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$$0

One of the main functions of the advertising industry is to communicate

information to

A. agencies.

B. consumers.

C. clients.

D. newspapers.

/B

Consumers.  The consumer, the final user of goods and services, is the main

focus of the advertising industry.  One of the main functions of the

advertising industry is to communicate information about ideas, goods, or

services to consumers to achieve a desired outcome.  In most cases, the desired

outcome is to persuade consumers to buy something.  Advertising agencies are

often the ones that develop the message that is communicated to consumers.

Agencies develop the advertising message for their clients.  Agencies present

the information in many forms through a variety of communication channels such

as newspapers.

$$1

The growth and development of the advertising industry is linked to its close

relationship with the

A. mass media.

B. target market.

C. middle class.

D. local community.

/A

Mass media.  The mass media refers to the message channels used to communicate

with the general population.  These channels include radio, television,

newspapers, and magazines.  Advertising and the mass media have a close

relationship and need each other to survive.  Advertising dollars allow the

media to make money, while the media provide advertisers with the means of

delivering a message.  As advertising grows, so do the media and vice versa.

Target market is the particular group of customers a business seeks to attract.

The middle class includes the group between the upper and lower classes and is

the majority of the population.  The local community is the geographic area in

which a person lives.

$$2

One way that advertising has a positive effect on society in general is by

contributing to

A. quality of life.

B. personal values.

C. economic growth.

D. ethical behavior.

/C

Economic growth.  Advertising involves communicating information about goods

and services.  The result of advertising often is increased sales because

consumers learn about products that they want or need.  Increased sales usually

lead to economic growth and expansion.  Economic growth is considered a benefit

to society because it helps to create more jobs, higher wages, and better

products.  As more products are developed, there is more advertising to promote

the products, and the cycle continues.  Advertising itself does not contribute

to the quality of life, although the advertised products might improve that

quality.  Values are the principles by which you live.  Ethics are the basic

principles that govern your behavior.  Advertising often reflects the values

and ethics of the times.

$$3

Which of the following is an example of an advertising agency being involved in

service marketing rather than product marketing:

A. Performing intangible activities for clients

B. Identifying a particular group of consumers to target

C. Directing marketing activities to appeal to the whole market

D. Sending promotional materials to consumers' homes and businesses

/A

Performing intangible activities for clients.  Service marketing involves an

advertising agency performing intangible activities that satisfy a client's

wants and needs.  These intangible activities might include developing ideas

for a promotional campaign, buying radio and television time, or conducting

research.  On the other hand, product marketing involves the marketing of

tangible products that can be touched, smelled, tasted, seen, or heard.

Identifying a particular group of consumers to target is target marketing.

Directing marketing activities to appeal to the whole market is an aspect of

mass marketing.  Sending promotional materials to consumers' homes and

businesses is direct-mail marketing.

$$4

Which of the following is a program that some managers implement to achieve

quality in all aspects of the graphic design business:

A. Theory X

B. Six Sigma

C. PERT

D. Gantt chart

/B

Six Sigma.  Six Sigma is a program that emphasizes preventing problems to

achieve quality in an organization.  It stresses strict measurements in design

and manufacturing as well as motivating people to be highly productive.  Six

Sigma focuses on people working together, often in teams, to create a culture

of quality that exists in the business and in the business's dealings with

customers.  Theory X is an authoritative, traditional view of motivation in

which workers were viewed as preferring direction, having little ambition,

avoiding responsibility, and wanting security.  PERT, or program evaluation and

review technique, is a method of planning work activities.  A Gantt chart is

graphic representation of a project's timeline.

$$5

The expansion of a global economy has led to the development of large,

__________ advertising agencies.

A. independent

B. multinational

C. in-house

D. freelance

/B

Multinational.  The expansion of the global economy has created a demand for

goods and services throughout the world, including those countries that

previously had closed societies.  This has led to the development of the large,

multinational advertising agency that provides services to clients around the

world.  These large agencies need to understand how to advertise to diverse

markets and appeal to customers from many backgrounds and cultures.  In many

cases, the multinational agencies are expected to successfully promote a

product to a world market.  Independent advertising agencies are often small,

have a limited staff, and frequently hire freelancers on a per-job basis.  An

in-house agency is an advertising department located within a business.

$$6

Which of the following demonstrates the correct method to ensure that all words

in a phrase are included in a web search:

A. 'To be or not to be'

B. [There is no tree that the wind has not shaken]

C. "Confidence in itself is the secret of success"

D. (Discipline is the most important part of success)

/C

"Confidence in itself is the secret of success."  Many search engines eliminate

common words (e.g., the, of, a) as the search is conducted because the words

slow down the search process.  In addition, the inclusion of common words

generally does not improve search result accuracy.  When it is necessary to

include all words in a search, enclose the phrase in double quotation marks.

