is the coordination and integration of all marketing communication tools, avenues, and sources within a company into a seamless program that maximizes the impact on customers and other stakeholders at minimal cost.

The first problem with traditional marketing communications is that advertising was seen as the core. Other tactics such as promotion or direct marketing are seen as add-ons. The second problem is too often various pieces of marketing communications were managed by different people, working towards different master plans. This resulted in mixed messages. 

Integrated marketing communications are a series of marketing strategies all linked together to provide a “story-like” purchase process for consumers. IMC is the process of threading all marketing communications together in order to create a soul message for the target audience. It is a much stronger way to communicate with consumers because it ensures symmetry among all forms of promotional techniques. Traditional marketing might have simply broken up different elements of marketing communications and left the separate organization departments handle their end, leaving the message blurred. With IMC we are able to communicate a very powerful, clear, concise message to our audience, which is proven to have results. We break through all the clutter and connect directly with the customers we’re looking to reach.

  What are the different elements of a positioning statement? Explain using an example. 

The positioning statement is used to help the company understand their purpose. It provides management to work towards a common goal of, what we want consumers to think of us as? 
The elements of the positioning statement include the frame of reference (FOR), the target user (TARGET), the point of difference (POD), and reason to believe (RTB). The frame of reference is the product category in which we operate. The target is simply the target market we’re after. The point of difference is what differentiates us from our competitors. The reason to believe is what supports our claim.

Put the pieces together we get a positioning statement; “This brand is the FOR used by TARGET for its POD due too RTB”.

“Irish Spring is the brand of soap for the active young men who wants to smell fresh and clean after a strenuous workout, because it provides the best odor protection”.

		
  Your friend wonders why marketers care so much about brand equity. Explain to your  friend what brand equity is and why it is an important marketing asset. 

Brand equity occurs when the customers are familiar with the brand and holds a positive opinion about it.

Brand equity is so important because it is the lifelong relationship we have with our customers. It is the image we hold in their eyes of our product. Our brand equity is a tremendously valuable asset that, in many disciplines, can’t even be measured because there still isn’t enough research able to pinpoint just how to value it. If a company maintains positive brand equity with clients, those clients are more likely to purchase from the company again. Every purchase results in an impression of the company itself. If customers frequently have great service at a restaurant, for example McDonald’s, they’re more likely to return to that specific McDonald’s. Obviously there are more factors that affect an individual’s impression, for the sake of argue, and assume their positive experience is the only one. A better example could be Coca-Cola, just like any other cola; however, people actually prefer it and claim they can taste the difference. This is a strong example of how convicted consumers are towards their brands.
		
  Your friend believes that every time someone buys something, that person goes through each step of the purchase decision making process in order. Is your friend right? Explain. 

The purchase decision process; need recognition, information search, evaluation of alternatives, purchase decision, post purchase evaluation. It depends; customers could be caught at a specific stage already satisfied. For that reason I would agree, most of the time customers travel through the decision making process in order. However, I would argue that sometimes customer skip steps. For instance, impulse purchases. But overall, this could be argued that the customer just chose to spend less time evaluating the alternatives because of the magnitude/monetary value of the purchase. Overall, I would agree that consumers go through each step of the purchase decision-making process in order. Each step might not involve as much attention, but regardless, it starts from need recognition. Important to note, marketers have become very good at turning “wants” into “needs”, this being said, many times need recognition could be considered “want recognition”.
		
  Your boss doesn’t know what an evoked, inept and inert set are. Explain to her what they are and why are they important for marketers.

These elements are part of step #3 in the purchase decision making process; evaluation of alternatives. An evoked set consists of the brands he or she considers in a purchase situation. There are two more sets part of the evaluation, the first (1) inept set and the second (2) inert set. The inept set consists of the brands that are apart of a person’s memory that are not considered because they elicit negative feelings. These negative feelings are normally caused by a bad experience from a particular brand/vendor. An Inert set holds the brands that the consumer is aware of, but the individual has neither negative nor positive feelings. In other words, in most purchase decisions the brands considered are those that are present in the evoked set. This is important for marketers because they must always be aware of where they fall in respect to their audience. How often are they inside the evoked set? Are they notified if they fall into the inept or inert? Knowing where they fall allows them to react.
		
