Chapter 15   Evaluating an Integrated Marketing Program

1) Pretesting is normally not a cost effective method of preparing an advertisement. 

Answer:  FALSE

2) Correcting an advertisement in the latter stages of development is less time consuming and less costly than in the early stages of development. 

Answer:  FALSE

3) When studying marketing effectiveness, the two main types of evaluation techniques are message evaluations and respondent behavior evaluations. 

Answer:  TRUE

5) Message evaluation programs assess both cognitive and affective components of attitude towards an ad. 

Answer:  TRUE

6) Respondent behavior evaluations primarily deal with customer actions and outcomes, such as making store visits. 

Answer:  TRUE

7) The method of evaluating a marketing piece should match the IMC objective for that marketing piece. 

Answer:  TRUE

8) When studying marketing effectiveness, short term outcomes such as increases in sales or redemption rates are the only relevant criteria. 

Answer:  FALSE

9) Evaluating advertising and other marketing communication venues is difficult because of extraneous factors that can influence the results of the marketing communication. 

Answer:  TRUE

10) Evaluation or testing of advertising communications can occur at any stage of the development process. 

Answer:  TRUE

11) A storyboard is a series of pictures providing an overview of the structure of a television ad. 

Answer:  TRUE

12) In terms of message evaluation techniques, concept testing occurs prior to the development of the ad. 

Answer:  TRUE

13) In terms of message evaluation techniques, copytesting occurs after  the development of the ad. 

Answer:  TRUE
14) In terms of message evaluation techniques, recall tests occur primarily after the ad has been launched. 

Answer:  TRUE

15) In terms of message evaluation techniques, recognition tests occur after the ad has been launched. 

Answer:  TRUE

16) In terms of message evaluation techniques, attitude and opinion tests occur primarily before  the ad has been launched. 

Answer:  TRUE
17) In terms of message evaluation techniques, emotional reaction tests are typically used anytime during or after the ad has been developed. 

Answer:  TRUE

18) In terms of message evaluation techniques, physiological tests are typically used anytime during or after the ad have been developed. 

Answer:  TRUE

19) In terms of message evaluation techniques, persuasion analysis tests are used before an ad is developed. 

Answer:  FALSE

20) Most market researchers employ more than one method of evaluation to make sure the findings are as accurate as possible. 

Answer:  TRUE

21) Concept testing examines the proposed content of an advertisement and the impact that content may have on potential customers. 

Answer:  TRUE

22) The most common procedure used for concept testing is an in-depth interview. 

Answer:  FALSE

23) Focus groups are normally made up of 8 to 10 people who are representative of a target market. 

Answer:  TRUE

24) Focus groups are so reliable that it ordinarily only takes one good session to gain a solid understanding of how a communication will be viewed. 

Answer:  FALSE

25) Two common testing approaches used in concept testing are comprehension tests and awareness tests. 

Answer:  FALSE

26) A copytest is used when the marketing piece is finished or is in the final stages of development. 

Answer:  TRUE

27) A portfolio test is a display of television ads in a theater. 

Answer:  FALSE

28) A portfolio test is often used for copytesting. 

Answer:  TRUE

29) A theater test is a display of television ads shown together in a theater. 

Answer:  TRUE

30) A theater test can be used to study a print ad from a billboard or the side of a bus. 

Answer:  FALSE

31) When people at a shopping mall are stopped and shown an ad or coupon, a mall intercept technique is being used. 

Answer:  TRUE

32) Copytesting is universally accepted due to its ability to inspire creativity. 

Answer:  FALSE

33) While some marketing professionals do not favor copytesting, the majority think it is necessary because without it, creativity is stifled. 

Answer:  FALSE

34) Due to demands for increased accountability, advertising professionals continue to use copytesting, even though they may not believe it is an effective method for evaluating ads. 

Answer:  TRUE

35) If Nathaniel is asked if he remembers seeing a particular ad during the previous week, a recognition test is being used. 

Answer:  FALSE

36) When Sophie is asked to remember if an ad was seen during the previous week, a recall test is being used. 

Answer:  TRUE

37) In testing advertising effectiveness, DAR stands for day-after recall. 

Answer:  TRUE

38) When Eric is given prompts or memory jogs during a recall test, it is an unaided recall test. 

Answer:  FALSE

39) Unaided recall tests work best at identifying the times when an ad has been lodged in a person's memory. 

Answer:  TRUE

40) Most researchers believe the unaided recall approach is superior to other evaluative tests. 

Answer:  TRUE

41) Often researchers begin with aided recall tests, and then proceed to unaided recall tests and even to recognition tests. 

Answer:  FALSE

42) When a subject provides incorrect information about the recall of an ad, the test is immediately stopped. 

Answer:  FALSE

43) A person with a positive attitude toward advertising is more likely to recall ads. 

Answer:  TRUE

44) An advertisement that mentions a brand name five times during the commercial usually will receive higher recall scores than ads where the brand name is mentioned only twice. 

Answer:  TRUE

45) If a person uses a brand regularly, he or she is more likely to remember an ad in either an aided recall or unaided recall test than if he or she does not use the particular brand. 

Answer:  TRUE

(pay attention to mazda ads since I drive a mazda)

46) Institutional ads tend to have higher recall scores than brand ads because it is easier to remember a company's name. 

Answer:  FALSE

47) Older people tend to recall ads more readily than do younger people. 

Answer:  FALSE

48) When individuals are shown ads and asked if they seen them before, a recognition test is being used. 

Answer:  TRUE

49) With a recognition test, if an individual does indicate he or she has seen the ad being tested, they are then asked to identify when and where the individual saw the ad.

Answer:  TRUE

50) Recall tests are best suited to testing for comprehension of and reaction to ads. 

Answer:  FALSE

51) Recognition tests help when the advertiser is more concerned about how the ad is received and what information is being comprehended. 