Search engines do not generally recognize single quotation marks, brackets, or

parenthesis as designations to include all words in a web search.

$$7

What form of Internet advertising allows a company to build recognition of its

product by creating a related-information web site?

A. Web sponsorship

B. Pop-up advertisement

C. Banner advertisement

D. Auditory advertising

/A

Web sponsorship.  Sponsoring an information-based web site that relates to a

product allows a company to gain recognition and improve its image.  The

company is providing a service for customers, but because the company's name is

on the site, the frequency is increased.  Pop-up advertising and banner

advertisements are types of Internet advertising, but they do not involve

creating a related-information site.  Auditory is not a type of advertising.

$$8

What type of technology allows production companies to create commercials that

feature horses kicking footballs or polar bears drinking colas?

A. Digital-camera process

B. Computer-generated imagery

C. Four-color photography

D. Audiovisual presentation software

/B

Computer-generated imagery.  The technology of computer-generated imagery

allows production companies to create animation, give human characteristics to

inanimate objects, make animals perform human actions and appear realistic,

etc.  Today's sophisticated production companies need this type of technology

to create eye-catching commercials that satisfy major clients as well as appeal

to consumers who are bombarded with advertising.  Digital-camera process and

four-color photography do not allow production companies to create animated

commercials.  Audiovisual presentation software is used to create presentations

rather than commercials.

$$9

Requiring employees to always tell a coworker where they are going and when

they will return to the office is a policy that advertising agencies can follow

to

A. keep track of hours to bill clients.

B. increase security in the workplace.

C. monitor the use of vacation time.

D. install telephone voice mail systems.

/B

Increase security in the workplace.  Businesses, such as advertising agencies,

should know where their employees are during the workday and when they will

return to the office if they leave to meet with clients or handle other tasks.

Following this policy will help to increase security in the workplace because

someone in the office will always know where other employees are and when they

are due to return.  Then, if someone does not return within a reasonable amount

of time, the agency can check on the employee to make sure there are no

problems.  Many agencies have sign in/sign out boards that indicate location

and time in order to know where employees are at all times.  This practice is

often considered a safety net that adds to the security of daily work

activities.  Agency employees keep track of hours that can be billed to

clients.  Leaving the office during the day on work-related assignments is not

a use of vacation time.  Installing voice mail systems involves installing and

activating specific computer equipment and software.

$$10

What can quick-copy shops do to avoid accepting altered checks that often

result in financial losses?

A. Examine the routing number located on the check

B. Write down a physical description of the customer

C. Ask for a driver's license and a major credit card

D. Read both the amount written in figures and in words

/D

Read both the amount written in figures and in words.  There are several types

of altered checks, and one involves changing the amount of the check.  It is

often easier to change the figure amount than the amount written in words;

therefore, a quick-copy shop should read both the amount written in figures and

in words.  For example, it is fairly easy to change the figure 1 to the figure

7, but almost impossible to change the word "one" to the word "seven."

Watching for altered checks will help a shop reduce bad-check losses.  The

routing number indicates the bank on which the check is drawn.  Writing down a

physical description of the customer or asking for a driver's license and major

credit card will not reduce financial losses if a shop accepts an altered check

and gives change to the customer.

$$11

What are the major types of risk that advertising managers will encounter in

business?

A. Economic, natural, and human

B. Economic, competitive, and technological

C. Promotional, economic, and human

D. Regulatory, natural, and economic

/A

Economic, natural, and human.  The three major categories of business risk are

economic, natural, and human.  Knowledge of the three types of risk is

important because it helps advertising managers to reduce the risks they

encounter in business.  Competitive, technological, promotional, and regulatory

are types of economic risks.

$$12

Promotional businesses usually are unable to enter into legally binding

contracts with

A. foreigners.

B. senior citizens.

C. minors.

D. tourists.

/C

Minors.  Promotional businesses usually are prevented from entering into

legally binding contracts with certain groups of people because these people

are not considered to have the capacity to understand the consequences of their

actions.  One of these groups includes minors, those people under the legal

age.  In most cases, minors cannot enter into legally binding contracts because

they are not old enough to be responsible for the consequences.  Businesses

usually may enter into legally binding contracts with people who are adults,

older than the legal age, regardless of whether they are foreigners, senior

citizens, or tourists.

$$13

When giving employees directions for performing complex assignments, it is

often effective for managers of media production companies to

A. use technical language.

B. describe the work quickly.

C. explain one part of the job at a time.

D. assume that employees understand the process.

/C

Explain one part of the job at a time.  Managers often need to give employees

directions for performing complex assignments.  In those situations, it is

often effective to explain one part of the job at a time, make sure employees

understand, then explain the next part, and so on.  This method gives employees

the opportunity to ask questions about each part of the job and understand what

is expected of them before learning about the next part of the assignment.