  Identify four (4) target market opportunities that Gatorade can identify through a promotions opportunity analysis. Explain using examples.

Favourable brand switchers – Current customers, Consumers who are swayed easily from one brand to another, they don’t really have much brand loyalty. They’re customers but could potentially switch.
New category users – Consumers who are new to trying Gatorade and are looking to build their evoked set for sports drinks. Gatorade could become primary.
Other brand switchers – Switchers from a competing brand. They could use a push to switch to purchasing Gatorade as an alternative.
Other brand loyals -  Loyals to competing sports drinks. These are the hardest to convert to Gatorade because they have strong beliefs for their current brand. 
		
  Spotify worries that it is mainly known by millennials in Quebec, while its service could be of interest to a much larger target market. The brand hired you to design a marketing communications campaign that would allow it to become known more widely across Quebec. Write a marketing communications objective that would be appropriate for this campaign. Explain.

Spotify’s objective is to target non-user baby boomers who listen to music on their new mobile devices. The tasks, to convert at least 15% of these non-user baby boomers into clients and boost awareness to a separate 10% of potential clients. The goal is to complete this objective within one year and then reevaluate.

Spotify’s objective is to be seen as the free-music application with the biggest variety of free music available in the eyes of baby boomers between the ages of 38-50. Our goal is to boost awareness by 15% of non-users and convert 5% of potential clients.
  
		
  Identify and explain four (4) factors that can impact the relationship between the amount of money spent on a marketing communications campaign and sales.

Reach
Frequency
Intrusion Rate
Rating Points
 
		
  The hierarchy of effects model has different steps that can occur in different sequences depending on the type of product being considered. Which sequence would be most appropriate for a [rational/emotional] and [high/low] involvement product? Explain. 

Rational high involvement – cognititve,affective,conative  Think,feel,act such products as appliances using campaign elements such as websites/newspapers.

Emotional High involvement – affective,cognative,conative  feel,think,act such products as clothing/fashion using campaign elements such as magazines/out of home.

Rational low involvement – conative,cognitive,affective  act,think,feel such products as frozen food using campaign elements such as coupons/sampling.

Emotional low involvement – conative,affective,cognitive  act,feel,think such products as chewing gum using campaign elements point of sale.

		
  Using the means-end chain model, what could be Coca-Cola’s leverage points?

The means-end-chain model is a model with suggests that marketing communications should contain a message, or means, that leads the consumer to a desired end state.

Ingredients  Good refreshing taste  Happiness

The leverage point in the means-end-chain model is the message that links these attributes and benefits with consumer values. So in the case of Coca-cola their leverage point would be in their recent advertisements (share campaign), being kind and sharing a soft-drink which in turn “opens happiness” for the person. This is a great way to connect to consumer values, Coca-cola already has a strong connection to happiness and moving towards the sharing, being kind, thinking of others style of value is the trend. For this reason, their leverage point is in their advertisements, “share happiness”.  
		
  Based on the Elaboration Likelihood Model, when would the use of a celebrity  spokesperson be the most effective? Explain.

The elaboration likelihood model examines how likely a person is to spend time thinking deeply (elaborating) about a specific piece of marketing communications. The premise is MC influences audiences based on how much they think about a message.

When their reputation is in good standing and the celebrities’ image fits nicely with the brand equity and message of the company. However, it’s important to always watch the reputation of the celebrity because as theirs may change you want it to consistently fit with your company’s image. A bad reputation on the part of the ambassador would reflect badly for the company. Regarding the Elaboration likelihood model, the recommendation of a celebrity endorser is within the peripheral route of persuasion because consumers lack the ability to spend time thinking about a message. For this reason, they will respond more to cues in the message that are not related to arguments or product details.
 
		
  Tide is considering using a [generic message/pre-emptive message/unique selling proposition/hyperbole/comparative message] in its ad. Give an example of message that would be appropriate for Colgate. Explain.  

Generic message  are direct presentations of product attributes or benefits without any claim of superiority. This type of tactic works best for firms that clearly is the brand leader and is a dominant company in the industry. Colgate whitens your teeth and gives you a fresh clean feeling after brushing.