Answer:  TRUE

52) Recognition tests results are influenced by a person's interest in a particular advertisement. 

Answer:  TRUE

53) Large size ads are more likely to be recognized than smaller ads. 

Answer:  TRUE

54) One difference between recognition scores and recalls scores is that recall scores do not decline over time. 

Answer:  FALSE

55) Both recognition and recall help establish a brand in the consumer's mind. 

Answer:  TRUE

56) Attitude and opinion studies may be used to evaluate sales promotion devices, such as direct mail pieces. 

Answer:  TRUE

57) Attitude and opinion tests can be used with both recall and recognition tests. 

Answer:  TRUE

58) Attitude tests deal with the affective component of attitude, not the cognitive or conative components.

Answer:  FALSE

59) A warmth monitor is an alternative method of measuring emotions that does not involve a questionnaire-type of test. 

Answer:  TRUE

60) Most of the time, emotions are associated with short-term events, but can be held in a person's memory for a long time.

Answer:  FALSE

61) Most emotional reaction tests are self-reported instruments. 

Answer:  TRUE

62) A psychogalvanometer measures a person's eye movements. 

Answer:  FALSE

63) Someone with sweaty palms is having an emotional response to a stimulus, which can be measured using a psychogalvanometer. (MEASURES SWEAT)
Answer:  TRUE

64) A pupillometric measures a person's pupil dilation, because smaller pupils mean more emotion is present. 

Answer:  FALSE

65) Psychophysiology is a brain imaging process designed to identify emotions based on electrical currents in the brain. 

Answer:  TRUE

66) Of the three physiological arousal tests discussed in the text, the one with the most promise for the future in terms of advertising and marketing communication evaluations is the pupillometric test. 

Answer:  FALSE

67) Persuasion analysis techniques require pre- and post-tests. 

Answer:  TRUE

68) PACT stands for positioning advertising copytesting. 

Answer:  TRUE

69) Position advertising copytesting (PACT) was designed originally to assist in the evaluation of television ads. 

Answer:  TRUE

70) According to position advertising copytesting (PACT), testing procedures should be relevant to the advertising objectives. 

Answer:  TRUE

71) According to position advertising copytesting (PACT), multiple measures should be used in the evaluation. 

Answer:  TRUE

72) According to position advertising copytesting (PACT), multiple exposures to an advertisement are essential to obtain accurate results. 

Answer:  FALSE

73) According to position advertising copytesting (PACT), tests should be conducted within laboratory settings and not in field settings. 

Answer:  FALSE

74) Some marketers contend that the only valid evaluation criterion of marketing that should be used is actual sales. 

Answer:  TRUE

75) Measuring changes in sales following a marketing campaign is now easier than ever in the past because of Internet technology and the use of "cookies." 

Answer:  FALSE

76) Scanner data makes it possible for companies to monitor sales and help both the retailer and manufacturer discover the impact of a particular marketing program. 

Answer:  TRUE

77) The impact of advertising is difficult to measure because it is often delayed. 

Answer:  TRUE

78) The impact of advertising is difficult to measure because consumers may change their minds concerning which brand to buy while they are in the store. 

Answer:  TRUE

79) Scanner data can be used to measure the impact of a point-of-purchase display. 

Answer:  TRUE

80) By using different toll free telephone numbers or different Internet URLs, a company's marketing department can measure where a person saw a direct television ad or other direct marketing promotion. 

Answer:  TRUE

81) For coupons, contests, sweepstakes, and other types of consumer promotions, the redemption rate is an effective method of measuring the impact. 

Answer:  TRUE

82) It is difficult, if not impossible, to measure redemption rates of coupons, premiums, and direct mail pieces. 

Answer:  FALSE

83) Length of engagement is the number one way companies measure the impact of online advertising.

Answer:  FALSE

84) A newer online metric that is being used as a surrogate for a person's level of interest in products offered at a particular Web site is clickthroughs.

Answer:  FALSE

85) Test markets are a behavioral response method in which marketing on a small scale is used to predict the potential for marketing success on a larger scale. 

Answer:  TRUE

86) Test markets can only be used to test the effects of price changes on sales. 

Answer:  FALSE

87) One major advantage of a test market is that it resembles an actual market situation more than any of the other evaluation methods. 

Answer:  TRUE

88) The biggest problem for a test market with a long duration is that the competition can more easily interfere with the test results  than if a shorter time period is used. 

Answer:  FALSE

89) Scanner data makes it possible for results from a test market to become quickly available to managers. 

Answer:  TRUE

90) A purchase simulation test is behavioral approach used to study how consumers end up making buying decisions. 

Answer:  TRUE

91) Public relations activities can be measured by counting the number of times a company's name is mentioned in the media using a clipping service. 

Answer:  TRUE

92) An alternative approach to evaluating public relations is measuring the number of impressions, which would be the total number of individuals that saw or heard the mention of the company's name.

Answer:  FALSE

93) An alternative method of evaluating public relations is to evaluate the cost of the equivalent time or space an article or news item about a company occupied, as if it were paid advertising. 

Answer:  TRUE

94) The least used, but best analysis of a public relations program is to make sure publicity matches the company's PR objectives. 

Answer:  TRUE

95) The major problem with measuring marketing return on investment (ROI) is that marketers cannot agree on a definition of what constitutes ROI for marketing. 

Answer:  TRUE

96) Even if marketers could agree on a definition of return on investment (ROI) for marketing, most marketers believe it would be difficult to measure, especially in the area of advertising. 

Answer:  TRUE

97) Market share is one measure of success of an overall IMC program. 

