1. Starbucks wants to increase the sales of its new flavor of coffee among its current customers. What would be the best IMC tool to help accomplish this? Explain. Give an example of how Starbucks could use that IMC tool.
The best IMC tool would be sales promotion, specifically sampling. Product sampling is an effective way to introduce a new product, generate interest in that product an collect information about the consumer. By offering a sampling in combination with a small price reduction on the new product, it can generate trial amongst consumers who were holding back. There are several types of sampling however “in-store distribution” is the most popular (ex: Starbucks handing out small testers of the new coffee to customers standing in line with a small discount if they purchase it that day). By combining this strategy, consumers will be able to experience the product before purchasing and would be willing to spend since it is at a lower price.
(p.256)
2. David’s Tea wants to use sales promotions as part of their IMC strategy, but they are afraid that it may cheapen their brand image. What would you recommend David’s Tea?
I would recommend that David’s Tea use a premium sales promotion strategy. Premiums are prizes, gifts or other special offers consumers receive when purchasing products. In contrast to coupons that can damage a brands image, premiums allow consumers to pay full price for the item and can enhance the brand image.
I would suggest using a “store premium” (gifts given by the retail store when the consumer purchases a product). David’s Tea can give a free bag of tea for every $50 spent for a limited time as to not damage their image or cheapen the brand.
(P. 252-253)
3. Your boss thinks direct marketing is the unwanted letters and flyers he keeps getting in the mail. Is your boss right? Explain. What is the defining characteristic of direct marketing? Briefly elaborate.
- not all members of an audience are equal. 
-  Tailored message (The ability to target messages specifically to individuals of a specific group means that marketers can tailor their messages based on what they know (i.e. Man buys can, dealership know how old his car is and can follow up with offers for services and maintenance since they have the data).
- Sometimes only means to reach very specific target audience
-particularly effective at purchase and post purchase
Your boss is thinking about Direct Mail, which is only one scope of Direct Marketing. While many think direct mail is a waste of time and money, its still represents the highest share of direct marketing invested by companies.

