MARK 453
Winter 2015 Midterm Exam
Study Questions

Note: When you see something such as [rational/emotional] in a question, it means that either course concept(s) could be the object of an exam question. 

Short essay questions (100 words or less) 
There will be 5 questions (2 points each) from the following: 

Define what integrated marketing communications are. (Ch.1) P.7
IMC is the integration of all marketing communications tools, avenues and sources within a company into a seamless program that maximizes the impact on customers and other stakeholders at a minimal cost. This integration affects all of a firm’s business-to-business, marketing channel, customer-focused and internally directed communications.

Which communications vehicles are part of an integrated marketing communications plan? (Ch.1)

The Marketing Mix is the starting point in the IMC. It consists of products, prices, places, and promotions. Product is the goods and/ or services offered by a company to its customers. Price is the amount of money paid by customers to purchase the product. Place is the activities that make the product available to consumers. Promotion is the activities that communicate the product’s features and benefits and persuades customers to purchase the product. 

Next, the Promotional Mix consists of advertising, digital marketing, direct marketing, sales promotion, and public relations. Advertising is paid form of non-personal communication (TV, Radio). Digital marketing is the promotion of products via one or more forms of electronic media (Internet). Direct marketing is communication, which is directly with consumers to generate a response (Tele-marketing). Sales promotion provides extra value or incentive to the sales force, distributors or the consumer (Coupons, contests). Public relations can be used to enhance an organization’s image (Sponsorship, Media relations)

Why should marketing communications be integrated? (Ch.1) P.21
IMC seeks to target the right audience with the right message and deliver that message with the appropriate transmission device at the right time. Within the marketing mix of products, prices, distribution systems, and promotions, firms that speak with one clear voice are able to coordinate and integrate all marketing tools. 

How does noise/clutter impact the communication process? (Ch.1) P.5-6
[image: http://www.tutorialspoint.com/management_concepts/images/communication_models.jpg]
Throughout the entire model, marketing communications professionals must ensure that messages and feedback do not lose efficiency of effectiveness from noise. Noise is anything that distorts or disrupts a message. It can occur at any stage in the communication process.
The most common form of noise affecting marketing communications is clutter. Modern consumers are exposed to hundreds of marketing messages each day. Most are tuned out. Clutter includes:
· Dozens of commercials per half-hour of television and radio programs
· Websites packed with banner ads and pop-ups
· A Sunday newspaper jammed with advertising supplements
· Multiple billboards on a city block
· The inside of a bus or subway car lined with ads
In order to ensure that the right message is created and placed before the right audience at the right time, we use the concept of IMC.

What are the different elements of a positioning statement? (Ch.2) P.40-41
 Positioning in the process of creating a perception in the consumer’s mind regarding the nature of a company and its products relative to competitors. Positioning is created by such variables as the quality of products, prices charged, methods of distribution, packaging, image and other factors. A product’s position is based on two elements: (1) the product’s standing relative to the competition and (2) how the product is perceived by consumers.
Positioning strategies:
· Attribute – a product trait of characteristics that sets it apart from other products.
· Competitors – by contrasting the company’s product with others.
· Use or application – involves creating a memorable set of uses for a product. (Ex: Arm & Hammer)
· Price-quality relationship – businesses on the extremes of the price range (Ex: Hallmark cards cost more but higher quality and Wal-Mart low-price leader)
· Product user – distinguishes a brand or product by clearly specifying who might use it.  (Ex: GMC trucks, toughness ad strength not soccer moms)
· Product class – (ex: orange juice “it’s not just for breakfast anymore”) to be successful, this approach must position orange juice as an alternative to soft drinks such as Pepsi or Coke.
· Cultural symbol – is difficult but if done successfully, can become a strong competitive advantage for a firm.  (Ex: Playboy has evolved into an entertainment empire by becoming a cultural symbol, although a controversial one.  Stetson cologne is tied to the American cowboy and the spirit of the West. The ad copy states, “The attraction is legendary.” The purpose of placing this ad in Glamour magazine was to entice women to purchase the product for the men in their lives.

Define what an evoked, inept and inert set are. (Ch.3) P.69
A person’s evoked set consists of the brands he or she considers in a purchasing situation. An evoked set might be reviewed during both the information search and evaluation stages of the buying decision-making process. Two additional brand sets become part of the evaluation of purchase alternatives: (1) the inept set and (2) the inert set.
The inept set consists of the brands that are part of a person’s memory that are not considered because they elicit negative feeling. These negative sentiments are normally caused by a bad experience with a vendor or particular brand. They can also originate from negative comments made by a friend or by seeing an advertisement that the potential customer did not like.
The inert set holds the brands that the consumer is aware of, but the individual has neither negative nor positive feelings about the product. A lack of knowledge about these brands usually eliminates them as alternatives. In other words, in most purchase situations the only brands considered are those that are present in the evoked set.

Define what the multiattribute approach is and briefly explain how it works. (Ch.3) P.70-72
The multiattribute model suggests that a consumer’s ultimate attitude towards a brand is determined by:
· The brand’s performance on product or brand attributes
· The importance of each attribute to the consumer
This model includes the assumption that consumers rate choices by the degree to which they contain an attribute (e.g., low price, style, convenience) and the degree to which the attribute is important to them personally. When brands are rated highly on attributes with high personal importance, they are likely to be purchased. 
Multi attribute chart lists downward in one column all important attributes to them and then ranks its importance level on 5 then lists all possible brands and ranks on 5 how they fulfill that attribute and then adds totals on each brand. 