Answer:  TRUE

98) The two broad categories of evaluation tools are: 

A) message evaluations and respondent behavior evaluations (ANALYZE TARGET OR MSG)
B) pre-tests and post-tests 

C) attitude evaluations and sales evaluations 

D) cognitive evaluations and affective evaluations 

Answer:  A

99) An examination of a creative message and the physical design of an advertisement or other marketing communication pieces is called: 

A) respondent behavior evaluation 

B) pretesting 

C) message evaluation (ANALYZE THE MESSAGE AND DELIVERY)
D) message synthesis 

Answer:  C

100) An examination of visible customer actions including making store visits and purchases is called: 

A) respondent behavior evaluation (ANALYZE THE TARGET AND BEHAVIORS)
B) pre-testing 

C) message evaluation 

D) message synthesis 

Answer:  A

101) In terms of evaluation categories, which techniques utilize actual numbers and measures the actual results of the marketing program? 

A) message evaluation 

B) respondent behavior evaluation 

C) pre-test 

D) recognition evaluation 

Answer:  B

102) Which is an affective response to a marketing message? 

A) sales and redemption rates (CONATIVE)
B) product specific awareness (COGNITIVE)
C) awareness of the overall company (COGNITIVE)
D) liking the company (AFFECTIVE)
Answer:  D

103) Evaluating the impact of a marketing program by measuring a variable before and then after the program is called: 

A) pre and post test analysis (BEFORE AND AFTER TESTS)
B) change analysis 

C) side by side analysis 

D) response analysis 

Answer:  A

104) A message evaluation can take place: 

A) when an ad is completed 

B) when an ad has been shown to the public 

C) when the campaign is complete 

D) at any stage of the development of an ad (TESTING AT ANY STAGE OF CAMPAIGN) 
Answer:  D

105) A storyboard is used to outline the structure of: 

A) a radio ad 

B) a television ad (BUDWEISER BBQ COMMERCIAL)
C) an Internet ad 

D) print ads 

Answer:  B

106) In terms of message evaluations, concept tests are mostly likely to be used: 

A) prior to any ad development (CONCEPT TEST BEFORE AD RUNS!, CHECK IF THEY LIKE IT)
B) in the final stages of ad development or with the finished ad 

C) after the ad has been launched 

D) anytime during or after ad development 

Answer:  A

107) In terms of message evaluations, copytesting is mostly likely to be used: 

A) prior to any ad development 

B) in the final stages of ad development or with the finished ad (USE A COPY TO TEST, CAN ONLY COPY ONCE ITS DONE)
C) after the ad has been launched 

D) anytime during or after ad development 

Answer:  B

108) In terms of message evaluations, recall tests are mostly likely to be used: 

A) prior to any ad development 

B) in the final stages of ad development or with the finished ad 

C) after the ad has been launched (CANT RECALL IF DID NOT SEE, CAN ONLY SEE IF ITS AFTER)
D) anytime during or after ad development 

Answer:  C

109) In terms of message evaluations, recognition tests are mostly likely to be used: 

A) prior to any ad development 

B) in the final stages of ad development or with the finished ad 

C) after the ad has been launched(CANT RECOGNIZE IF NEVER SEEN) 

D) anytime during or after ad development 

Answer:  C

110) In terms of message evaluations, attitude and opinion tests are mostly likely to be used: 

A) prior to any ad development 

B) in the final stages of ad development or with the finished ad 

C) after the ad has been launched 

D) anytime during or after ad development (Opinion is ALWAYS VALID) 
Answer:  D

111) In terms of message evaluations, emotional reaction tests are mostly likely to be used: 

A) prior to any ad development 

B) in the final stages of ad development or with the finished ad 

C) after the ad has been launched 

D) anytime during or after ad development (EMOTIONS ARE ALWAYS VALID)
Answer:  D

112) In terms of message evaluations, physiological tests are mostly likely to be used: 

A) prior to any ad development 

B) in the final stages of ad development or with the finished ad 

C) after the ad has been launched 

D) anytime during or after ad development (BEHAVIOR PATTERNS ALWAYS  VALID) 

Answer:  D

113) In terms of message evaluations, persuasion analysis tests are mostly likely to be used: 

A) prior to any ad development 

B) in the final stages of ad development or with the finished ad 

C) after the ad has been launched (Pre test and then post test…did you PERSUADE?) 
D) anytime during or after ad development 

Answer:  C

114) The proposed content of an ad that has not yet been produced and the impact the ad may have on potential customers is measured using: 

A) behavioral response models 

B) multiattribute analysis 

C) concept testing (PRE TEST TO SEE HOW THEY REACT TO CONCEPT)
D) emotional testing 

Answer:  C

115) Concept testing examines the: 

A) success of an IMC program 

B) media purchasing pattern the agency will use 

C) art in an ad 

D) proposed content of an ad and the impact of the content on potential customers (PRE TEST) 

Answer:  D

116) The most common procedure used for concept testing is: 

A) in-depth interviews 

B) focus groups (SEE WHAT THEY THINK AND HOW THEY BEHAVE)
C) day-after recall 

D) theater or portfolio procedures 

Answer:  B

117) Cajun Pizza's marketing team has a new idea for an advertising campaign. Before developing the ad, they would like to see how consumers react. The appropriate evaluation technique would be a(n): 

A) concept test (PRE TEST)
B) copytest 

C) recognition test 

D) attitude or opinion test 

Answer:  A

118) When 8 to 10 people test an ad concept because they are representative of a target market, they are called a(n): 

A) pre- and post-test group 

B) review group 

C) ad content group 

D) focus group (PRE TEST FOR TARGET MARGET)
Answer:  D

119) Which component of marketing communication listed below can not be studied using concept tests? 

A) a television ad that has run for 1 week(POST TESTING)
B) the meaning of a message that has been created by an advertising agency

C) the translation of an international ad 

D) the value associated with a prize 

Answer:  A

120) When participants are asked the meaning of a marketing communication piece during a concept test, the researcher is using a(n): 

A) portfolio test 

B) theater test 

C) comprehension test (MEANING= COMPREHEND=TEST) 

D) warmth test 

Answer:  C

121) During a concept test, which would help a moderator understand why an intended message in an ad was not correctly understood by an individual or group? 