Managers should use technical language only if it is appropriate and they are

sure that all employees will understand.  Describing the work quickly often

makes it difficult for employees to understand or to be able to ask questions.

Managers should not assume that employees will understand the process,

especially if the assignment is complex or new.

$$14

An account executive meeting with a national magazine to arrange for a print

advertisement to appear in certain regional editions for a three-month period

is involved in

A. circulation.

B. distribution.

C. production.

D. syndication.

/B

Distribution.  The place, or distribution, element in advertising focuses on

delivering the right message to the right customers.  In this example, the

account executive is placing a print advertisement in certain regional editions

for a period of time to appeal to specific groups of customers.  The purpose is

to reach the customers who are most likely to be interested in the

advertisement and receptive to that particular message.  Circulation refers to

the number of magazines sold.  Production is the process of preparing the print

advertisement.  Syndication refers to the selling of television or radio shows.

$$15

Which of the following is a reason why it is important for specialty

advertising businesses to regularly evaluate channel members and make

modifications:

A. Legal assistance is necessary.

B. Distribution system is effective.

C. Market share is consistent.

D. Product life cycle is changing.

/D

Product life cycle is changing.  Goods and services move through various stages

from the time they are introduced on the market until they are taken off the

market.  These changes in life cycle often make it necessary for specialty

advertising businesses to evaluate channel members and make modifications

because different channels are more effective during different stages of a

product's life.  To remain effective, a business must evaluate channel members

based on the product's life cycle and make modifications when necessary.

Channel members usually do not provide legal assistance to businesses.  If the

distribution system is effective and the market share is consistent, businesses

probably would not need to modify the way products are distributed.

$$16

What do specialty advertising businesses need to be able to fill orders for

customers in a timely manner?

A. Warehousing facility

B. Automated equipment

C. Information system

D. Evaluation process

/C

Information system.  All businesses need some type of information system to be

able to fill customers' orders in a timely manner.  The systems may be simple,

complex, or computerized as long as they can provide the businesses with the

information they need.  For example, a small specialty advertising business may

use a manual system to log in orders and follow them throughout the fulfillment

process.  Large businesses that handle many orders at one time might use a

computerized system to track orders at all times.  Whatever type of system is

used, it should be appropriate for the business so the business has the

information it needs to fill orders and satisfy customers.  Not all businesses

need a warehouse facility, automated equipment, or an evaluation process to

fill orders for customers in a timely manner.

$$17

To make sure products are available when customers want them, a business should

coordinate promotion with

A. distribution.

B. transportation.

C. segmentation.

D. communication.

/A

Distribution.  Promotion helps to create demand for products while distribution

makes those products available.  Businesses coordinate distribution with

promotional activities to make sure that sufficient quantities of advertised

products are available when customers want to buy them.  If a business plans to

promote a certain item, the business must make sure than an adequate supply

will be on hand to meet consumer demand.  Businesses may lose customers if they

promote certain items that are not available because they failed to make the

necessary distribution arrangements.  Transportation is the act of moving items

from one place to another and is only one aspect of distribution.  Segmentation

involves dividing something, such as a total market, into smaller, more

specific groups.  Communication is an exchange of information in which the

words and gestures are understood in the same way by both the speaker and the

listener.

$$18

What does a channel of distribution usually need to be able to manage or avoid

conflict within the channel?

A. Strong leadership

B. Updated technology

C. Equal authority

D. Limited competition

/A

Strong leadership.  A channel of distribution that has strong leadership is

often able to manage or avoid conflict because the leadership has the power to

assign specific responsibilities to each channel member.  Strong leadership has

the authority to set goals for the entire channel and demand cooperation, which

reduces the possibility of conflict.  When a channel has strong leadership,

channel members work for the good of the channel rather than for their

individual goals.  A channel of distribution does not need updated technology

or limited competition to manage or avoid conflict within the channel.  Equal

authority might create conflict because there is no clear leader who has power

and control over the channel.

$$19

Providing unemployment compensation and aid to dependent children are ways that

government intervenes in the economy to

A. improve public welfare.

B. protect private property.

C. set safety standards.

D. manage yearly spending.

/A

Improve public welfare.  Government intervenes in the economy by operating

public welfare programs for the benefit of people who are unable to provide for

themselves.  Some of these public welfare programs are food stamps, aid to

dependent children, and unemployment compensation.  These programs not only

benefit the persons who need them, but they benefit business as well.