Ways to calculate scores on the multi-attribute chart:
· Compensatory heuristics: multiply each attribute’s importance rating by the corresponding evaluation for each brand. This method assumes that no one single brand scores high on every attribute and that individual attributes vary in importance.
· Conjunctive heuristics: establishes a minimum or threshold rating. Consider only brands that meet this threshold, even when one product ranks high on individuals criteria. (Ex: threshold is 4 and therefore eliminates everyone with a score or 3 or less)
· Iterative approach: starts with most important attribute and go through each brand and if it is below the minimum ranking your accept (4/5) you eliminate that brand you continue going down the column of attributes until your left with one brand.
· Phased heuristic approach: combination of all these methods. You create a threshold and eliminate all others below that number. Then you use the compensatory heuristic approach to make the final decision between the ones that are left – used when there are several brands to evaluate 

Define what a promotion opportunity analysis is and briefly explain its different steps. (Ch.4) P. 93-111
Promotions opportunity analysis is the process marketers use to identify target audiences for an organization’s message and the communications strategies needed to reach these audiences. 
· It must accomplish 2 objectives: 
1. Determine which promotional opportunities exist from the company
2. Identify the characteristics of each target audience so that suitable advertising and marketing communications messages can reach them. The more the marketer knows about the audience, the greater the chance a message will be heard, be understood and result in the desired outcome (i.e., purchase, increase brand loyalty, increase employee satisfaction, etc.)

3 steps of developing a promotions opportunity analysis:
1. Communication market analysis: process of discovering the organization’s strengths and weaknesses in the area of marketing communications and combining that information with an analysis of the opportunities and threats present in the firms external environment. 

Should examine 3 areas: competitors, opportunities, and target markets 
· Competitors: 
· Objective is to discover who are they and what are they doing for marketing communications. After listing all competitors a competitive analysis includes gathering secondary data about those companies. The first items to look at are statements that competitors make about themselves. These statements can be found in:
· Advertisements
· Promotional materials
· Annual reports
· A prospectus for a publicly held corporation
· Websites
· Next, study what other people say about the competition.
· Look at primary research—ex: in a retail store you go to a competing store and look at the store and how the clothing looks. Marketing team should talk to vendors and suppliers who have done business with the competition 
· Ultimate objective of the analysis of competitors is to determine where they are positioned relative to the brand in question and uncover gaps in the market.
· Opportunities:
· Ask questions such as: “Are there customers that the competition is ignoring or not serving?” “Which markets are heavily saturated and have intense competition?” P. 95
· Point of asking these questions is to explore new communications opportunities—these opportunities are filled when there is an unfilled market niche, when the competition is doing a poor job of meeting the needs of some customers, wen the company offers a distinct consequence or when a market niche is not being targeted with effective marketing communications. 
· Opportunity can exist because demand of a growing segment of the market is not being met by competitors or technology has enabled a new opportunity for companies to meet customer demand
· Opportunity can be a trend within the target audience
· Target Markets: looks to define the target market more precisely. Goal is to attempt to decipher the needs and wants of individual groups. The goal is to divide the overall market into smaller market segments, so that the company can develop marketing programs and ads for each of these smaller groups
· Market segmentation: use to distinguish between specific purchasing groups. It is the process of identifying specific purchasing groups based on their needs, attitudes, and interests
· Market segment: is a set of businesses or group of individual consumers with distinct characteristics.
· Market segmentation by customer groups: identify sets of consumers who are potential buyers and who have things in common (attitudes, interests, or needs)
· Demographics: population characteristics—gender, age, income, ethnicity etc.
· Gender: men and women buy different things and for different reasons
· Men play a big role in men’s purchases
· Age: children have a major impact on the purchasing decision of their parents. Certain ads are targeted to certain age groups. 
· Income: spending is directed towards 3 large categories: necessities, sundries and luxuries
· People with lower incomes only purchase necessities, as income increases people can buy more items known as sundries, which are things that are “nice to own” but not necessary (TV, laptops, vacation etc.) and then high income families can afford luxuries (yachts, jets, Ferraris etc)
· Ethnic groups: Canada is diverse but most ads are written from a white Anglo-Saxon perspective, this is an opportunity and a threat… opportunity for companies to adapt their message to other cultures and heritages, and a threat to those that do not
· Successful ethnic marketing requires understanding various ethnic groups and writing marketing communications that speak to specific cultures and values
· To market effectively to ethnic groups, marketers look for creative approaches that respect Canada’s ethnic differences while also highlighting similarities—achieving this requires marketing agencies that understand the subtleties of multiculturalism
· Psychographics: emerge from patterns of responses that reveal a person’s activities, interests and opinions (AIO)—measures can be combined with demographic information to provide marketers with a more complete understanding of the market to be targeted 
· The VALS2 typology categories respondents into 8 different groups based on resources and on the extent to which they are action oriented:
1. Innovators: successful and receptive to new technologies
2. Thinkers: educated & conservative, practical consumers who value knowledge and responsibility
3. Achievers: goal-oriented, committed to career and family, favor prestige products
4. Experiencers; young, enthusiastic and impulsive clients who seek variety and excitement spend a lot on fashion and entertainment 
5. Believers: focus on tradition, family and religion. Prefer North American made products
6. Strivers: fun-loving customers who are concerned about others opinions and approvals 
7. Makers: self-sufficient clients who have the skill to carry out projects, not impressed by materialistic things, respect authority
8. Survivors: concerned with safety and security, they focus on meeting needs rather then fulfilling desires, they are brand loyal but buy discounted things
· Segments based on generations: common events and experiences create bonds between people who are the same age
· Segments based on geographic area
· Geodemographic segmentation: hybrid form of geographic segmentation allows companies to enrich geographic approaches to segmentation. It identifies potential customers from demographic information, geographic information and psychographic information. It is expensive and unwise to send surveys to everyone but this new forms sends only to who matches the target markets
· Benefit segmentation: focuses on the advantages consumers receive from a product rather than the characteristics of consumers themselves
· Usage segmentation: based on customer usage or purchases. The goal is to provide the highest level of services to a firm’s best customers while promoting the company to casual or light users, or possible attracting non-users. Usage is usually determined through databases, it then places clients into clusters (advantages p. 102)
·  
· Business to business segmentation: (how to examine potential clients)
· Segmentation by industry (NAICS/SIC): -- North American Industry classification system: this allows the marketing team to examine specific industries 
· Segmentation by size of industry: based on company size
· Segmentation by geographic location: (successful) Benefits businesses with customers who are concentrated in geographic pockets (good example on p. 104)
· Segmentation by product usage: segmented based on the way the good/service is used. Many services have a variety of uses for distinct customers. (Ex: hotel needs to plan events in their reception rooms and they can segment the market based on the hotel’s facilities, staff etc.—they can identify the business segments based on various types of events (half or full day event)
· Segmentation by customer value
2. Establish communications objectives
· Identifies a clear target audience
· Clear objectives should be defined – 4 roles for when defining objectives:
1. Specific target audience
2.  Specific task: the objective should relate to some defined behavior or attitude on the part of the target audience (ex: a target for non-users could be to change the product awareness levels of non-users)
3. Specific changes: objectives should also state the precise nature of the changes in the task that the IMC plan is expected to bring about (ex: marketers knows only 10% of non-users have tried the product then they should develop a task level of 50% among non-users)
4. Specific time: set time of completion 