A) a comprehension test (UNDERSTANDING = COMPREHENSION) 
B) a reaction test 

C) a behavioral response test 

D) a translation test 

Answer:  A

122) When participants are asked to express their overall feelings about a marketing communication piece during a concept test, the researcher is using a(n): 

A) portfolio test 

B) reaction test (FEELINGS DURING A TEST = REACTION TO ADS) 
C) comprehension test 

D) warmth meter 

Answer:  B

123) During a concept test, which would help a moderator understand why an intended message received a negative response? 

A) a comprehension test 

B) a reaction test (TESTING THE REACTION VIA BEHAVIOR)
C) an analytical test 

D) a psychogalvanometer 

Answer:  B

124) In a concept test, which test measures both negative and positive feelings about a marketing piece? 

A) comprehension 

B) reaction (POSITIVE + AND NEGATIVE – REACTIONS)
C) emotional 

D) recognition 

Answer:  B

125) When copytesting print ads, researchers often use which type of approach? 

A) portfolio test (SHOW THEM A BUNCH AND SEE IF THEY NOTICE AD)

 (PRINT ADS ONLY)
B) theater test 

C) regulatory test 

D) pupillometric meter 

Answer:  A

126) When copytesting television ads, researchers often use: 

A) a portfolio test 

B) a theater test (TV ONLY)
C) a reaction test 

D) the mall intercept technique 

Answer:  B

127) In copytesting, researchers will sometimes stop people as they are shopping to solicit their opinion about ads. This approach is called: 

A) a portfolio test 

B) a theater test 

C) a reaction test 

D) the mall intercept technique (GALERIE DANJOU PLAZA IE: REMO) 

Answer:  D

128) The mall intercept technique normally incorporates which copytesting procedure? 

A) warmth meter 

B) pupillometric meter 

C) psychogalvanometer 

D) portfolio test (APPROACHED WITH PRINT ADS) (MIXED WITH OTHER ADS, ASKED TO IDENTIFY A CERTAIN ONE)
Answer:  D

129) In terms of copytesting, the current thought by the majority of agencies is that the test: 

A) is no longer needed 

B) stifles creativity 

C) is necessary primarily because of the issue of accountability (DOING IT JUST BECAUSE) 

D) is not really useful, but necessary because of demands of creatives 

Answer:  C

130) In terms of copytesting, all of the following criticisms have recently been voiced, except: 

A) copytests stifle creativity that is needed to produce ads that stand out (TAKES AWAY CREATIVITY)
B) copytests favor emotional approaches in advertising 

C) copytests tend to lead to ads about product benefits that are believable and understandable to a focus group (FINE TUNE ADS, IS NOT A CRITISISM)
D) members of focus groups know little about creativity and are not legitimate judges of creative advertising (RESULTS ARE FROM FOCUS GROUP, NOT A CRITISISM) 
Answer:  B

131) When an individual is asked to remember what ads he or she saw in a given setting or time period, the test form is called: 

A) recall 

B) representation 

C) behavioral response 

D) attitudinal adjustment 

Answer:  A
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132) DAR stands for: 

A) delivery of advertising response 

B) data analysis and review 

C) day after recall (DO YOU REMEMBER WHAT HAPPEN YESTERDAY?)
D) data analysis of advertising reactions 

Answer:  C

133) If McDonald's marketing team wants to know the percentage of consumers that remembered a new ad that was just launched on television, the appropriate test would be: 

A) day after recall (% OF CONSUMERS THAT REMBERED A NEW AD)           DAR
B) position analysis copytesting 

C) point of purchase advertising impact

D) test market 

Answer:  A

134) For recall tests, when consumers are asked which ads they viewed the previous evening, the form of test is: 

A) unaided recall 

B) aided recall 

C) concept modeling 

D) day-after recall (PREVIOUS EVENING ADS MEMORY)       DAR
Answer:  D

135) For recall tests, when consumers are prompted about a product category, it is part of a(n): 

A) unaided recall test 

B) aided recall test (PRODUCT CATEGORY = AIDED)
C) concept testing model 

D) mall intercept technique 

Answer:  B

136) Aided recall tests mean that: 

A) the ad is shown to the consumer 

B) consumers are prompted about a product category (WHICH CEREAL… ( AIDED)
C) the consumer may use a dictionary while studying the ads 

D) the research helps the consumer to find ads to view 

Answer:  B

137) Most researchers believe unaided recall tests are superior to other evaluation tests because they: 

A) demonstrate that an advertisement has become lodged in a person's memory (UNAIDED > AIDED …. IN MEMORY/RECOGNITION TESTS)
B) indicate what percentage of respondents have a favorable attitude towards the brand 

C) indicate future purchase intentions 

D) note when a person is favorably disposed towards the brand 

Answer:  A

138) Which of the following statements is true in both aided and unaided recall tests? 

A) incorrect responses are important data. (IF ITS WRONG, HOW COULD IT HELP?)
B) older people recall ads more easily

C) they are used in conjunction with behavioral measures

D) they are less effective than other evaluative tests

Answer:  A

139) When using recall tests, it is important to remember all of the following factors, except: 

A) a person's general attitude towards advertising impacts his or her recall of ads (ATTITUDE)
B) the prominence of the brand name impacts recall scores (HOW STRONG THE BRAND IS)
C) the gender of the respondent; females tend to have higher recall scores than males 

D) the age of the respondent; older individuals tend to have lower recall scores (AGE, OLD = LESS GOOD)
Answer:  C

140) The group which is least likely to recall an ad for a soft drink would be: 

A) children 

B) teens 

C) baby boomers 

D) senior citizens (OLDEST AND UNRELATED TARGET) 

Answer:  D

141) The type of person that is most likely to recall an advertisement is: 

A) senior males (over the age of 60) 

B) senior females (over the age of 60) 

C) someone with a positive feeling toward advertising (IF YOU LIKE IT, YOU REMEMBER IT)
D) someone with an open mind 

Answer:  C

142) When individuals are given copies of an ad and asked if they recognize it or have seen it before, the technique is called:

A) an aided recall test 

B) a storyboard test 

C) a theater test 

D) a recognition test (RECOGNIZE …DOES IT LOOK FAMILIAR)
Answer:  D

143) Recognition tests are best suited to test for all of the following except: 

A) reaction (IF YOU REACT, YOU WILL RECOGNIZE
B) price sensitivity (WHO CARES IF YOU RECOGNIZE THE PRICE?) 