Pre-emptive message  claim superiority based on a products specific attribute or benefit. Idea is to prevent the competition from making the same or similar statement. Colgate gives you the best whitening available in toothpaste and has the longest lasting freshness. Dentist recommended.

Unique selling proposition  is an explicit, testable claim of uniqueness or superiority that can be supported or substantiated in some manner. Dentists recommend Colgate over the competition because of its excellent whitening capabilities.

Hyperbole  an approach makes an untestable claim based upon some attribute or benefit. Colgate will give you the longest freshness taste too last you through the day.

Comparative messages  directly or indirectly compares a good or service to the competition; they are using the comparative method. Colgate has consistently beaten the competition (Crest) in providing the best whitening for a toothpaste.
		
  Bixi is considering using a comparative message tactic to try to convince commuters to use its service, rather than public transportation. Identify three (3) pros and three (3) cons of using a comparative message tactic for Bixi. Explain.  
Pros:  
1. It’s a physical activity helping people stay in shape  Captures audiences attention
2. Perhaps costs less in comparison to a full month  brand awareness
3. Enjoy the environment rather than a stinky, packed bus/metro  message awareness
      Cons:
1. Dependent on the weather  believability and consumer attitudes
2. Harder to move around with friends  negative attitude developed towards the message itself
3. Uncertainty if there are biki’s at every station  spontaneous trait transference
		
  Give an example of a commercial that uses a [slice-of- life/animation/dramatization/demonstration/fantasy/informative/testimonials/authoritative] executional framework. Explain.  





  You are arguing with your colleague about the appropriate level of reach and frequency for your marketing communications campaign. Identify four (4) factors that could impact your campaigns’ optimal level of reach and frequency. Explain using examples.  

First would be (1) Clutter, the amount of advertisements blocking the route to our target audience with other ads. The more clutter the harder it is to achieve specific reach, frequency and rating points for a campaign because we don’t know forsure how many of our ads will break through. The second would be (2) # of media tools used for the campaign, having more or less forms of marketing will impact the results. The more forms of marketing communication tools used, chances are high for intrusion, therefore increasing reach and frequency. The third is the (3) stage of the purchase decision our consumers are in, something impossible to predict, best we can do is estimate. Our numbers might be skewed because we think a consumer is a potential buyer, but in reality they’re nowhere close. Lastly, the (4) ad characteristics, which emotions or values are we playing with? How are we enticing them? Do we capture the audience’s attention? Are these values memorable?  
		
  Explain what a [continuous/discontinuous/pulsating] media schedule is. What kind of product is it appropriate for? Explain.

A continuous media schedule is when the company constantly, without gaps, advertises year-round. They’re constantly marketing their products to stay top of mind, because this type of strategy is used for everyday items. Like family-care items, toilet paper, toothpaste, gum, etc. In some cases even automobiles would fall into this type because buying a car is often a big one-time purchase, and company’s want to be top-of-mind when that purchase happens. A discontinuous strategy is when they use media advertisement, stop, start again a few months later, stop, and then start again. Not in any particular pattern, however, it could be seasonal. But it is simply not continuous. This is used for products that have to enter a market very aggressively, they will advertise 6 months straight to boost awareness, and then ease back once they have solidified some ground. Then maybe 6 months later start building a loyal customer base with more media. As I mentioned, it could also be for seasonal products, such as any winter-related products. A pulsating media schedule is a mix of both. So it takes qualities from both types of schedules, continuous and discontinuous. This is good for a variation of products such as luxury watches. They’re somewhat of a big purchase, so we’ll argue its strategy is to continuously advertise to stay stop of mind for that one big purchase. However, they notice at peak seasons, such as Christmas, people buy them for their significant other as gifts. So they’ll boost advertisement just around the peak months.




· Long essay questions (about 1-2 pages)  There will be 3 questions (5 points each) from the following:
·   
·   Explain the different ways through which the brand Apple creates value. 
· 
· Apple can create value in two ways; first through the consumer’s perspective and second through the firm perspective. From the consumer perspective, the brand serves several useful functions:
Consumer
· Familiarity’  assurance regarding purchase of familiar product in unfamiliar settings, always getting same quality or taste.
· Expectations  assurance when buyer has little or no experience with good/service. Provides security because they feel comfortable knowing the business. Lowers risk.
· Faster decision  reduces the search time for alternatives by looking for top 5 brands. Saves time and effort that consumers would rather keep.
      Social acceptance  provides psychological reinforcement; feel confortable knowing others (society) purchases the good/service.