3. Create a communications budget (DIAGRAMS p.108-109)
· Managers tend to make unrealistic assumptions about the budget, usually occurs when a manager assumes there is a direct relationship between expenditures on marketing communications and subsequent sales revenues, which is unlikely. 
· Things that affect the relationships between sales and communications:
· The objective of the communication
· Threshold effects: Sudden radical change, going from not knowing the brand to eventually wanting to make a purchase
· Carryover effects: many products are only purchased when needed (washing machines) so the promotions of these products are designed to generate carryover effects. This occurs when the customer has been exposed to the company’s message for so long that when the time comes to buy, they remember the company
· Wear out effects: When an advertisement plays too often or they have seen something like it too many times they just tune it out and don’t pay attention to it. This could also cause negative attitudes toward the brand. 
· Decay effects: when a company stops using marketing communications, people start to forget about the brand and the message.  Sometimes the degree of decay is dramatic but other times companies have the power to come back before the brand and been washed out of the consumers minds. 
· Usually when there is a marketing campaign the sales go up and then when the campaign stops the decay effect kicks in and sales go down (summary of figure 4.8 p.109)
· Look at S-CURVE on page. 108—it is known as the sales-response function curve, it shows the diminishing returns which are represented by the concave downward function—this means that incremental increases in the expenditures in the marketing communications result in smaller and smaller increases in sales
· A marginal analysis shows that further communications expenditures might have aversely affect profits

Types of Budgets:
1. Percentage of sales: derived from sales of the previous year and from anticipated sales for the next year. Used because its simple but also has several problems like it tends to change in the opposite direction of what is typically needed (sales up then budget up) but in reality if sales are going down the budget should go up to try and generate sales. This method doesn’t allocate money for spending.
2. Meet the competition: Goal here is to prevent market share loss.  Used in competitive market. Drawback is that marketing dollars might not be spent efficiently because matching the competitions spending doesn’t mean success. It is not HOW MUCH we spend the money but HOW WELL we spend it.
3. “What can we afford” requires set of marketing budget after all the company’s other budgets have been determined. Money is allocated based on what the company leaders feel they can afford. Management here doesn’t fully understand the benefits of marketing communications.
4. Objective and task: management lists all the communication objectives to pursue during the year and then calculates the cost of accomplishing each objective. The budget is the cumulative sum of the estimated costs for all objectives. (Experts believe this model to be the best).
5. Payout planning: establishes a ratio of marketing communications to sales or market share. This normally allocates greater amounts in early years to yield payouts in later years. By allocating large amounts at the beginning of a new product introduction, brand awareness, and brand equity are built. Then once the brand is build and sales are increasing less money is needed toward marketing communication (bar chart p. 111)
6. Quantitative models: computer stimulations can be developed to model the relationship between advertising or promotional expenditures with sales and profits.

· Budget expenditures: a budget is finalized when the company has specified how funds will be spent on each of the major marketing communication tools.
· They should have a good understanding of where the most promising opportunities for marketing communications lie—includes analysis of both internal and competitive marketing communications and positioning, a specific target market, a specific objective related to that market and a budget designed to deliver the objective.

Why and how would a firm analyze its competitors’ marketing communications? 
Competitors: 
· Objective is to discover who are they and what are they doing for marketing communications. After listing all competitors a competitive analysis includes gathering secondary data about those companies. The first items to look at are statements that competitors make about themselves. These statements can be found in:
· Advertisements
· Promotional materials
· Annual reports
· A prospectus for a publicly held corporation
· Websites
· Next, study what other people say about the competition.
· Look at primary research—ex: in a retail store you go to a competing store and look at the store and how the clothing looks. Marketing team should talk to vendors and suppliers who have done business with the competition 
· Ultimate objective of the analysis of competitors is to determine where they are positioned relative to the brand in question and uncover gaps in the market.