C) comprehension (IF YOU UNDERSTAND IT, YOU WILL RECOGNIZE IT) 

D) likeability (IF YOU LIKE IT YOU RECOGNIZE IT)
Answer:  B

144) When advertisers are more concerned about how an ad is received and what information is being comprehended, the best message evaluation test would be a: 

A) concept test 

B) recall test 

C) recognition test (RECEPTION AND COMPREHENSION = RECOGNITION) 
D) physiological test 

Answer:  C

145) In using a recognition test, the ability of respondents to recognize an advertisement is least impacted by which of the following?

A) the size of the ad (BIGGER = MORE RECOGNIZED)
B) the customer uses the product already (IF YOU USE IT, WILL RECOGNIZE IT)
C) the ad seemed interesting (INTEREST = RECOGNIZE) 
D) a regular person as the spokesperson in the ad (REGULAR = NOT NOTICEABLE) 
Answer:  D

146) In terms of message evaluation, recognition tests are: 

A) used before an unaided recall test 

B) more reliable than recall tests 

C) an expression of a person's interest in a particular advertisement (INTEREST)
D) a test of the linkages found in a person's cognitive map 

Answer:  C

147) Recognition tests are impacted by all of the following except:

A) if the respondent found the ad interesting (INTEREST)
B) if the respondent used the brand in the ad (USAGE)
C) if the respondent liked the ad (POSITIVE FEELINGS)
D) if the respondent had recently purchased a competing brand 

Answer:  D

148) The primary difference between recognition scores and recall scores is that recognition scores: 

A) do not decline over time (RECOGNITION = MORE LASTING, RECALL = LESS)
B) are more reliable than recall scores 

C) tend to be lower than recall scores 

D) tend to indicate brand loyalty better than recall scores 

Answer:  A

149) If both a recall test and a recognition test is used to measure the effectiveness of an ad, the typical methodology would be to:

A) use the recognition test first, then the recall test

B) use the recall test, then the recognition test (TEST RECALL FIRST AS TIME GOES ON IT BECOMES LESS ACCURATE/REPRESENTATIVE)
C) the tests simultaneously

D) use whichever test is most important to the client

Answer:  B

150) Recognition and recall tests measure different things. Consequently, researchers will:

A) normally use the recall test

B) typically use the recognition test first and only use the recall test if the subject does not recognize an ad

C) often use both tests on the same subject (WHY NOT TEST DIFFERENT THINGS?) MESSAGE EVALUATION 
D) split the sample into two parts and use the recall test for half of the sample and the recognition test for the other half

Answer:  C

151) The tests that can measure both cognitive and affective reactions to ads are:

A) recognition tests

B) recall tests

C) attitude and opinion tests (COGNITIVE AND AFFECTIVE REACTIONS)
D) behavioral reaction tests 

Answer:  C

152) Which test would tell McDonald's marketing team that consumers formed a negative impression of a sandwich after seeing an ad? 

A) a comprehension test 

B) an attitude or opinion test (POSITIVE OR NEGATIVE IMPRESSION?)
C) a recall test 

D) a behavioral reaction test 

Answer:  B

153) Which uses a computer joystick to test emotional reactions to an ad? 

A) a warmth monitor (TV ADS, 4  LEVEL SCALE NOT WARM ( EMOTIONAL)
B) a psychogalvanometer 

C) a pupillometric test 

D) voice-pitch analysis 

Answer:  A

154) Warmth monitors are an example of a(n):

A) emotional reaction test (WARMTH MONITOR MEASURES EMOTIONS IN TV ADS)
B) recall test

C) recognition test

D) physiological arousal test

Answer:  A

155) In measuring emotions, researchers could use questions to inquire about emotional reactions to an ad. An alternative method would be to use: 

A) recall tests 

B) attitude and opinion tests 

C) warmth monitor (MORE ACCURATE THAN QUESTIONS MEASURING EMOTIONS) 

D) recognition tests 

Answer:  C

156) Psychogalvanometers, pupillometric tests, and psychophysiology are forms of: 

A) emotional reaction tests 

B) recall tests 

C) recognition tests 

D) physiological arousal tests (BODY MEASURES)
Answer:  D

157) Emotional responses measured by instruments that are not self-report instruments are called: 

A) recognition tests 

B) recall tests 

C) cognitive accumulation tests 

D) physiological arousal tests (CAN BE TESTED = NOT SELF REPORT) (CANT HIDE SWEAT, PUPILS ETC) 

Answer:  D

158) For evaluating advertisements, such as a Victoria's Secret model dressed only in her underwear, respondents may give what they consider to be a socially acceptable response instead of their true feelings. In such situations, the best evaluation method would be: 

A) persuasion analysis 

B) emotional reaction tests 

C) physiological arousal tests (TEST THEM FOR THE TRUTH, BODY DOESN’T LIE)
D) attitude and opinion tests 

Answer:  C

159) In terms of physiological arousal tests, which measures perspiration levels? 