Providing unemployment compensation and aid to dependent children are not ways

that government intervenes in the economy to protect private property, set

safety standards, or manage yearly spending.

$$20

To overcome language differences when meeting with businesspeople from other

countries, an advertising agency might

A. use a translator.

B. provide a dictionary.

C. show a filmstrip.

D. record the conversation.

/A

Use a translator.  Language is one of the main problems affecting world trade

because businesspeople do not all speak the same language.  When businesspeople

meet to develop joint ventures or sell products to one another, they may have

difficulty communicating because of language differences.  To resolve this

problem, advertising agencies often use a translator to help businesspeople

understand each other.  Translators are useful even if businesspeople speak

other languages because there are differences even in the same language.  For

example, the English that is spoken in the United States is different than the

English that is spoken in Australia.  Therefore, a businessperson from Japan

who speaks English as it is spoken in Australia may have difficulty

understanding a conversation that takes place in Los Angeles.  Providing a

dictionary, showing a filmstrip, or recording the conversation will not help to

overcome language differences.

$$21

One way that many public relations agencies use the technology of electronic

funds transfer is to

A. regularly update inventory records.

B. forward purchase orders to vendors.

C. automatically pay monthly utility bills.

D. monitor commissions paid to salespeople.

/C

Automatically pay monthly utility bills.  The technology of electronic funds

transfer (EFT) makes it possible for public relations agencies to move money

from one account to another by computer.  Many agencies use EFT to pay

expenses, such as monthly utility bills.  The agency instructs the bank to

subtract a certain amount from its account and deposit that amount into the

utility's account.  This method is fast, efficient, and cost effective because

it eliminates the need to print a check and buy postage to send the payment

through the mail.  Agencies do not use the technology of electronic funds

transfer to regularly update inventory records, forward purchase orders to

vendors, or monitor commissions paid to salespeople.

$$22

When deciding whether to accept credit cards, quick-print shops need to

consider the discount rate because the rate is a(n)

A. contract.

B. expense.

C. estimate.

D. receivable.

/B

Expense.  The discount rate is the total amount that a quick-print shop pays

for accepting a bank's credit card.  It includes the charge for each

transaction, the cost of processing the transaction, and the cost of sending

the transaction information to the processing center.  Shops need to consider

the discount rate when deciding whether to accept credit cards because the rate

is an expense.  This rate varies from bank to bank and often ranges from 2% to

5% of a shop's credit sales depending on the shop's sales volume and size of

sales.  Therefore, shops usually shop around for the best rate in order to

reduce the expense of accepting credit cards.  The discount rate is not a

contract, an estimate, or a receivable.

$$23

A photography studio borrowing start-up money from a commercial bank is an

example of

A. debt financing.

B. venture capital.

C. trade credit.

D. asset lending.

/A

Debt financing.  Debt financing involves borrowing money that must be repaid.

Commercial banks are a source of debt financing because they often loan money

to businesses.  New photography studios may have more difficulty borrowing

money from a commercial bank than established businesses have because the new

studios do not have existing customers or significant assets.  However, some

banks are willing to take a chance with new studios and provide start-up money.

Venture capital is money provided by individuals.  Trade credit is credit

extended to a studio by its suppliers.  Asset lending involves a studio using

its assets to obtain a loan.

$$24

An advertising agency identifying consumers who meet certain demographic

criteria and then developing ads aimed specifically at those consumers is an

example of

A. composite selling.

B. target marketing.

C. goal setting.

D. product positioning.

/B

Target marketing.  Target marketing is the identification and selection of

markets for a business or for a product.  When an advertising agency identifies

consumers based on certain demographic criteria, such as age, income, and

education, and then develops ads aimed specifically at those consumers, the

agency is involved in target marketing.  The value of target marketing in

advertising is that specific groups of consumers are more likely to respond

positively to ads that appeal to their unique characteristics.  Identifying

consumers who meet certain demographic criteria and then developing ads aimed

specifically at those consumers is not an example of composite selling.  Goal

setting is the ability to visualize, set, and focus on achieving business

objectives.  Product positioning is a product-mix strategy in which a business

creates a certain image or impression of a product in the minds of consumers.

$$25

Which of the following Internet-based marketing-research methods is most likely

to raise an ethical issue regarding the users' right to privacy:

A. Cookies

B. Scan portals

C. Browsers

D. Banner ads

/A

Cookies.  Cookies are text files that are put on a web-site visitor's hard

drive and then later retrieved during subsequent visits to the site in order to

track shopping and buying behavior.  As a result, Internet users often feel

that their right to privacy is compromised.  Portals are sites that are popular

starting points for surfing the Web.  Scan portal is not a widely used term to

describe activities and concepts related to the Internet.  Browser is a term to

describe the software that is needed for surfing the Internet.  Banner ads are

promotional messages appearing on the WWW, usually at the top of the web sites.

$$26

Before introducing a promotional product to the marketplace, a business might

monitor its competitors' ___________ strategies.