What target market opportunities can be identified through a promotions opportunity analysis? 
Opportunities:
· Ask questions such as: “Are there customers that the competition is ignoring or not serving?” “Which markets are heavily saturated and have intense competition?” P. 95
· Point of asking these questions is to explore new communications opportunities—these opportunities are filled when there is an unfilled market niche, when the competition is doing a poor job of meeting the needs of some customers, wen the company offers a distinct consequence or when a market niche is not being targeted with effective marketing communications. 
· Opportunity can exist because demand of a growing segment of the market is not being met by competitors or technology has enabled a new opportunity for companies to meet customer demand
· Opportunity can be a trend within the target audience
· Target Markets: looks to define the target market more precisely. Goal is to attempt to decipher the needs and wants of individual groups. The goal is to divide the overall market into smaller market segments, so that the company can develop marketing programs and ads for each of these smaller groups
· Market segmentation: use to distinguish between specific purchasing groups. It is the process of identifying specific purchasing groups based on their needs, attitudes, and interests
· Market segment: is a set of businesses or group of individual consumers with distinct characteristics.
· Market segmentation by customer groups: identify sets of consumers who are potential buyers and who have things in common (attitudes, interests, or needs)
· Demographics: population characteristics—gender, age, income, ethnicity etc.
· Gender: men and women buy different things and for different reasons
· Men play a big role in men’s purchases
· Age: children have a major impact on the purchasing decision of their parents. Certain ads are targeted to certain age groups. 
· Income: spending is directed towards 3 large categories: necessities, sundries and luxuries
· People with lower incomes only purchase necessities, as income increases people can buy more items known as sundries, which are things that are “nice to own” but not necessary (TV, laptops, vacation etc.) and then high income families can afford luxuries (yachts, jets, Ferraris etc)
· Ethnic groups: Canada is diverse but most ads are written from a white Anglo-Saxon perspective, this is an opportunity and a threat… opportunity for companies to adapt their message to other cultures and heritages, and a threat to those that do not
· Successful ethnic marketing requires understanding various ethnic groups and writing marketing communications that speak to specific cultures and values
· To market effectively to ethnic groups, marketers look for creative approaches that respect Canada’s ethnic differences while also highlighting similarities—achieving this requires marketing agencies that understand the subtleties of multiculturalism
· Psychographics: emerge from patterns of responses that reveal a person’s activities, interests and opinions (AIO)—measures can be combined with demographic information to provide marketers with a more complete understanding of the market to be targeted 

The VALS2 typology categories respondents into 8 different groups based on resources and on the extent to which they are action oriented:
1. Innovators: successful and receptive to new technologies
2. Thinkers: educated & conservative, practical consumers who value knowledge and responsibility
3. Achievers: goal-oriented, committed to career and family, favor prestige products
4. Experiencers; young, enthusiastic and impulsive clients who seek variety and excitement spend a lot on fashion and entertainment 
5. Believers: focus on tradition, family and religion. Prefer North American made products
6. Strivers: fun-loving customers who are concerned about others opinions and approvals 
7. Makers: self-sufficient clients who have the skill to carry out projects, not impressed by materialistic things, respect authority
8. Survivors: concerned with safety and security, they focus on meeting needs rather then fulfilling desires, they are brand loyal but buy discounted things
· Segments based on generations: common events and experiences create bonds between people who are the same age
· Segments based on geographic area
· Geodemographic segmentation: hybrid form of geographic segmentation allows companies to enrich geographic approaches to segmentation. It identifies potential customers from demographic information, geographic information and psychographic information. It is expensive and unwise to send surveys to everyone but this new forms sends only to who matches the target markets
· Benefit segmentation: focuses on the advantages consumers receive from a product rather than the characteristics of consumers themselves
· Usage segmentation: based on customer usage or purchases. The goal is to provide the highest level of services to a firm’s best customers while promoting the company to casual or light users, or possible attracting non-users. Usage is usually determined through databases, it then places clients into clusters (advantages p. 102)
 
· Business to business segmentation: (how to examine potential clients)
· Segmentation by industry (NAICS/SIC): -- North American Industry classification system: this allows the marketing team to examine specific industries 
· Segmentation by size of industry: based on company size
· Segmentation by geographic location: (successful) Benefits businesses with customers who are concentrated in geographic pockets (good example on p. 104)
· Segmentation by product usage: segmented based on the way the good/service is used. Many services have a variety of uses for distinct customers. (Ex: hotel needs to plan events in their reception rooms and they can segment the market based on the hotel’s facilities, staff etc.—they can identify the business segments based on various types of events (half or full day event)
· Segmentation by customer value