A) a warmth monitor 

B) a psychogalvanometer (PHYSIOLOGICAL = SWEAT TEST, PUPIL TEST, BRAIN DRAWINGS)
C) a pupillometric test 

D) a sweat meter 

Answer:  B

160) In terms of physiological reactions to an ad, increased levels of perspiration indicates: 

A) greater emotions (MORE SWEAT MORE REACTIONS)
B) reduced emotions 

C) higher level of interest 

D) dislike for the ad 

Answer:  A

161) Of the following evaluation methods, which of the following is not a self-report test? 

A) a warmth meter 

B) an emotional reaction test 

C) a recognition test

D) psychophysiology (BODY DOESN’T LIE = NOT SELF REPORT, OBSERVATION)
Answer:  D

162) In terms of physiological arousal tests, which measures pupil dilation to test emotional reactions to an ad? 

A) a psychogalvanometer 

B) a pupillometric meter (BIGGER PUPIL = MORE + REACTION)
C) a visualization meter 

D) psychophysiology 

Answer:  B

163) Using a pupillometric meter, pupils become smaller when the subject: 

A) reacts positively to an ad 

B) reacts negatively to an ad (Small pupil = NEGATIVE REACTION, FEAR)
C) has an interest in an ad 

D) likes an ad 

Answer:  B

164) Researchers are using a pupillometric meter to measure Bailey's reaction to some ads. If Bailey responds positively to the ads, her pupils will become: 

A) larger (BIGGER PUPIL= POSITIVE REACTION)
B) smaller 

C) unchanged 

D) clearer 

Answer:  A

165) Psychophysiology measures: 

A) impulse buying 

B) brain electricity (MAPS THE BRAIN PATTERNS WITH ELECTRICITY)
C) dilation of a person's pupil 

D) perspiration 

Answer:  B

166) Brain-image measurement is part of: 

A) psychogalvanometer test 

B) pupillometric meter 

C) cognitive accumulation tests 

D) psychophysiology (BRAIN IMAGE MEASUREMENT ) (LOOKING FOR PATTERNS)
Answer:  D

167) Of the following physiological arousal tests, the one that offers the most promise in the future for advertising and marketing evaluation research is: 

A) psychogalvanometer test 

B) pupillometric meter 

C) psychophysiology (MOST PROMISE FOR FUTURE…OPPORTUNITIES TO DEVELOP)
D) warmth meter 

Answer:  C

168) The test used to see if an ad changed the consumer's mind about a product is called: 

A) a warmth meter 

B) a recognition test 

C) a recall test 

D) persuasion analysis (PRE TEST AND POST TEST TO COMPARE AND MEASURE EFFECTIVENESS) 

Answer:  D

169) Positioning advertising copytesting was a set of principles originally designed for: 

A) evaluating television ads (COPYTESTING = THEATRE TEST= TV ADS)       P.A.C.T.
B) evaluating print ads 

C) monitoring emotional responses 

D) persuasion analysis 

Answer:  A

170) All of the following are principles of position advertising copytesting (PACT), except: 

A) the procedure should be relevant to the advertising objective being tested (RELEVANT TO OBJECTIVES)
B) researchers should agree on how results will be used (HOW TO CONSISTENTLY USE RESULTS) 

C) the test should measure the degree of social responsibility 

D) researchers should use multiple measures to evaluate ads (DIFFERENT TESTS, MORE INFO = MORE ACCURATE RESULTS)
Answer:  C

171) All of the following are principles of position advertising copytesting (PACT), except: 

A) the ad should be based on a theory of human response (PREDICT HUMAN BEHAVIOR)
B) the ad should receive a single exposure to measure results 

C) the ads shown should be at the same stage of development (REDUCE BIAS, SAME STEP OF THE ADS COMPARED)
D) the sample should represent the larger population (KEEP SAMPLE CONTROLLED)
Answer:  B

172) All of the following are behavioral evaluation measures, except: 

A) actual sales (SALES = PURCHASE = BEHAVIOR) 

B) coupon redemptions (COUPONS= REDEMPTION= BEHAVIOR)
C) emotional arousal (EMOTION IS NOT BEHAVIOR) 

D) Internet hits (CLICKS = BEHAVIOR)
Answer:  C

173) Which of the following is a short-term measure of marketing effectiveness? 

A) sales and redemption rates 

B) brand loyalty and equity 

C) product-specific awareness 

D) awareness of the overall company 

Answer:  A
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174) Measuring changes in sales following a marketing campaign is easier now than in the past because of: 

A) commercial database services 

B) scanners and the UPC (POWER TO TRACK AND MEASURE DATA)  

C) the power of retailers to control sales data 

D) Internet technology 

Answer:  B

175) Advertising is the most difficult part of the IMC program to evaluate for all of the following reasons, except: 

A) a delayed impact of the ad 

B) consumers changing their minds while in the store 

C) the consumer price index changes (ACTUAL CALCULATIONS) 

D) brand equity considerations 

Answer:  C

176) Of the following IMC components, the most difficult to measure in terms of effect on actual sales would be: 

A) personal selling (SELLING = SALES)
B) advertising 

C) trade promotions (PROMOTIONS = SALES)
D) direct marketing (DIRECT = PERSONAL CONTACTS) 

Answer:  B

177) To measure the impact of a point-of-purchase display, retailers and manufacturers can use: 

A) response rates 

B) changes in sales 

C) scanner data (USED BY POP DISPLAYS)
D) number of inquiries 

Answer:  C

178) The best behavioral method to measure the impact of a coupon program is: 

A) changes in store traffic

B) number of inquiries 

C) changes in attitude towards the brand 

D) the redemption rate (HOW MANY PEOPLE USED THE COUPON?)
Answer:  D

179) The impact of all of the following marketing programs can be measured using redemption rates, except: 

