Chapter 11: Integrated Marketing Communications and the Changing Media Landscape

1) Which statement best describes Integrated Marketing Communication (IMC).
a) Integrated marketing communications provides an approach designed to deliver one consistent message to buyers through an organization’s promotions.
b) Integrated marketing communication offers at least four media channels.
c) Integrated marketing communication allows customers to interact with the brand
d) Integrated marketing communication is a direct response advertising campaign.
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2) Which one of the following state what is to be communicated to a target audience?
a) profile matches
b) message appeals
c) media objectives
d) creative objectives

3) YouTube, a video sharing site, LinkedIn, Facebook, and Twitter are examples of
a) consumer advocacy sites.
b) direct marketing.
c) Internet marketing.
d) social media networks.
e) brand democratization.
4) A ________ outlines the media to use and details why certain media were selected and others rejected.
a) creative plan
b) media objective
c) media plan
d)  media strategy
e) marketing strategy

5) Which are examples of traditional media (select all that apply)
a) Television
b) Magazines
c) Blogs
d) Newspapers

6) Billboards and advertising on buses, subway cars and trains are called
a) Out-of-home advertising
b) Traditional media
c) Social media
d) Mobile media

7) The different types of marketing communications an organization uses such as advertising, sales promotions, direct marketing, public relations and publicity, sponsorships (events and experiences), social media and interactive marketing, and professional selling is called:
a) trade promotion mix
b) social media mix
c) promotion or communication mix
d) sale promotion strategy

8) In a ________ strategy, organizations direct marketing efforts at the final user to create demand.
a) Pull
b) Push
c) Forward
d) Vertical

9) In a ________ strategy, companies direct marketing efforts at channel members to create product demand.
a) Push
b) Vertical
c) Forward
d) Pull

10) The director of marketing sat down with her product managers to determine how they were going to get retailers to list their new cake mix at major Quebec grocery stores. The group decided to create sales brochures for the sales force to use with their retail accounts. This is an example of
a)  a selective demand strategy.
b) a pull strategy.
c) a direct action strategy.
d)  a push strategy.

11) AIDA is an acronym for a model in designing a marketing communications campaign. What does AIDA represent?
a) Action, Intent, Demand, Attention
b) Activate, Intent, Desire, Attention
c) Assess, Intent, Desire, Action
d) Attention, Interest, Desire, Action


12) The use of Wayne Gretzky to promote Coca-Cola products in commercials is an example of a(n) ________ creative strategy.
a) intentional
b) celebrity endorsement
c) emotional
d) lifestyle
e) testimonial

13) Which of the following products or services would make the best use of advertising with an emotional appeal?
a)  Save the Children Fund
b) power drill
c) laundry detergent
d) fruit juice
e) financial services

14) Decisions on how best to present a message to consumers is called
a) creative strategy.
b) a marketing strategy.
c) a creative objective
d) creative execution.
e) a creative decision.

15) Direct response advertising 
a) is designed to generate a response that is measurable.
b) only uses one type of medium in a promotion.
c) is an interactive advertising system
d) aims to create awareness

16) What is the most promising quality of mobile marketing communications?
a) It is growing fastest with the changing media landscape
b) It offers at least four media channels.
c) It provides the potential for location-based marketing.
d) It provides the potential for secure connections using apps and QR codes.
e) Canadians are emotionally attached to their phones