4. The grocery chain Metro is considering starting a new weekly newsletter that would send personalized recipes to its current customers. Which other IMC tool would best support Metro’s direct marketing campaign by helping increase its effectiveness? Explain. Give an example of how you would use that tool.
I would suggest that Metro use email marketing to support their direct marketing campaign. As direct mail can be costly on a weekly basis, email marketing can serve the same purpose of targeting specific individuals. One of the biggest benefits of email marketing is that the audience is already engaging in the medium that can be used to access further information (ex: click through to Metro’s website).
By knowing the consumers shopping patters as they shop at Metro, they specifically narrow in on what a consumer have purchased and link that to a recipe suggestion. An example of this would be if a consumer purchased all vegetables and fruits for the week, the email could suggest a vegetarian recipe.
(p. 237)
5. BMW wants to increase post-purchase satisfaction among its current customers. What would be the best IMC tool to help accomplish this? Explain. Give an example of how BMW could use that IMC tool.
In order for BMW to increase post-purchase satisfaction, they should implement one-to-one communications with the customer to ensure that the car meets their expectations and encourage them to return for service visits.
By engaging in post-purchase conversations, the consumer feels as though the brand care about the individual.
(p.107)
6. As a new marketing intern at Frito-Lay’s, you are handed a big dataset of customer purchases. What are the three (3) different ways you could code and analyse that data? Explain.
(Pages 229-231 in book)
* Lifetime value analysis:
o Profit revenue of a customer throughout lifetime with company
o Could be for individual customers, or groups of customer segments
* Many believe groups of customer segments are better à includes costs across a market segment (instead of just for individual customer)
o Calculate revenues, costs, retention rates, visits or purchases during time period (usually 1 year)
o Calculate cost of acquiring new customer (total marketing and advertising expenditures in dollars divided by total number of new customers)
o Cost of maintaining database
* RFM analysis
o Recency (date of last purchase), frequency (# of purchase within specific time period), monetary (monetary expenditures with a firm)
o Used to predict customer behavior
* Sorted from most recent purchase date to most historic purchase date.
* Data is then sorted into 5 equal groups. “5” shows customers who are most recent purchasers, “1” shows customers who are least recent purchasers
* frequency data “5” is most frequent purchasers, “1” is least frequent
* Same idea, split based on total amount of money spent, grouped 1-5
o Each customer has a code:
* Ex: 111, 555, 235, etc.
* 235 means did not purchase recently, purchases with medium frequency, but spend the most amount of money
o If your code starts with 5, you are most likely to purchase again (recency is most important)
* The longer time since last purchase, the less likely to purchase again
o Next most important is frequency, and least important is monetary.
* Data mining/modeling
o 2 steps:
* Building profiles of customer segments
* Preparing models that predict future purchase behaviors based on past purchases
o Data mining is the program used to develop a profile of company’s best customers, and helps identify new prospective customers
* You could see if “good” customers are candidates to become even better customers
* You could have different profiles if your company offers different things
* Helps target sales calls and look for where cross-selling is possible
* You could make direct marketing programs (permission marketing, loyalty program)
7. What are the two (2) most common types of direct marketing programs? Explain and give an example of each.
(Pages 232-236 in textbook)
1) Permission marketing:
Ø People are annoyed by spam and junk mail, so now they only send promotional information with permission from the individual consumers
i. Asking the customer’s permission to contact them using mail, telephone, email, etc.
ii. Could entice them by offering points, discounts, special deals
Ø An example could be when you purchase something and they ask if they can send you emails with offers and to let them know about upcoming sales, etc.
Ø Another example is when a customer is buying stuff online, and there is a box they can tick that says: “I would like to receive emails with special offers and shit”
2) Loyalty programs:
Ø When a company offers rewards for a series of purchases
i. Frequent flyer programs, loyalty card (like when you go somewhere and they stamp you card every time you buy something and the 10th time you get a free coffee or something), air miles
Ø Encourages repeat purchases
Ø 3 goals:
i. Developing customer loyalty
ii. Matching or preempting competition
iii. Higher income individuals use these more, good market
Ø You could cross-sell
Ø Could increase share of customer (percent of a customer’s purchases with your firm)
Ø Three principles in developing a loyalty program:
i. Design a program to enhance value of product
1. The more effort the customer needs to put in, the greater reward they expect
ii. Calculate full cost of program
iii. Design program that maximizes the customer’s motivation to make the next purchase
Ø This way you can know what products or services are popular among which groups, etc.
8. GM wants to start managing the different types of stakeholders that could impact its company. Explain the two (2) types of stakeholders GM has to take into account and give two (2) examples of each type.
(Pages 282-283 in textbook)
Internal stakeholders:
* Anyone inside the company that has any sort of vested interest
* Internal stakeholders can enhance or damage firm’s reputation
* Examples: employees, corporate shareholders, labor unions
* Company leaders should make sure internal stakeholders are well-aware of the IMC plan
* To effectively communicate with employees, the public relations team should work closely with the human resources department
* Publications and communications aimed at employees must be consistent with the image and message that the firm is trying to send to customers and other groups
* If you advertise that employees are always ready to assist, you have to make sure employees know that you advertised this.
* You should hire employees that fit your IMC plan and image of the firm
* People trust employees’ word of mouth
* Employees need constant stream of info from company
* In regards to shareholders, they are owners of the company and they need to be aware of the marketing communications objectives and how the firm plans to compete in the market
* They work as “customers” of the company
o If they perceive the company as a good investment, share prices go up
o Since share prices are often tied to management compensation, the marketing communications team often has a vested interest in making sure the shareholder community understands the strategy and performance of the firm
External stakeholders:
* Examples: media, local community, financial community, government, special-interest groups
* Hard to control since you have little or no influence on how external stakeholders will perceive organizational activities
* You do not know how they will interpret information about the company
* You have to relay positive information and quickly react to any negative publicity or views
* You need to manage both planned and unplanned contact points with customers and potential customers
o Unplanned contact point: new story, individual talking to employee
9. Doritos would like to have its product to be more present in popular TV shows, since millennials don’t pay attention to its advertisements. It is debating between using product placement or branded entertainment to increase the visibility of its products. Explain what each of these types of PR tools are and give an example of how you would use each of them to increase visibility for Doritos products. What would be Doritos’ biggest challenge when using these tools?
(Pages 292-293 in textbook)
Product placement:
* Planned insertion of a brand or product into a movie, television show, and some other media program with the purpose of influencing viewers
* Marketers believe it leads to increased awareness and more positive attitudes towards the brand
o Brands placed within “emotionally engaging” TV shows were recognized by 43% more viewers
o Brand recognition and positive brand feelings are better when places in highly enjoyed programs than commercial spots
* Example: You find a show millenials like, such as Scandal. You could have the main character (I forget her name, the hot black chick) eat Doritos during times where she’s working. Every time she wants a snack, she can eat Doritos. Here, millenials will be watching the show, see that HBC (hot black chick) loves eating Doritos and they could become more aware of the brand, and start increasing their liking for the brand. Eventually maybe they’ll buy more Doritos.
* Low cost per view
Branded entertainment:
* Brand is woven into storyline of movie or TV show
* Example: during an episode of The Eleventh Hour, Nicorette was integrated into the storyline of a character trying to quit smoking
* Helps people notice the brand
* Used in “real world” situations
* Example: A storyline for an episode of Big Bang theory (which is popular among millenials) could be that one of the characters heard a rumor in the middle of the night that they are going to stop making Doritos. Since this is his/her favorite snack, he/she spends the whole episode trying to find an open store that sells Doritos, and drives to different places and everywhere is closed until he/she finally finds an open store and the guy’s like: “that rumor isn’t true lol, but here are your Doritos” and then he/she buys so fucking many and is so happy
Challenge:
* Clutter (this is probably the biggest challenge)
o If there are a lot of brands, you may only notice the very prominent ones
* For example, during American idol, over 4,000 brand were shown, but only the red Coca-Cola cups were significantly notices
o You really have to make sure your brand is the most prevalent one, or no one will notice it
* You have to make sure it looks like a natural part of the story
* You want the product to be in a positive setting, used by liked characters, not shitty characters
*
10. Air Canada wants to put a damage control strategy in place in order to be prepared for potential negative events. What are the three (3) potential causes of negative events that would require damage control that Air Canada would need to be aware of? Explain using examples.
(Pages 297-300 in book)
For this question, I know these are the three things, but the book and the slides do not explain what they are exactly and the Internet does not really explain these that well at all either. So, I’m just using common sense to give examples.
Damage control is reacting to negative events caused by (1) company error, (2) consumer grievances or (3) unjustified or exaggerated negative press.
Company error: If Air Canada had a problem with its system and kept losing everyone’s bags during a certain day. [Here they would have to use a reactive damage control strategy such as crisis management. In crisis management, they can either accept blame and apologize or explain how it cannot be possible that it happened (here they would have to accept blame and apologize). If they apologize they need five elements: expression of guilt/embarrassment/regret, statement of recognizing the problem, rejecting the inappropriate behavior, approving appropriate behavior and a promise not to engage in the inappropriate behavior, offer compensation or penance to correct the wrong. ]
Consumer grievances: If a lot of customers were complaining about bitchy staff at Air Canada. [Here they can also use a reactive damage control strategy. Because the damage would cause negative effects to their reputation and image, (which is important because their reputation will help customers decide to buy from them or trust them or not), negative word of mouth could start, and this happens especially quickly with the Internet. So here they can use Internet interventions. Here someone monitors everything being said about the company online and can take appropriate action from there]
Unjustified or exaggerated negative press: If someone found their airplane food gross, and told the news that the food is poison (exaggerating). This could lead to news spreading that Air Canada offers poisoned food, which is probably not true. [Here again, they could engage in reactive damage-control strategies. Crisis management could be a good idea here. They could explain how this is not possible, and all the food is tested, and no one has ever gotten sick, and here are their food regulations, etc.]
Side note: Proactive prevention strategies are like preventative damage control strategies. There are entitlings and enhancements. Entitling is when you claim responsibility for a positive outcome. For example, if you’re Nike and you sponsor the Olympics and the team you sponsored won; you could claim partial responsibility for this. Enhancements are when you make part of your product seem more important than it is. Like when a food product says “fat-free” it makes it
look like you’re low-calorie and healthy, but it could still have a shit ton of calories and not be healthy. However, if people think your brand tries to deceive people on purpose, it could lead to negative feelings.