How do you identify market segments? 
Market segmentation: use to distinguish between specific purchasing groups. It is the process of identifying specific purchasing groups based on their needs, attitudes, and interests
· Market segment: is a set of businesses or group of individual consumers with distinct characteristics.
· Market segmentation by customer groups: identify sets of consumers who are potential buyers and who have things in common (attitudes, interests, or needs)
· Demographics: population characteristics—gender, age, income, ethnicity etc.
· Gender: men and women buy different things and for different reasons
· Men play a big role in men’s purchases
· Age: children have a major impact on the purchasing decision of their parents. Certain ads are targeted to certain age groups. 
· Income: spending is directed towards 3 large categories: necessities, sundries and luxuries
· People with lower incomes only purchase necessities, as income increases people can buy more items known as sundries, which are things that are “nice to own” but not necessary (TV, laptops, vacation etc.) and then high income families can afford luxuries (yachts, jets, Ferraris etc)
· Ethnic groups: Canada is diverse but most ads are written from a white Anglo-Saxon perspective, this is an opportunity and a threat… opportunity for companies to adapt their message to other cultures and heritages, and a threat to those that do not
· Successful ethnic marketing requires understanding various ethnic groups and writing marketing communications that speak to specific cultures and values
· To market effectively to ethnic groups, marketers look for creative approaches that respect Canada’s ethnic differences while also highlighting similarities—achieving this requires marketing agencies that understand the subtleties of multiculturalism
· Psychographics: emerge from patterns of responses that reveal a person’s activities, interests and opinions (AIO)—measures can be combined with demographic information to provide marketers with a more complete understanding of the market to be targeted 
· The VALS2 typology categories respondents into 8 different groups based on resources and on the extent to which they are action oriented:
1. Innovators: successful and receptive to new technologies
2. Thinkers: educated & conservative, practical consumers who value knowledge and responsibility
3. Achievers: goal-oriented, committed to career and family, favor prestige products
4. Experiencers; young, enthusiastic and impulsive clients who seek variety and excitement spend a lot on fashion and entertainment 
5. Believers: focus on tradition, family and religion. Prefer North American made products
6. Strivers: fun-loving customers who are concerned about others opinions and approvals 
7. Makers: self-sufficient clients who have the skill to carry out projects, not impressed by materialistic things, respect authority
8. Survivors: concerned with safety and security, they focus on meeting needs rather then fulfilling desires, they are brand loyal but buy discounted things
· Segments based on generations: common events and experiences create bonds between people who are the same age
· Segments based on geographic area
· Geodemographic segmentation: hybrid form of geographic segmentation allows companies to enrich geographic approaches to segmentation. It identifies potential customers from demographic information, geographic information and psychographic information. It is expensive and unwise to send surveys to everyone but this new forms sends only to who matches the target markets
· Benefit segmentation: focuses on the advantages consumers receive from a product rather than the characteristics of consumers themselves
· Usage segmentation: based on customer usage or purchases. The goal is to provide the highest level of services to a firm’s best customers while promoting the company to casual or light users, or possible attracting non-users. Usage is usually determined through databases, it then places clients into clusters (advantages p. 102)

Define and explain the different elements of a marketing communication objective. 
Guide the development and delivery of message:
· Aligned with overall Marketing objectives
· Supported by other marketing functions
· Specific target audience
· Specific task: the objective should relate to some defined behavior or attitude on the part of the target audience (ex: a target for non-users could be to change the product awareness levels of non-users)
· Specific changes: objectives should also state the precise nature of the changes in the task that the IMC plan is expected to bring about (ex: marketers knows only 10% of non-users have tried the product then they should develop a task level of 50% among non-users)
· Specific time: set time of completion
Define what a [percentage of sales/competition/affordability/objective and task/payout planning/quantitative models] marketing communication budget is. What are the pros and cons of using this budgeting method?
Percentage of sales:  This budget is either (1) sales from the previous year or (2) anticipated sales for the next year.
· Pros: simplicity, easy to compare.
· Cons: 
· Tends to change in the opposite direction of what is typically needed. That is when sales go up, so does the communications budget. When sales decline, the communications budget also declines.
· Method does not allocate money for special needs or to combat competitive pressures.
Meet-the-competition: to prevent the loss of market share. It is often used in highly competitive markets where rivalries among competitors are intense.
· Cons: marketing dollars might not be spent efficiently. Remember, it’s not how much is spent, but rather how well the money is allocated and how effectively the marketing campaign works at retaining customers and market share.
“What can we afford”: sets marketing budget after all of the company’s other budgets have been determined. Money is allocated on what the company leaders feel they can afford.
· Pros: for newer and smaller companies with limited finances
Objective & Task: management lists all of the communications objects to pursue during the year and then calculates the cost of accomplishing each objective. The communications budget is the cumulative sum of the estimated costs for all objectives.
· Pros: relates dollar costs to achieving specific objectives. 
· Cons: difficult for a large company, such as P&G to use. With hundreds of products on the market, producing a budget based on objectives for each brand and product category is very time-consuming.
Payout Planning:  establishes a ratio of marketing communications to sales or market share. This method normally allocates great amounts in early years to yield payouts in later years. By allocating larger amounts at the beginning of a new product introduction, brand awareness and brand equity are built.
Quantitative: model to show the relationship between advertising or promotional expenditures with sales and profits.
· Pros: accounting for the type of industry and product as the model is created. Limited to larger organizations with strong computer and statistics department.

Define and explain the different elements of a creative brief. (Ch.5) P.123-124
The document used to articulate this strategy to the creative department is known as the creative brief. This document includes a number of items that are essential for the creative team to understand in order to deliver a focused, effective message. Each marketer and agency uses his or her own slightly tailored version of this document. But in general, there are a number of questions answered in the brief that are consistent to all versions.
Components of the creative brief:
· Who are we walking to?
· What is the objective?
· What is the one thing we’re trying to tell them?
· Why should they believe us?
· Where and when are we telling them?

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? Give an example of such a product. 
	
	Rational
	Emotional

	High involvement
	Process:
Cognitive–>affective –>conative
Product example:
Appliances
Critical Campaign Elements: 
Websites/newspapers
	Process:
Affective–>cognitive –>conative
Product example:
Clothing/fashion
Critical Campaign Elements: 
Magazine/ OOH

	Low involvement 
	Process:
Conative–>Cognitive–> affective
Product example:
Frozen food
Critical Campaign Elements: 
Coupons/sampling
	Process:
Conative–>affective –>Cognitive
Product example:
Chewing gum
Critical Campaign Elements: 
Point-of-sale



Define what the means-end theory is and briefly explain how it can impact your marketing communications strategy. 
This approach suggests that marketing communications should contain a message, or means, that leads the consumer to a desired end state. The purpose of the means-end chain is to start a process in which the marketing communications leads the consumer to believe that using the product will help him or her reach one of these personal values.
Means-end theory is the basis of a model called the Means-End Conceptualization of Components for Advertising Strategy (MECCAS). The MECCAS model suggests using 5 elements in creating ads:
· 
· The product’s attribute
· Consumer benefits
· Leverage points
· Personal values
· Message tactics