A) point-of-purchase displays (NO MEASURE OF EFFECTIVENESS OF DISPLAY)
B) coupons (LEADS TO SALES, MEASURABLE)
C) sweepstakes (LEADS TO AWARENESS, MEASURES IMPRESSIONS)
D) direct-mail letters (LEADS TO AWARNESS, MEASURES IMPRESSIONS)
Answer:  A

180) The number one way companies measure the impact of online advertising is:

A) clickthroughs (CLICKS = MEASURABLE)
B) sales

C) lead generations

D) response rates

Answer:  A

181) The online metric that measures how long an individuals stays at a particular site is:

A) clickthroughs

B) length of engagement (HOW LONG YOU STAY ON MY SITE) LONGER = BETTER
C) impressions

D) brand awareness

Answer:  B

182) To measure Cole's level of interest in the products offered at a particular Web site, the online metric that should be used is:

A) clickthroughs

B) length of engagement (LONGER ON THE SITE = MORE INTEREST)
C) impressions

D) brand awareness

Answer:  B

183) When reactions to a small scale marketing effort are used to predict reactions in a larger area, the testing method is: 

A) emotional response 

B) position advertising copytesting (PACT) principles 

C) a test market (SMALL TEST TO GET ACCURATE RESULTS VIA REACTIONS) 

D) a simulation model 

Answer:  C

184) Test markets are typically used for all of the following, except: 

A) advertising effectiveness (TEST IN A SMALL MARKET)
B) pricing tactics (TEST IN SMALL MARKET)
C) brand equity (BRAND EQUITY HAS NOTHING TO DO WITH TESTING)
D) new product acceptance (TEST IN SMALL SMART MARKET)
Answer:  C

185) Test markets are used for all of the following, except: 

A) study promotions and premiums(TEST IN SAMPLE MARKETS)
B) test emotional reactions to marketing campaign 

C) set prices (TEST PRICES IN SAMPLE MARKET)
D) study new product acceptance (TEST PRODUCT IN SAMPLE MARKET)
Answer:  B

186) The greatest danger in using a long time period for a test market is: 

A) the cost of the test market 

B) fear the competition will have time to study the test market and react (FIRST MOVER ADVANTAGE, DON’T FORGET QUALITY THOUGH)
C) the possibility of more interference from external factors 

D) changes in the economy 

Answer:  B

187) Scanner data is often used to measure the impact of the marketing communications in which of these programs? 

A) test markets (SCANNER DATA USED OFTEN)
B) recall tests 

C) purchase simulation tests 

D) mall intercept copytests 

Answer:  A

188) McCormick's marketing team wants to test three different advertisements for its new Chicken Dijon gravy before they launch the product nationwide. To measure actual market reaction, the best approach would be to: 

A) use the ads in three different markets and use DAR tests to measure the impact 

B) use different test markets for each of the three ads and compare the actual sales differences among the three markets (DIFFERENT MARKETS, KEEP THE REST CONSTANT, MEASURE SAME RESULTS)
C) place the three ads in a theater test and measure the audience reaction 

D) count the number of times the brand name or specific product is mentioned in the media after each ad has run 

Answer:  B

189) A purchase simulation test takes place in a: 

A) mall 

B) retail store 

C) laboratory (TO KEEP VARIABLES UNDER CONTROL)
D) theater 

Answer:  C

190) Which statement below, concerning purchase stimulation tests, is false? 

A) they are performed in laboratory settings (PERFORMED IN LAB)
B) they measure opinions and attitudes 
C) they are a form of pre and posttest (PRE TEST AND POST TEST)
D) they are designed to resemble a shopping experience (RESEMBLES SHOPPING EXPERIENCE)
Answer:  B

191) All of the following are methods for evaluating public relations programs, except: 

A) counting clippings (CLIPPINGS)
B) calculating the number of impressions (IMPRESSIONS) 

C) using the advertising equivalence technique  (IF STORY WAS = TO AN AD)
D) counting Internet hits (PR ISNT BASED ON HITS)
Answer:  D

192) For evaluating public relations, which technique involves estimating the total number of subscribers or viewers of a media outlet that mentions a company's name?

A) counting clippings 

B) calculating impressions (MENTIONS COMPANY NAME IN MEDIA) 

C) the advertising equivalence technique 

D) the multiple exposure method 

Answer:  B

193) For evaluating public relations, which technique involves knowing the circulation and newsstand sales of a newspaper? 

A) counting clippings 

B) calculating impressions (SALES OF NEWSPAPERS = PEOPLE WHO SAW AD = IMPRESSIONS)
C) the advertising equivalence technique 

D) the multiple exposure method 

Answer:  B

194) In a public relations evaluation, the advertising equivalence technique is designed to measure the: 

A) number of advertising clippings compared to news releases 

B) number of subscribers and buyers of a print medium in which the company's name has been mentioned 

C) number of calls to a toll-free number following a public relations event, coupled with an advertising campaign 

D) cost of the time and space if a story were an advertisement (EQUAL TO AD, MEASUREABLE)
Answer:  D

195) The public relations evaluation method that is the least used, but probably the best method is: 

A) counting clippings 

B) calculating impressions 

C) advertising equivalence 

D) comparison to objectives ( COMPARE TO OBJECTIVES = BEST EFFECTIVENESS)
Answer:  D

196) The measure or definition of marketing return on investment (ROI) that is the most commonly used is: 

A) incremental sales from marketing activities (HOW MUCH MORE DID I SELL AFTER AD = POST TEST)
B) changes in brand awareness 

C) ratio of advertising costs to sales 

D) reach/frequency achieved 

Answer:  A

197) Consumer awareness and brand loyalty are closely linked to a measure of: 

A) market share (CONSUMER AWARNESS AND BRAND LOYALTY)
B) innovation 

C) productivity 

D) ROI 

Answer:  A

198) All of the following are common measures of the overall health of a company, except: 

A) market share (MARKET SHARE)
B) level of innovation (INNOVATION)
C) brand awareness (AWARNESS IS NOT HEALTH OF COMPANY)
D) productivity (PRODUCTIVITY)
Answer:  C

199) All of the following are common measures of the overall health of a company, except: 

A) physical and financial resources (RESOURCES = ASSETS)
B) profitability ($$$$$)
C) manager performance and development (PERFORMANCE OF EMPLOYEES)
D) level of brand equity (BRAND EQUITY DOESN’T MEASURE HEALTH) 

Answer:  D

200) Which is a measure of a company's effort to eliminate negative activities and pursue positive programs? 