11. Why and when would a marketer use pay-per-impression (PPM) over pay-per-click (PPC) to pay for its banner ads campaign, and vice versa? (p.314)
PPC: Self-service advertising program that provides a way to advertise and pay only when the advertising “works” in the form of stimulating a browser to click it.
PPM: alternative pricing model that assumes some residual value is created even when a browser does not click on an ad.
Why PPC over PPM?
* Beneficial to small companies and entrepreneurs, because only pay when there is a guaranteed visitors on their websites.
Why PPM over PPC?
* Attracts more specialized audiences
* Benefits associated with awareness and brand recognition
12. Why and when would a marketer use search engine optimization (SEO) over banner ads, and vice versa? (p.313)
SEO: Process of increasing the probability of a particular company’s website emerging from a search
Banner Ad: can be present each time webpage is viewed, also known as impression. Includes: full-motion video and sound, special effects when mouse is dragged over or ads in forms that pop up when users click on a website.
Why SEO over Banner Ads?
* SEO can be reached in 3 ways
1. Paid search insertions. Comes up when certain products or info are sought. (Companies can speed up process by registering with multiple search engines in order to have site indexed.)
2. Increase identification. Through natural or organic emergence of the site. Develop efficient and effective organic results that will arise from natural search process. The programs identify key phrases that match what the person types into search box, to be listed first. (Impact of organic listings can be impressive)
3. Paid search Ads. Can be small text boxes at top or side of search results. More effective then regular online advertising.
* Great for creating awareness and advertisement through search engines (grab consumer while they are searching for their info, product, service…)
Why Banner Ads over SEO?
* Banner ads create awareness and residual value even if consumers don’t click through
* Deliver high reach and frequency through social media
* Quick and cheap compared to SEO
* Great for getting peoples attention when you are not necessarily looking for something. When you are on your favorite site (ex. YouTube, Facebook) have “suggestions” oh what you would like. Something you might not have thought you needed.