The MECCAS approach moves consumers through the 5 elements. The attributes of the product are linked to the specific benefits consumers can derive. These benefits, in turn, lead to the attainment of a personal value.
Define what the Elaboration Likelihood Model is and briefly explain how it can impact your marketing communications strategy. 
[image: http://upload.wikimedia.org/wikipedia/en/thumb/a/a0/ELMdavidvfu1.jpg/400px-ELMdavidvfu1.jpg]
This model examines how likely a person is to spend time thinking deeply (i.e., elaborating) about any specific piece of marketing communications. The underlying premise of the model is that marketing communications influences audiences based on how much the audience thinks about the message. The different ways in which audiences think about and process messages are known as the routes to persuasion. When an audience is able to think about a message and has motivation to do so, their elaboration will be high.
Ex: Someone relaxing and reading a magazine who suffers from migraines will likely spend a relatively large amount of time reading and thinking about an ad for migraine medication placed in that magazine. In this case, the use of arguments and specific product information is known as the central route of persuasion under the ELM.
However, if an 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 detail. In this case, cues such as the use of a celebrity endorser or images will be used to evaluate the marketing communication. Ex: If an ad for running shoes is placed on the side of a bus, one cue that might be effective is the use of a high-profile athlete endorser. This route is known as the peripheral route of persuasion. 
In other cases the audience is neither able nor motivated to process the message in marketing communications. This is known as low-involvement persuasion because the audience is not interested in spending time thinking about marketing communications. Ex: A product that usually faces low-involvement processing by consumer audiences is cola. This is why most marketing communications for brands like Pepsi or Coke usually feature the use of humor as opposed to arguments.

Based on the Elaboration Likelihood Model, when would the use of a celebrity spokesperson be most effective? Briefly explain why. 
If an 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 detail. 
In this case, cues such as the use of a celebrity endorser or images will be used to evaluate the marketing communication. Ex: If an ad for running shoes is placed on the side of a bus, one cue that might be effective is the use of a high-profile athlete endorser. This route is known as the peripheral route of persuasion. 
Define and briefly explain what the different types of [rational/emotional] appeals are.  (Ch.5) P.131-140 or 146

Appeals are the approach used to achieve the objectives for the message.

Rational appeal can be useful at any stage of the hierarchy of effects: awareness, knowledge, liking, preference, conviction and purchase. A rational message leads to a stronger conviction about a product’s benefits, so that the purchase is eventually made. Rational appeals rely on consumers actively processing the information presented in the marketing communications. The audience must pay attention to the communication, comprehend the message and compare the message to existing knowledge. Rational appeals focus on factual information presented to convince the audience to act based on such elements as price, product performance, or scarcity.
· Price appeals
· Performance appeals
· Scarcity appeals
Emotional appeal marketers want customers to feel a bond with the band. Emotional appeals focus less on cognition and more on affect. Fear, humor and sex appeals are among the more popular appeals that are generally considered to be emotional in nature. Emotional appeals tend to work better than rational appeals for many products.
· 
· Fear appeals
· Humor appeals
· Sex appeals


Explain what the main goal of each creative tactic is. (Ch. 6) P. 155-158 or 180
3 types of message tactics are presented in marketing communications.
· Cognitive tactics: emphasize rational and logical arguments to compel consumers to make purchases. 
· Affective tactics: are oriented toward buyer emotions and feelings.
· Conative tactics:  are linked to more direct responses, behaviors and actions.
These tactics should be integrated with various types of appeals through the marketing communications campaign elements.

Explain what a [generic message/pre-emptive message/unique selling proposition/ hyperbole/comparative message] cognitive tactic is. Give an example of such a tactic. 
A cognitive message tactic is the presentation of rational arguments or pieces of information to consumers designed to stimulate cognitive processing. When a cognitive message tactic is used, they key feature of the message is about the product’s attributes or benefits.
· Generic messages: are direct presentations of product attributes or benefits without any claim of superiority. This type of tactic works best for a firm that is clearly the brand leader and is the dominant company in the industry. (Ex: Campbell’s soup cans declare, “Soup is good food” without making any claim to superiority.) This is because the company so strongly dominates the industry.
· Preemptive messages: claim superiority on a product’s specific attribute or benefit. This idea is to prevent the competition from making the same or similar statement.  (Ex: Crest toothpaste is well known as “the cavity fighter”. The brand preempts other companies from making similar-sounding claims, even though all toothpastes fight cavities.
· Unique selling proposition (USP): is an explicit, testable claim of uniqueness or superiority that can be supported or substantiated in some manner. (Ex: Kal Tire ad proposes a unique selling proposition aimed at car owners. The message that DieHard battery is “the world’s best-selling automotive battery” highlights the popularity of the product.
· Hyperbole: makes an untestable claim based upon some attribute or benefit. (Ex: when CBC states that its programming contains the nation’s favorite comedies, the claim is a hyperbole. These claims do not have to be substantiated, which makes this cognitive tactic quite popular.
· Comparative messages: when a marketer directly or indirectly compares a good or service to the competition, they are using the comparative method. (Ex: Bell, Rogers, TELUS compare network capabilities and rates.)