A) level of market share 

B) degree of social responsibility (GET RID OF BAD, FOCUS ON GOOD) SOCIALLY RESPONSIBLE
C) productivity increases 

D) greater physical and financial resources 

Answer:  B

5 items when evaluating an advertising program? 

∙
Short-term outcomes, such as sales (SALES = SHORT TERM)
∙
Long-term results, such as brand loyalty (BRAND LOYALTY = LONG TERM)
∙
Product-specific awareness (PRODUCT AWARNESS)
∙
Awareness of the overall company (COMPANY AWARENESS/MARKET SHARE)
∙
Affective responses, such as a positive brand image (POSITIVE OR NEGATIVE IMAGE)
202) What components of a marketing communications plan can be evaluated using concept tests? 

∙
The copy or verbal component (VERBAL)
∙
The message and its meaning (MESSAGE RECEPTION)
∙
The translation of copy in an international ad (CULTURAL DIFFERENCES)
∙
The effectiveness of peripheral cues (PRODUCT PLACEMENT AND PROPS USED)
∙
The value associated with an offer or prize in a contest (INCENTIVE OFFER)
203) What are the three main forms of COPYTESTING: 

1. 
Portfolio tests (PRINT AD TESTING)
2. 
Theater tests (TV AD TESTING)
3. 
The mall intercept technique (USUALLY WITH PRINT ADS)
204) What are the two main forms of RECALL tests:
1. 
Aided recall 

2. 
Unaided recall 

205) What forms of emotional reaction tests are available:
∙
Warmth meter (JOY STICK MEASURES WARTH)
∙
Psychogalvanometer (MEASURES SWEAT) (MORE = MORE REACTION)
∙
Pupillometric test (MEASURES SIZE OF PUPIL) BIGGER = +, SMALLER = -
∙
Psychophysiology (BRAIN MAPPING WITH ELECTRICITY)
206) What behavioral measures of advertising effectiveness are possible? 
3 RESPONSE TYPES (INTERNET, DIRECT MAIL, CARD)
SALES
CALLS
CONTESTS
COUPONS
∙
Sales figures (PURCHASES = SALES = BEHAVIOR)
∙
Calls to a toll-free number (CALL = BEHAVIOR)
∙
Response cards (A RESPONSE = TYPE OF BEHAVIOR)
∙
Internet responses (INTERNET BEHAVIOR)
∙
Redemption rates of coupons and premiums (USE A COUPON = BEHAVIOR)
∙
Contest and sweepstakes' entries (ENTER CONTEST= BEHAVIOR)
∙
Responses to direct mail pieces (RESPONSE = BEHAVIOR)
207) What makes measuring the effectiveness of advertisements more problematic? 

∙
The influence of other factors, such as the weather (SHIT YOU CANT CONTROL)
∙
The delayed impact of an ad (FIGURING OUT WHEN IT WORKED)
∙
Consumers changing their minds while in the store (PEOPLE BEING STUPID)
∙
Whether or not the brand is in the consumer's evoked set (EVOKED SET)

∙
Brand equity considerations 

208) What can test markets assess? SAMPLE
∙
Advertisements (ADS)
∙
Promotions and premiums (PROMOS)
∙
Pricing tactics (PRICING)
∙
New products (PRODUCTS)
209) What four methods are available for evaluating public relations' activities? 

Answer: 
1. 
Counting clippings (CLIPPINGS)
2. 
Calculating the number of impressions (IMPRESSIONS)
3. 
The advertising equivalence technique (STORY = AD COST?)
4. 
Comparison to PR objectives (OBJECTIVES COMPARISSON)
210) What objectives can be used to measure the overall IMC program? 

Answer:  
∙
Market share (HOW MUCH YOU CONTROL THE MARKET)
∙
Innovation (NEW IDEAS)
∙
Productivity (EFFICIENCY)
∙
Physical and financial resources (ASSESTS) 

∙
Profitability ($$$$)
∙
Manager performance and development (MANAGER PEFORMANCE)
∙
Employee performance and attitudes (EMPLOYEE PERFORMANCE)
∙
Social responsibility (BEING THE GOOD GUY) 
1 .  What is the difference between a message evaluation and respondent behaviours when assessing the effectiveness of marketing communications? 

2 .  What are some typical objectives and related measures for each of the ﬁve elements of the marketing communications mix?  
3.  Name the different types of pre-tests outlined in this chapter.

4 .  What does a concept test evaluate? How are storyboards and focus groups used in concept tests? 
5 .  Describe the use of portfolio tests and theatre tests in copy-testing programs.
6 . What is a warmth monitor? What does it measure? 

7 .  Describe how psychogalvanometers, pupillometric meters, and psychophysiology analysis techniques are used in evaluating advertisements. 

8 . Describe a purchase simulation test. 

9 .  What is DAR? How are aided and unaided recall tests used in conjunction with DAR evaluations? What problems are associated with both types of tests? 

10.  What is a recognition test? How does it differ from a recall test?  1 1. Name the different types of post-tests outlined in this chapter.

12. What items can be evaluated using test markets? 

13. Name and describe the criteria that can be used to assess the impact of the overall IMC program, as noted in this chapter.

14.  What are three reasons why marketing communications are rarely measured, and what are three reasons why this lack of measurement is sustained?
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