13. 
What are three (3) pros and three (3) cons of using [sales promotions/direct marketing/public relations/digital marketing] as part of an IMC campaign? 
Sales Promotion (p.270)
	Pros
	Cons

	Provides Extra Incentive to Act
	Adds Clutter

	Creates Sense of Immediacy
	Sets False Retail Prices

	Stimulates Trial
	Promotes Forward Buying

	Increases Purchase or Usage Frequency
	

	Builds Databases
	



	Direct Marketing (p.238)
	Pros
	Cons

	Targetability
	Image Limitations

	Customizability
	Clutter

	Measureable
	Selective Exposure

	Timely
	Cost Per Contact 



	Public Relations (p.300) (slide 48 week8)
	Pros
	Cons

	Reaching Elusive Audience 
	Relative Loss of Control

	Image and Reputation Management 
	Measurement Difficulties

	Credibility
	Monitoring

	Relatively Low Cost
	Can hurt brand image



	Digital Marketing (p.326)
	Pros
	Cons

	Targetability
	Limited Reach

	Format Flexibility
	Clutter 

	Involvement 
	

	Relatively Low Cost
	


14. What are 3 types of information needed to be able to evaluate the success of a campaign? What are examples of these types of information when trying to calculate the success of sales promotion campaign?
1. INPUTS: Ideal level of effectiveness of the campaign
2. OUTPUTS: Actual level of effectiveness of the campaign
3. OUTCOMES: Results generated by the campaign

Sales Promotion
· INPUTS
· Number of coupons delivered 
· Size of rebates offered
· OUTPUTS
· Metrics
· Number of contest entries 
· Rebates claimed
· OUTCOMES
· Tied to sales or sales related
· Purchases or sales presentations that are delivered in exchange for a free gift. 