A. pricing

B. scheduling

C. auditing

D. training

/A

Pricing.  When conducting marketing research, businesses often gather

information about their competitors.  Businesses often monitor the prices of

their competitors' similar promotional products to make marketing decisions for

their own products.  A business might monitor its competitors' scheduling,

auditing, and training methodology; however, this information might be more

difficult to obtain and use in relation to the introduction of a product.

$$27

One reason advertising agencies develop a profile of the target audience their

clients want to reach is to help the agencies

A. develop inexpensive promotions.

B. establish production schedules.

C. select the most appropriate media to use.

D. identify employees to work on the campaign.

/C

Select the most appropriate media to use.  A profile of the target audience

provides a broad picture of a group of people.  A profile usually contains

information about age, gender, occupation, income, marital status, etc.

Advertising agencies can use this information to select the media that will

reach the target audience.  For example, radio more effectively reaches certain

audiences than television or newspaper.  Understanding the target audience

helps with media selection which also leads to the best use of the client's

advertising dollars.  Agencies do not develop a profile of the target audience

to develop inexpensive promotions, establish production schedules, or identify

employees to work on the campaign.

$$28

Which of the following is a legal issue that researchers might evaluate when

conducting an environmental scan:

A. Planning strategies

B. Discretionary income

C. Buying behavior

D. Taxation structure

/D

Taxation structure.  The manner in which a business, such as an advertising

agency, is taxed is an important legal consideration when conducting an

environmental scan.  Governments establish laws that tax businesses in many

ways.  Therefore, researchers must determine how taxation rates and structures

affect a company's ability to conduct business activities.  Planning strategies

and buying behavior are important considerations when conducting an

environmental scan, but they are not necessarily legal issues.  Discretionary

income is a demographic factor that researchers consider when conducting

environmental scans.

$$29

Which of the following is a factor that a photography studio should consider

when conducting a location feasibility study:

A. Operating hours

B. Advertising options

C. Inventory costs

D. Space requirements

/D

Space requirements.  When conducting a location feasibility study, it is

important to consider the amount of space the photography studio needs to

operate effectively.  A small studio that specializes in portraits might

require less space than a large commercial studio that does photo shoots for

major businesses.  The studio needs to consider the amount of space it needs to

house its equipment, set up backdrops for photos, store supplies, and

accommodate customers.  A studio's goal is to select a location that has the

right amount of space rather than too much or too little.  Operating hours

usually depend on industry standards and needs of customers.  Advertising

options and inventory costs are not factors involved in conducting a location

feasibility study.

$$30

When marketing researchers review the level of affiliation between two

advertising variables, they are evaluating the ___________ of data components.

A. correlation

B. predictability

C. sensitivity

D. affirmation

/A

Correlation.  In terms of marketing research, correlation is the dependency of

one variable on another variable or set of variables.  The level of dependency

can vary greatly.  To predict means to estimate.  One cannot usually estimate

until a pattern or correlation between variables has been established.

Sensitivity and affirmation are general terms that might describe an

understanding nature.  To understand the relationship between variables, a

correlation must first be acknowledged.

$$31

Advertising agency employees who develop written reports or make oral

presentations to summarize research findings should always

A. use terminology that the audience understands.

B. include bar graphs and pie charts in the summary.

C. let the audience members present recommendations.

D. incorporate multimedia elements, such as sound bites.

/A

Use terminology that the audience understands.  Both written reports and oral

presentations should use words that the audience understands.  Language that is

too simplistic or too complex can confuse or bore the audience.  As a result,

the audience might miss or overlook important information necessary to make

business decisions.  Although it is helpful to include bar graphs and pie

charts in oral and written presentations, it is not always best to present

visual aids in the summation.  The audience members do not always have the

necessary knowledge to make or present recommendations.  Written reports do not

generally contain multimedia elements.

$$32

Why is it important for a direct-mail business to select a target market?