What are the pros and cons of using a comparative message tactic? 
Advantage
· They often capture the audience’s attention. When comparisons are made, both brand awareness and message awareness increase. Consumers tend to remember more of what the message says about a brand than when the same information is presented in a noncomparative format.
· Without stretching or providing misleading information
· Comparing a low-market share brand to the market leader works well, because viewers concentrate more carefully on the content and message of the ad.
· GOOD EX: Avis, car rental. “We try harder”
Disadvantage
· Many consumers think comparative messages are less believable. They view the information about the sponsor brand as an exaggerated and conclude that the information about the comparison brand probably is misstated to make the sponsor brand appear superior. 
· Negative attitudes consumers may develop towards the message itself. If the audience acquires negative attitudes towards the messages, these negative attitudes can transfer to the sponsor’s product. (Negative comparative message typically result in lower believability of the claims and creates less favorable attitudes towards the brand.)
· Spontaneous trait transference; suggests that when someone called another person dishonest, other people tend to remember the speaker as also being less than honest. This is more likely to occur when the consumer uses the comparative brand, not the sponsored brand. 

Explain what a [slice-of-life/animation/dramatization/demonstration/fantasy/informative/ testimonials/authoritative] executional framework. Give an example of an ad using that executional framework. 
Executional framework: is the manner in which an appeal is presented.
Slice-of-life
· Marketers attempt to provide solutions to the everyday problems consumers or businesses face. 
· The most common slice of slice format has 4 components (encounter, problem, interaction, solution)
· (Ex: P&G, child playing soccer + parents cheering the encounter dirty uniform at a game, voice over stating problem, someone introduces the laundry detergent the interaction, ad ends with a solution.)

Animation
· Can be human, animal or product personifications. 
· Animation was originally a lest-resort technique for advertisers who did not have money to prepare a live commercial.
· Ex: Tony the tiger
Dramatization
· Uses the same format, in which a problem is first represented and then a solution is offered. The difference lies in the intensity and story format. Dramatization uses a higher level of excitement and suspense to tell the story. A dramatization story normally builds to a crisis point leading to a suspenseful climax.
· Ex: “What’s in your wallet” ads for Capital One 
Demonstration
· Shows how a product works. Effective way to communicate the attributes of a product to the audience. 
· Ex: Swiffer
Fantasy
· Designed to lift the audience beyond the real world to make-believe experience. Some fantasies a re made to realistic. Others are completely irrational. 
· Ex: anything from a dream vacation spot or cruise ships to juicy burgers or an enticing DiGiorna pizza.
Informative
· Presents information to the audience in a straightforward manner.
· More common in radio and sales promotions (less in tv and print)
· Ex: an informative ad about a diet product in Glamour magazine that has a special article on weight control or exercising will be noticed more than in a fashion section.
Testimonials
· A customer talking about a positive experience with the product. (Popular in the business-to-business and service sectors)
· Buyers believe what others say more than they believe what a company says about itself.
· Ex: dentist, attorney or auto repair shop…customers usually ask family or friends.
Authoritative
· Marketers seek to convince the audience that a given product is superior to other brands.
· Expert authority: dentists, physician, nurses etc. (expert in the field)
· Ex: hunting magazine, having an expert taking about the guns

What are the pros and cons of using a celebrity spokesperson as part of your marketing communications strategy? 
Pros
· His or her stamp of approval can enhance the product’s brand equity. Celebrities can also create emotional bonds with the products.  The idea is to transfer the bond that exists between the celebrity and the audience to the product being endorsed.
Cons
· Overexposure: don’t want someone who is associated with many brands
· Inappropriate behavior: Britney Spears drinking Coke when endorsed with Pepsi or Tiger Woods cheating on his wife.

Define and briefly explain what reach and frequency are. 

Reach: is the number of people, households or businesses in the target audience exposed to a media vehicle or message schedule at east once during a given time period. A period is normally 4 weeks. In other words, how many targeted buyers did the ad reach at least once during the 4-week period?
· Number of members of your target audience exposed at least once to a medium over a specific period of time.
· Problem: no way to know if exposure to a certain medium results in exposure to the ad.
Frequency: is the average number of times an individual, household or businesses within a particular target market is exposed to a particular advertisement within a specified time period, again usually 4 weeks. Or, how many times did the person see the ad during the campaign?
· Number of times a member of your target audience is exposed to a medium during a specific period of time
· Problem: no way to know is exposure to a certain medium results in exposure to the ad

What are the pros and cons of using [television/radio/newspapers/magazines/out-of-home] as an advertising medium? 

Television

Pros
· High reach
· High frequency potential
· Low cost per contact
· Quality creative opportunities
· High intrusion value
· Segmentation possibilities through cable & regional outlets
Cons
· Greater clutter
· Low recall due to clutter
· Short exposure time
· Channel surfing (or skipping) during commercials
· Short amount of copy
· High cost per ad
Radio

Pros
· High recall
· Narrower target markets
· High segmentation potential
· Flexible
· Fast turn around
· Ability to modify ads to fit local conditions 
· Intimacy

Cons
· Clutter
· Short exposure time
· Low attention
· Harder to reach national audience
· Target duplication
· Information overload

· Mobile
· Creative opportunities


Newspaper

Pros
· Geographic selectivity
· High flexibility
· High credibility
· Strong audience interest
· Longer copy
· Cumulative volume discount
· Coupons and special responses features
Cons
· Poor buying procedures
· Short life span
· Major clutter
· Poor quality reproduction
· Internet competition with classified ads
· Decreasing readership

Magazines

Pros
· High market segmentation
· Targeted audience interest
· Direct-response techniques
· High color quality
· Availability of special features
· Long life
Cons
· Decreasing readership
· High level of clutter
· Long lead time
· Little flexibility
· High cost

· Longer attention to ad

Out-of-home (OOH)

