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Please read all instructions carefully!


Part 1 Multiple-choice Questions

Identify the choice that best completes the statement or answers the question.  Mark your answers on the BUBBLE SHEET.

1. Which department of a company is usually responsible for gathering market intelligence?
a. Sales
b. Marketing
c. Senior management
d. Accounting
e. All of these are correct

2. What is it called when companies examine content of blogs, posts, and social media to find out what people are feeling?
a. Consumer analysis
b. Analytics
c. Sentiment analysis
d. Causal research
e. None of these is correct

3. Many companies store marketing intelligence using a form of __________________.
a. Customer Relationship Systems
b. Vendor Managed Information
c. Electronic Market Information
d. Customer Relationship Management
e. None of these is correct

4. [bookmark: _GoBack]Which of the following is/are weaknesses of marketing research?  (There may be more than one correct answer).
a. It can be expensive
b. It can take a lot of time
c. It can provide too much information
d. It can duplicate someone else’s work
e. All of these are correct

5. In which step of marketing research are you concerned with probability and non-probability selection?
a. Define the problem
b. Design the research
c. Specify the sample
d. Collect the data
e. None of these is correct

6. 
The library is a good place to gather free primary data.
a. True
b. False

7. Primary data is information you collect on your own for a specific purpose.
a. True
b. False

8. What is advertising on a bus called?
a. Out-of-home advertising
b. Traditional media
c. Social media
d. Mobile media
e. None of these is correct

9. In a ________ strategy, organizations direct marketing efforts at the final user to create demand.
a. push
b. pull
c. forward
d. vertical
e. promotional

10. 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
e. None of these is correct

11. ___________ marketing can have a positive PR impact by strengthening the affinity people have for a company that does it.
a. Sponsorship
b. Sports
c. Cause-related
d. Cultural
e. None of these is correct



12. Getting a brand included as part of a television show is called a ___________. 
a. product positioning
b. product placement
c. product control
d. ambush marketing
e. guerilla marketing

13. What is an approach designed to deliver one consistent message to consumers?
a. Traditional media
b. Integrated marketing communications
c. Public relations
d. Advertising
e. All of these are correct

14. What do we call short-term incentives such as rebates?
a. Trade Allowances
b. Trade Promotions]
c. Advertising
d. Direct Marketing
e. None of these is correct

15. Which media is best for targeting a specific group, test strategies, and measure the results?
a. Direct marketing
b. Radio advertising
c. Television advertising
d. Traditional media
e. None of these is correct
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16. What does F represent in the Communication Process Model?
a. Noise
b. Channel
c. Feedback
d. Encoding
e. None of these is correct

17. What does D represent in the Communication Process Model?
a. Sender
b. Receiver
c. Channel
d. Decoding
e. Feedback

18. What does A represent in the Communication Process Model?
a. Channel
b. Encoding
c. Decoding
d. Receiver
e. None of these is correct



19. What does B represent in the Communication Process Model?
a. Noise
b. Channel
c. Feedback
d. Encoding
e. None of these is correct

20. Which step converts the idea into words and/or images?
a. A
b. B
c. C
d. D
e. G

21. Which step is highly dependant on the ability of the target audience?
a. A
b. B
c. C
d. D
e. G

22. What occurs in C in the Communication Process Model?
a. The idea of the message is created
b. The form of the message is decided
c. The wording of the message is created
d. The ability of the receiver is considered
e. None of these is correct

23. What occurs in G in the Communication Process Model?
a. The form of the message is decided
b. Feedback
c. The idea of the message is created
d. Interference with the message
e. None of these is correct




Part 2: Strength and Weaknesses of Media

Briefly explain ONE strength and ONE weakness for each of the media below.  You cannot use the same strength or weakness more than once.  You must clearly define each entry.  Simple bullet points will not be marked.   (1/2 mark each)


	Medium
	Strength
	Weakness

	Newspaper
	
	

	Social Media
	
	

	Out-of-Home
	
	

	Radio
	
	

	Television
	
	

	Direct Response
	
	

	Internet
	
	

	Magazines
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