A. To organize exclusive sales territories

B. To identify the most appropriate vendors

C. To prepare detailed promotional reports

D. To develop strategies to appeal to customers

/D

To develop strategies to appeal to customers.  Each target market is unique,

which means that strategies that are effective with one market might not work

with another market.  Consequently, direct-mail businesses need to select the

target market before developing specific strategies.  For example, if the

target market consists of teenagers and young adults, the marketing strategies

will be very different than if the target market consists of senior citizens.

Once the target market is selected, a business can focus on developing the

right strategies.  Businesses do not select a target market to organize

exclusive sales territories, identify the most appropriate vendors, or prepare

detailed promotional reports.

$$33

Which of the following is a problem that a video production business might

identify as a result of evaluating the performance of its marketing plan:

A. Targeted activities

B. Intangible resources

C. Specific strategies

D. Unrealistic objectives

/D

Unrealistic objectives.  Objectives are the goals that a video production

business seeks to reach with its marketing plan.  During the process of

evaluating the plan, a business might find that its objectives are not being

met.  One reason for this might be that the objectives are unrealistic and not

possible for the business to achieve at that time.  For example, an objective

of increasing sales by 50% in six months may be completely unrealistic based on

the product the business sells and the number of salespeople.  If a business

determines that its objectives are unrealistic after evaluating the performance

of its marketing plan, the business should modify the objectives to make them

more attainable.  The use of targeted activities and specific strategies often

helps a business to achieve its marketing objectives.  Intangibles are not

capable of being detected through the senses, whereas resources are items that

can be used to produce goods and services.

$$34

One way that advertising employees can control and manage their level of stress

is to

A. add more responsibility to their lives.

B. set realistic standards for themselves.

C. hurry to complete complicated tasks.

D. avoid developing too many friendships.

/B

Set realistic standards for themselves.  Advertising employees who set

realistic standards for themselves rather than expecting perfection all the

time are usually able to control and manage their level of stress.  It is

important for employees to understand that they cannot perform perfectly in all

situations and that they will make some mistakes.  Being aware of this helps

employees to manage stress because they will not set their goals so high that

they will often be unable to achieve them.  Striving to obtain perfection all

the time increases stress and may cause employees to think that they are

failures if they don't live up to those expectations.  Adding more

responsibility often increases stress.  Hurrying to complete complicated tasks

is an indication that employees are experiencing stress.  Developing

friendships is an effective way to reduce stress.

$$35

Who is responsible for conducting the audit of a media production company's

financial records?

A. Chief financial officer

B. Corporate board chairperson

C. Tax regulation agent

D. Certified public accountant

/D

Certified public accountant.  An audit is a practice involving the review or

investigation of information by a source outside of the media production

company.  A certified public accountant (CPA) is a licensed, independent

consultant who is hired by a business to verify the accuracy of the company's

financial records.  CPAs must have extensive knowledge of accounting practices

and regulations and must pass a government exam to receive a license.  Although

it is possible for a company's chief financial officer and board chairperson to

be certified public accountants, the audit should be conducted by a consultant

who is not affiliated with the company for credibility purposes.  A tax

regulation agent is a general term and not often used to describe an

independent financial auditor.

$$36

Which of the following is an example of a job performance standard that a

public relations agency might establish for employees:

A. Calling on existing customers

B. Providing information to managers

C. Making 25 cold calls per week

D. Filling out necessary paperwork

/C

Making 25 cold calls per week.  A performance standard specifies what an

employee is expected to achieve while carrying out the duties and

responsibilities of the job.  An example of a job performance standard is

making 25 cold calls per week.  That is the level of performance that employees

should achieve on a weekly basis.  If employees do not make that number of

calls, their performance is below standard.  Calling on existing customers,

providing information to managers, and filling out necessary paperwork are

general duties that employees perform.  However, these duties are job

specifications rather than standards.
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Which of the following is a factor that a growing specialty advertising

business might consider when determining hiring needs:

A. Qualifications of staff

B. Type of application required

C. Employee to customer ratio

D. Bonuses that customers demand

/C

Employee to customer ratio.  Specialty advertising businesses usually consider

a variety of factors when determining hiring needs because they want to hire

the right number of employees.  One important factor is the employee to

customer ratio, particularly for businesses that interact directly with

customers.  For example, a business decides that it should have one employee

per 10 customers.  As the business estimates its rate of growth, it realizes it

will need to hire additional employees to maintain the desired ratio.