Pros
· Able to select key geographic areas
· Accessible for local ads
· Low cost per impression
· Broad reach
· High frequency in busy areas
Cons
· Short exposure time
· Brief message
· Little segmentation possible
· Cluttered environments


· Large, spectacular ads possible


Long essay questions (300 words or less) 
There will be 3 questions (5 points each) from the following: 

Explain how brands create value. 
By providing benefits for both customers and the company

Brand value—the customer’s perspective:
· For the customer the brand serves several useful functions, including:
· Providing assurance regarding purchase decisions of familiar products in unfamiliar settings
· Giving assurance about the purchase when the buyer has little or no previous experience with the good or service
· Reducing search time in purchase decisions – faster decisions
· Providing psychological reinforcement and social acceptance of purchases
Brand Value—the company perspective:
· A strong brand generates many benefits:
· Brand extensions: Extension of positive customer feelings to new products
· Price Premium: The ability to charge a higher price or fee 
· Consumer loyalty: leading to more frequent purchases
· Corporate Equity
·  Positive word of mouth endorsements
· Higher level of channel power
· The ability to attract quality employees
· More favorable ratings by financial observers and analysts. 
· A strong brand provides the basis for the development of new goods and services. When consumers are familiar with the corporate name and image, the introduction of a new product becomes easier because their long term clients will want to give it a try
· A strong brand allows a company to charge more for its goods and services. 
· Strong brands have more loyal customers
· Customers are more loyal to retailers and therefore loyalty to brands is declining

Define and explain the different steps of the purchase decision-making process. Give an example that illustrates each step of the process. 

Step 1: Need recognition
Step 2: Information search
· Internal & external search
· Buyer attitudes
· Buyer values
· The social aspects of buyer behavior 
· Organization influences
Step 3: Evaluation of alternatives
· The evoked set
· The multi-attribute approach
· Social influences
· Affect referral
Step 4: purchase decision
Step 5: Post purchase evaluation
Buying a computer
S1: Need one for school
S2: Search 
· Google
· Ask friends
S3: chose between 3 brands
S4: Decide on laptop
S5: How I feel about my purchase after I bought it






Explain where and how consumers search for information. 

Internal search:
· Product recall
· Previous experiences
· Consideration set 
· Personal experiences
External search:
· Personal sources
· Marketer controlled sources
· Public sources


Explain and provide an example of how marketing communications can impact how consumers evaluate alternatives. 
The evoked set: consists of brands he or she considers in a purchasing situation.
· Inept set - not considered 
· Inert set –no negative nor positive feelings about product.
Ex: Buying a car 
· Evoked set: Mazda, Subaru, Nissan
· Inept set: Toyota
· Inert set: Hyundai 
The multi-attribute approach: ultimate attitude towards a brand is determined by:
· The brand’s performance on product or brand attributes
· The importance of each attribute to the consumer

Ex: Car Attributes:
· Price
· Quality
· Mileage
· Safety
· Spacey
Importance
5
3
3
3
2
(Evaluate each car…)




Social influences:
· Referent groups: family, friends
Ex: what my friends think is a cool car will have an influence on what I choose

Which segmentation characteristics would you use to identify Love MTL’s target market? Explain. 
Segmentation by geographic area:
· Retails seeking to limit marketing communications programs to specific areas (in this case, Montreal, for now).
· This will gain awareness on the company
Disadvantage:
· Everyone in area is exposed, regardless of interest
· Does not allow a firm to focus on a more specific target market containing only those most likely to make purchases.





Love MTL’s marketing communication problems are located at which stage of the hierarchy of effects model? What marketing communications objective(s) would you derive from this analysis? 
[image: http://superbrand.net/Graphics/Hierarchy.gif]
LoveMTL is at stage 1: Awareness
· Their problem at the moment is that nobody knows who they are and what they do. Before they can acquire knowledge, customers need to be aware of the company
Marketing communication objective: is awareness. Events, social media, etc. 

Where in the purchase decision making process does Car2go encounter problems with its current customers? Explain. 
[image: http://www-rohan.sdsu.edu/%7Erenglish/370/notes/chapt05/chap_05_01.gif]
Evaluation of alternatives:
· People are aware of the service know what it is the problem is that there are multiple alternatives for commuting.
Purchase decision:
· Some individuals are best suited for the alternative services, ex: Uber where you pay only when you need it.








Imagine a Car2go customer is debating between using a Car2go, Communauto, taxi/Uber, and public transportation to get to her destination. How would she evaluate these different alternatives using the multiattribute model? 
Multi-attribute Model

Car Attributes:
Price
Quality
Convenience 
Safety
Spacey
Importance
5
3
3
3
2
(Each alternative…)





Multiple the importance for each attribute by what you rated each alternative. The one with the highest number is the winner.

Using the means-end chain model, what could be Car2go’s leverage points? 
· 
· Freedom
· Security
· Reliability
· Price


What advertising media mix would be most appropriate for JMSB’s MSc program? Explain. 

Newspaper
· School newspaper/newsletter
· Geographic selectively (want people from Montreal)
· Strong audience interest (especially relating to school)
OOH
· Place advertisements within school
· Targets Concordia students

How and where could people potentially interested in pursuing an MSc degree be searching for information? Explain. 
Information search
Internal search:
· Asking people who know about it, done the degree, etc
External search: 
1) Ability 2) motivation 3) costs vs. benefits 4) knowledge of the product
· Searching the web
· Checking their page
· Calling to make an appointment
· Seeking information on the program

Which cognitive tactic would you use to communicate about JMSB’s MSc program? Explain. 

Comparative messages:
· Explaining the difference between taking this program vs. others alternatives (or compared to HEC’s program)
· Benefits of taking it
· Students and their experiences (they could talk)
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