The second way Apple creates value for the brand is through the eyes of the firm;
Firm
      Brand extensions  extension of positive feelings to new products. Familiarity makes it a lot easier for companies to introduce new products, because consumers assume same level of quality.
      Price premium  the ability to charge a higher price for familiarity and security in their purchase decision. “you get what you pay for”, customers are satisfied with the brand their with, they assume the premium is related to the quality of good or service.
      Consumer loyalty  loyalty leading to more frequent purchases. Results in less consumers looking for substitutes or competitor goods/services.
      Corporate equity  more favorable ratings by financial observers/analysts. When the company wishes to raise capital. Their reputation and following helps attain better results.

· 
· Apple is one of the most amazingly marketed products because they have designed a life around the product. They have, through they excellent product design and marketing strategy, built a cult/following of Apple uses who, in some cases swear by only Apple products. In essence, it is the Apple brand that is so valuable and boosts value of the products they create. Apple created a connection with their target audience so intricately designed, it’s more than just a prestigious laptop or phone or watch. It’s become a movement away from what they refer to them as PC’s (the basic). They positioned them selves as the fun, easy to use, artsy, stylish, lightweight, portable laptop. In contrast to the PC, a boring, business-used, hard to function, virus prone, heavyweight laptop. We see this through the metamorphism in the Apple commercial depicting the stylish “Apple guy” and the lame “PC guy”. This commercial helps customers envision what these laptops would be like if they were people. Its a lot easier to make a judgment of a person, than a product. 
·  
·   Imagine your laptop just broke. What are the different steps of the purchase decision making process you would have to go through to get a new laptop? Explain using an example of what you would do at each step of the process.
· 
· The steps of the purchase decision process are (1) Need/problem recognition; in this case, my laptop broke. So therefore, since I need a new laptop I now have the requirement to search for a new one. (2) Information seach; I begin looking for what laptop spec’s I need, what I’d use it for, what everything means in terms of size (GB, etc.) and which brands are most popular. After I’ve built a small amount of knowledge through internal and external information search I move to step #3. (3) Evaluation of alternatives; I narrow down to several alternatives and now evaluate based on comparison, which laptop I like best. (4) Purchase decision; I decided to buy a brand X laptop because of its amazing design and perfect fit with my needs. (5) Post purchase evaluation; Ex: I look back a month later and evaluate if this actually was the best choice for me, I did like the service they offered in store, but then brand X forced me to pay for a repair only after 1 month of use. I feel like I should have gone with brand Y.     

·   You are considering taking your best friend for dinner at a fancy restaurant, but want to make sure you are picking a good place. Identify and explain the two (2) ways you could search for information for that occasion and give three (3) sources of information for each. 

· The two ways I can search for information are internally and externally. Internal search revolves around me looking through my memories/thoughts of the different restaurants; (1) thinking of product recall (places I’ve heard of), (2) previous experience (places I’ve been), and (3) my consideration set (the list of restaurant which come to mind that I would like to try). External search involves going outside and finding information/references; (1) using personal sources such as friends, (2) marketed sources such as commercials/ads, and (3) public sources for instance, reviews on Yelp. My external search influences my attitudes & impression of where I’d be going. Generally, my internal search sets the bar for my impressions; external search must be valuable in order to change my attitudes to what I might already have my mind set on. 

·   What are the different types of people that can play a role in the purchase of a family vacation? Explain.

· Users  The person/people who actually use the product. The whole family will use the product, but depending on the size of the family it could be a vacation for the kids.

· Buyers  The person who actually makes the purchase transaction. This might be seen as the Husband who buys the trip, however, recent evidence shows the wife is actually the buyer of the vacation.

· Influencers  People who shape the purchasing decision by influencing the criteria utilized in evaluating alternatives. This case, the children and husband could be seen as influencers.

· Deciders  People who decided whether or not something will be purchased. The husband and wife are the deciders.

· Gatekeepers  People who control the flow of information to others in the purchase process. The wife in this situation would be the gatekeeper.
· 
· The mother/wife, actually influences the purchase. The husband generally is the purchaser.  