Qualifications of staff are considered when deciding whether to recruit

internally.  The type of application is not a factor.  Bonuses for outstanding

performance are given to employees rather than customers.
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When bringing members of a work team together, it is important that each member

understand the group's objectives and that they

A. actively participate in team meetings.

B. work to create an indecisive environment.

C. learn to avoid conflict at all times.

D. develop personal friendships with each member.

/A

Actively participate in team meetings.  Although many factors determine the

success or failure of a work team, it is important for each group member to

understand the overall objective of the group or project.  It is also important

for all members to participate in team meetings.  Active participation often

brings new ideas to the group.  Participation in group meetings can also

improve communication in terms of clarification of ideas, goals, or task

responsibility.  Groups that operate in an environment that cannot make

decisions are often unproductive.  Conflict cannot always be avoided in all

situations.  Members often have different views about situations and should

feel free to express those views.  Therefore, conflict is not necessarily

harmful for the group; it just needs to be managed appropriately.  It is

important that each team member respect and try to work with one another to

accomplish goals.  However, it is not necessary to develop personal friendships

or social relationships with each team member for the group to be successful.
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When preparing projected profit-and-loss statements, new printing company

owners must consider taxes that will need to be paid.  Where can owners find

accurate, current information regarding their estimated tax obligation?

A. Taxation regulatory agencies

B. Property inspection documents

C. Depreciation reports

D. Accounts payable records

/A

Taxation regulatory agencies.  Printing companies often pay many types of taxes

(e.g., payroll, property).  Because tax payments are cash outflows for a

business, the business must estimate what it will pay for taxes when preparing

its profit-and-lost statement.  To estimate tax obligations, both existing and

new businesses can contact government agencies (e.g., Internal Revenue Service)

to receive updated information regarding tax law and requirements.  Property

inspection documents, depreciation reports, and accounts payable records might

be helpful in determining some aspects of tax obligations and deductions, but

do not necessarily provide current and up-to-date information.
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Why do advertising agencies consider the number of employees who might retire,

resign, or change job responsibilities during the coming year?

A. To prepare job descriptions

B. To develop additional training programs

C. To plan for new work stations

D. To determine staffing requirements

/D

To determine staffing requirements.  Advertising agencies consider the number

of employees who might retire, resign, or change job responsibilities during

the coming year to determine staffing requirements.  If an agency knows that

several key employees will be retiring within the next year, the agency will

plan to hire qualified replacements.  Also, agencies consider the fact that

some employees will resign and other will be promoted or change job

responsibilities.  To be prepared for these possibilities, agencies try to plan

for future staffing needs rather than be short-handed and unable to provide

service to clients.  Advertising agencies use existing job descriptions when

selecting new employees.  Advertising agencies do not consider the number of

employees who might retire, resign, or change job responsibilities in order to

develop additional training programs or to plan for new work stations.

Agencies usually hire employees who have the qualifications to do the work

without additional training.  New employees occupy the work stations of former

employees.
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Advertising agency employees who are responsible for buying radio and

television time for clients need to be able to

A. write creatively.

B. behave aggressively.

C. negotiate effectively.

D. communicate electronically.

/C

Negotiate effectively.  Advertising agency employees who are responsible for

buying radio and television time for clients need to be able to negotiate

effectively to obtain good placement and prices.  Negotiating is a skill that

involves a combination of assertiveness, determination, and tact.  Effective

negotiators usually are able to obtain the best deal for clients while

maintaining positive relations with the radio and television stations.  Media

buyers should be assertive, which involves looking out for the rights of their

clients, rather than aggressive, which involves ignoring the rights of others.

Aggressive buyers might obtain a good deal for clients but alienate the

stations in the process.  Media buyers are not responsible for writing the ads.

Although being able to communicate electronically is useful in today's work

environment, it is not a requirement in order to buy media time.
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Which of the following offers stable employment opportunities because they are

usually well established and do not need to pay stockholders or investors:

A. Partnerships

B. Nonprofit institutions

C. Corporations

D. Sole proprietorships

/B

Nonprofit institutions.  Nonprofit institutions are businesses and

organizations whose intent is to make enough money to support their mission.

They are in business to help others rather than to reward stockholders,

investors, or owners.  They usually provide stable employment opportunities

because they are well established and do not have to make a profit to continue

to exist.  Partnerships, corporations, and sole proprietorships are in business

to earn a profit and pay stockholders, investors, and owners.  Employment

opportunities in these organizations are less stable because the companies are

affected by economic conditions.
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Which advertising agency employee has responsibility for the overall design and

visual appearance of an ad?

A. Copywriter

B. Account executive

C. Producer

D. Art director

/D

Art director.  The art director is responsible for the overall design and

visual appearance of an ad.  The art director works with copywriters, artists,

and account executives to develop the ad, but the director is the one who has

the responsibility for selecting the various elements of the ad.  For example,

the art director would decide whether to use original art or photographs.