15. 
Explain what [false representation/bait and switch/prices and pricing tactics] is. Give an example. 
 (p.338)
· False Representation: Marketers must make accurate representations across a number of areas in their communications massage
1. Representation Related to Company: 
a. Size of business (using words like: “only” “similar”. ex: The only full-time swimming pool company in area.)
b. Cannot imply or suggest are affiliated with other company or act on behalf if there is no formal relationship
c. Advertising bankruptcy or liquidation (specific messages related must be true) 
2. Representation Related to Products
a. Competition Act states any representation relating to product must contain all info necessary to enable reasonable purchaser to make sound purchasing decision. 
b. Testimonials in marketing communications must not mislead.
i. Expert testimonial must be by expert
c. Conflict of Interest 
i. States endorsement made when there isn’t (must be disclosed) Ex: portrayed as customers when they are not.
d. Comparative Advertising
i. Company must have credible evidence that product meets any claims made (limitations must be stated)- Ex: Gas station claims gas gives better millage, and this claim would only be accurate on highway and not city it must be stated. 
ii. Demonstrations of products should be shown under equivalent conditions. 
3. Representation Related to Price
a. One of the areas most prone to misinterpretation 
b. Baseline is “ordinary selling price”. Product cannot be considered discounted if ordinary selling price artificially inflated. 
c. Examples Price Misinterpretation
i. “Reductions of 40% to 70% on all merchandise” although some items are not reduced as represented
ii. “Discount of 50% off all prices shown in a catalogue” where discount prices is in fact ordinary selling price
iii. “Sale prices in effect” during specific sale period, although prices remained unchanged before, during and after period. 

· Bait and Switch: promoting a product at a bargain price and not making the product available for sale in reasonable quantities. The intent, or “switch” is then to offer another, more expensive option once customer shows interest. 
· Areas where problem can be avoided by marketers who face inventory shortage
· Acceptable advertiser clears out stock as long as specify the number available items
· Discount or clearance is promoted, total quantity available could be stated.
· If items in sale flyer become unavailable before sale due to events beyond retailers control, correction notice should be placed in flyer
· If items only available in some stores, should be clearly distinguished. Phone and address should be provided with indication that customers should call to check supply 

· Prices and Pricing Tactics: Competitive Act prohibits sending notice that gives recipient impression that they won a prize or other benefit and asks or give option to pay money to obtain prize or benefit. 
· Usually in direct marketing campaign.
· Not offence if recipient actually won, provide fair adequate disclosure of number and value of prize, area where allocated and fact that affects chances of winning.
· Telemarketers must disclose:
· Name of company or person working on behalf of
· Type of product or business they are promoting
· Purpose of call
· Any condition or restriction related to product or business they are promoting (ex promotional prize)


LONG ANSWERS

16. Kellogg’s wants to launch a new, upscale brand of organic cereals called Kellogg’s Natural. Recommend a sales promotion mix to Kellogg’s as part of its IMC launch campaign. For each type of sales promotion you are recommending, explain why and give an example of how you would use it for Kellogg’s Natural.

For Kellogg’s new cereal Natural the promotion mix I would suggest is:
· Sampling & Discounts (Coupons) &OR Bundling 
· In every box of Kellogg’s regular cereal there will be a little extra bag of this new cereal to get the consumers to test it and be intrigued by it
· To push the consumer to not only be interested but to get them to buy it there will also be a coupon to get a discount on this Natural cereal to further the buyers willingness to purchase. 
· Another way of promoting this new cereal without looking out on sales with they older cereals there could be a bundle deal, where if you buy their regular cereal you get money off their new Natural cereal. 