·   Imagine you are debating between using Car2go/Communauto, a taxi, Uber, and public transportation to get to your destination. What are the different ways these services could try to impact your evaluation of alternatives using IMC? Provide examples to support your explanation.

·   There are several ways these companies can influence my evaluation. First is through (1) the explanation of their performance benefits, second is (2) downgrading the performance benefits of their competitors, third is (3) emphasizing the importance of an attribute, and lastly (4) creating a new attribute valuable to consumers. 

·   Identify five (5) segmentation characteristics you could use to identify BMW’s target market? Explain using examples.

· Demographics -
· Psychographics -
· Geographic’s - 
· Hybrid - 
· Benefit - 
· Usage - 

·   After surveying Concordia University students, McDonald’s found that, even if they think about its restaurants when considering different lunch options, they rarely end up going there for lunch. McDonald’s marketing communication problems are located at which stage of the purchase decision-making model? Using the hierarchy of effects of model, what marketing communications objective(s) would you derive from this analysis?
· 
· Evaluation of alternatives, the consumers are at the affective stage that heavily involves liking, preference, and conviction. These are the elements Mcdonalds isn’t targeting within their consumers. In the hierarchy of effects model, think-feel-act their customers are floating away after the “feel” stage. Mcdonalds must captivate them. Because of this it is an “affective” problem, regarding the way they feel towards mcdonalds or the food served there. Their goal is the change the attitudes of customers regarding their feelings. Some tactics that mcdonalds can use are eliciting their emotions. For example; generic messages, pre-emptive message, unique selling propositions, hyperboles, or comparative messages.    

·   The SAAQ wants to put together a new marketing communications campaign to discourage people from texting while driving. Some people on the marketing communications team think that a fear appeal would be most effective, while other think that a humour appeal would work better to convey the message. What would be arguments for and against using either of these appeals in this context?

· I believe I would argue the fear tactic would work best because using humor for such a serious issue such as texting while driving, where people have lost their lives due to accidents in this area, probably isn’t the best for the SAAQ’s public image. Using fear however, plays on the fact that this is a very serious issue, it should be feared because there are major consequences and fear captures people attention. The SAAQ doesn’t want people remembering their ad in the car before texting then having a chuckle and continuing texting without a thought. They want people to remember their ad when they pick up their phone, so they put it right back down through fear of loosing their lives.   

·   You have been tasked to put together an advertising media mix that would allow Bombardier to advertise its most expensive Ski-Doo to its very specific target audience. Select three (3) advertising media that would be appropriate for such a campaign and explain why. Give examples of how you would use these media exactly.

·   out of home because I would guess the specific clients theyre targeting already ski-doo or enjoy outdoor winter activites. For this reason, billboards, advertisements on ski-trails, at popular winter resorts would be a great place to reach this target market

· television because we would need to become part of their consideration set. It is also one of the largest media sources there is. Television allows us to have a huge reach and boost awareness of our product.

· Magazines because if our specific target enjoys that type of lifestyle, winter activites, they perhaps have a subscription to a popular trail-blazzer magazine of sorts. This is a solid spot to communicate all the features and benefits of the machine.

· 

·   What are the implications for a brand’s advertising message if the target audience is using the [central/peripheral] route to process information? Explain how and why it would affect the content of its creative. Give two examples of advertising media that would be appropriate in this context and explain why.
· 
·   The two forms of processing information through central or peripheral fall into the elaboration likelihood model which is a theoretical approach that looks to understand marketing communications. These two forms of routes are routes of persuasion. The Central route processing is when the audience is able to think about a message and has motivation to do so. Essentially, meaning their elaboration is high. The peripheral route processing is when the audience has the motivation but not the ability to spend time thinking about a message, they will respond more to cues in the message that are not related to arguments or product details. The reason understanding the route the audience is going through is important because if using peripheral route, the creative aspects of the message must be different. For instance, the audience wont have the time to think about the message. Therefore the ad must be strategically placed, for example the side of a bus or use a high-profile athlete. With a central process, the use of a magazine or TV commercial would work better, because its mostly about having high intrusion, because they already have high-motivation and the ability.
· 
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