17. 
JMSB’s MBA office asked you to design a direct marketing campaign that would help increase the level of enrollment in the program. Which sources of data could you use for the campaign? Explain using examples. 

1) Internal:  personal identification data (students in JMSB graduating)
2) External : rented lists (subscription)  
students from other schools that didn’t get in to MBA programs last semester (mtl & rest of Canada) 
students graduating from other schools (if competitors won’t give list, then u ask for list of 3rd year students (example) and target them next year)
 students that already travelled abroad to mtl (come do your MBA here if u enjoyed it)






18. 
Adidas is a proud sponsor of the Montreal Impact soccer team. What five (5) elements did they need to consider when deciding to sponsor the team? Explain using examples. 
Paying money to sponsor someone or some group that is part of an activity . To build brand loyalty and generate positive feelings.
Sponsorships:
1- Expenditures: cost to sponsor team
2- Revenues: receive any revenues from jersey sales that have Adidas logo
3- Size of audience (exposure): large fan base?
4- Image & brand equity potential: association with winners/great players
5- Benefits of long-term association: fan base increase, winners in the future
19. 
L’Oréal wants to generate buzz marketing for its new line of glow-in-the-dark makeup. Explain what buzz marketing is. What are the three (3) different ways through which L’Oréal could generate buzz marketing? Provide supporting examples. What would be the main challenge of the campaign? 
What: encourages consumer to pass along info about the product
Real-life product placement
Word-of-mouth marketing
How is it generated:
By consumers who:
* Like the brand: think its cool, tell their friends
* Sponsored by the brand: celebs/online celebs on social media
* Employees of the brand: tell friends how great it is/all natural ingredients
Challenge: honesty & relationship
* Are employees and sponsored paid to say that/because of affiliation with company




20. 
Your senior boss doesn’t know much about new technologies and wants to better understand how digital marketing is redefining the different elements of the IMC mix. Provide examples to support your explanations. 

Advertising: online commercials (youtube preroll ads)
Paid links and keywords (SEO): increase probability info will emerge from search: Tea montreal  Davids tea top of the list
Sales promotion:  e-coupons (groupon)
		Free at home delivery (online purchases)
Public relations: Buzz marketing (blog posts & social media)
Direct marketing: email (newsletter)
		Behavioural targeting (Amazon recommendations)
21. 
McDonald’s wants to increase its customers’ engagement with the brand by asking them to generate content. What are the three (3) types of consumer-generated content McDonald’s could use? Using examples, explain how you would use each of them for McDonald’s. What would be McDonald’s biggest challenge when using consumer-generated content? 

consumer generated product: contest build a burger/salad (best 5 will be voted upon by consumers to be introduced in stores)

consumer generated advertising: contest to create Mcds next tv ad (like Doritos)
crowdsourcing: obtaining ideas by getting contributions by people external to company
	(brainstorming sessions with customers: improvements such as all day breakfast etc.)
Biggest challenge: consumers don’t know the brands objective, brand cant control the outcome, fake reviews
		(create awareness, increase sales affect how ad is created; go healthier direction: consumers create fatty burger etc.)



Tim Horton’s wants to create a viral online video to promote its summer camps for underprivileged kids, but they are not quite sure how to do it. Explain what viral marketing is. What are four (4) elements that Tim Horton’s would need to take into account in order to increase the success of its video? Explain. 
(p.325) (week 9 ppt, slide 55)
[bookmark: _GoBack]Viral marketing is a marketing message that in some way is passed from one consumer to another. It is a form of word-of-mouth marketing. It can take different forms ( email or video). It must focus on the product or business so it is not lost. 
It used because it has a low cost and a wide reach.
4 elements : 
- It must focus on the product or business so it is not lost.
- Determine why an individual would want to pass the message along or tell friends about it.
- Individuals must have an incentive to pass the message along. (create a message with entertainment, or can be financial such as free merchandise or a discount if the message is passed along to friends who make a purchase)
- Personalization , a message that can be personalized has great chance of being sent on.
 Uber launched an IMC campaign which aimed to increase its usage among current users. Which evaluation method would you recommend Uber to see whether usage among current users has increased following its campaign? Explain. What would be three (3) challenges Uber should be aware of when using that evaluation method? 
(P. 376, week 10 ppt slide 38)
- Sales and response rates method.
-Uses scanner data that makes it possible for companies to monitor sales on a weekly basis and in some situation daily basis.
Challenges:
- Delayed impact : many times consumers encounter messages and are persuaded to purchase the product, but will not actually make the buy until later, when they actually need the item.
- Difficult to distinguish the effects of marketing communications from other factions. This is because IMC messages have short and long-term effects, and costumers and business see them in so many different contexts. Thus, the direct impact one message or one campaign on sales is difficult to decipher.
-External factors at point of purchase. Consumers may decide to make purchases bases on one element of IMC but change their minds when they arrive to purchase. A competing brand may be on sale or if consumers found a faster way to travel on that day (etc).
 Marketers have different reasons to be in favor or against the evaluation of their IMC campaign. For each side of the argument, identify four (4) reasons marketers could give to justify their position about testing. (p.382 , week 10 ppt slide 45)
Against :
- Company/brand already evaluates the campaign carefully.
-Cost of testing
- Competitive pressure : many marketers feel that the only reason to invest in  marketing communications is to blunt the effectiveness of a competitors marketing communications. Therefore, testing is not required since presence in the market is not an option, and mere presence delivers the desired result.
- Time required
For: 
- Sales and response rates method. Uses scanner data that makes it possible for companies to monitor sales on a weekly basis and in some situation daily basis.
- To test the proposed context of marketing communications and the impact that content may have on potential target audience.
- Recall test : see if audience recall one’s advertisement.
- To know what are  the target audience’s attributes and preferences to produce a more effect advertisement campaign.


 Kia wants to assess whether their commercials featuring hamsters are well remembered among consumers. What are the three types of recall tests that Kia could perform to evaluate the effectiveness of the campaign? Explain using examples. What should Kia do with the incorrectly recalled information from their respondents? What are four (4) different elements that could influence how accurately consumers can recall information?  (p.373, week 10 ppt slide 32)
Recall test : examines whether an audience remembers the message and what he or she remembers about the message.
3 types:
- Day-after recall: mostly used to evaluate TV advertisement. Individuals participating in the study are contacted by phone the day after the advertisement first appears.
-Unaided recall: subjects are asked to name or recall the ads they saw or heard the previous evening without being given any prompts or memory jogs. 
Aided recall: consumers are prompted by being told the product category and if necessary the names of specific brands in the category. The respondent does not know which brand or ad is being tested. 
4 elements that could influence how accurately consumers can recall information:
- Age of respondent (recall scores tend to decline with age)
- Respondent’s attitude towards advertising in general (those who watch tv regularly have a higher recall scores)
- Prominence of the brand name in the ad (the more the brand name is mentioned in the Ad the higher the recall rate)
- Use or familiarity of the brand to the respondent ( higher recall rate if a respondent knows or uses the brand regularly) 
 Kellogg’s wants to make sure its next IMC campaign doesn’t raise any ethical concerns. What are the two (2) types of ethical concerns with marketing communications that Kellogg’s would need to be aware off? Explain. Give three (3) examples of each types of concerns that Kellogg’s campaign could raise. 
(p. 347, week 11 ppt slide 35)
1st type : Content (messages and target audiences selected by the marketer)
- Misleads or exaggerates the truth 
- Targets children
- Perpetuate stereotypes
2nd type : Outcome ( concerns associated with objectives (or side effects) of marketing communcations)
- Increases the cost of goods
- Encourages people to buy things they can’t afford
- Promotes unsafe or unhealthy products	 
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