Because of the creative nature of the position, art directors usually have

degrees in fine art or design.  Copywriters write the copy for ads.  Account

executives work directly with clients and communicate their wishes to the art

director.  The producer is responsible for the production of commercials.
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Which of the following is a self-regulatory service provided by some

professional advertising organizations:

A. Editing ads to meet industry standards

B. Establishing procedures for developing ads

C. Reviewing ads to identify possible violations

D. Developing systems to obtain quality illustrations

/C

Reviewing ads to identify possible violations.  Some professional advertising

organizations offer the service of reviewing ads for possible violations such

as being deceptive or inaccurate.  The value of this type of self-regulatory

service is that it gives the advertising agency the opportunity to revise the

ad before it is released to the public.  By providing self-regulatory services,

professional advertising organizations help agencies to prepare truthful and

ethical ads that avoid violating governmental regulations and prevent lawsuits.

Professional advertising organizations do not edit ads to meet industry

standards, establish procedures for developing ads, or develop systems to

obtain quality illustrations.
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If an agency is compensated on the basis of the advertising campaign achieving

specific goals, then the price of the campaign is based on

A. commission.

B. arranged fees.

C. performance.

D. set markups.

/C

Performance.  In the advertising industry, price is the overall cost of the

advertising campaign or service and includes agency compensation.  There are

many ways to determine agency compensation, one of which is to base it on the

performance of the campaign.  If the campaign achieves specific preestablished

goals, the agency is paid a certain fee, such as 15% of the overall cost of the

campaign.  If the campaign exceeds its goals, the agency might be paid a higher

fee or a bonus.  If the campaign does not achieve its goals, the fee might be

lower than 15%.  As a result, the final price of the campaign depends on the

level of performance.  Commission is a percentage of the total cost of the ad

campaign and is usually established in advance.  Arranged fees and set markups

are other methods of setting price in the advertising industry, but they are

not based on the campaign achieving specific goals.
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A law is established to ensure that businesses include pricing terms in their

advertisements.  The law is designed to discourage businesses from practicing

__________ pricing strategies.

A. deceptive

B. inequitable

C. elastic

D. compliant

/A

Deceptive.  Deceptive advertising practices employ techniques that lead a

customer to believe that the product holds greater value than it actually does.

For example, a retailer publishes a very low price in a newspaper

advertisement for a specific product.  A customer enters the store with the

intention of purchasing the product at that price.  However, the customer finds

out that certain criteria must be met to receive the published price.  The

business used a published price under false pretenses to get customers into the

store.  Inequitable, elastic, and compliant are not terms that are widely used

to describe misleading advertising and pricing practices.
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Which of the following is a factor that would affect the price that an

advertising agency charges for developing a television commercial:

A. Consumers' incomes

B. Value of the product

C. Production expenses

D. Type of economic system

/C

Production expenses.  There are many factors that affect the price of

advertising services, depending on the type of service that the agency is

providing a client.  If the agency is developing a television commercial, a

major cost is the expense of producing the commercial, which involves the use

of production studios and film crews.  Some television commercials are

extremely expensive to produce because of special effects.  The agency factors

in all these expenses when deciding on a price to charge a client.  Consumers'

incomes, the value of the product, and the type of economic system are not

factors that affect the price that an advertising agency charges for developing

a television commercial.
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A business that wants to get a new promotional product in the marketplace

quickly should use the market-__________ pricing strategy.

A. skimming

B. penetration

C. invasion

D. clustering

/B

Penetration.  Companies that use market-penetration pricing methods set product

prices very low in an attempt to attract many customers and gain a large market

share.  Market-skimming pricing occurs when a product's initial price is set

very high.  Invasion and clustering are not terms that are widely used to

describe pricing strategies for new products.
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A specialty advertising business that is using the zone pricing strategy might

establish standards that require

A. each customer's shipping costs to be calculated using a base-point system.

B. all customers within a specific region to pay the same amount for shipping.

C. all customers to pay a flat rate shipping charge for orders under a set

     dollar amount.

D. each customer to pay shipping charges based on a percentage of the dollar

     value of the order.

/B

All customers within a specific region to pay the same amount for shipping.

Customer location often influences how specialty advertising businesses price

their products.  When considering pricing in terms of geographical location,

businesses must evaluate shipping costs.  Generally, the more distant the

customer, the more the shipping costs.  When a business institutes a zone

pricing strategy, shipping costs are determined by regions or zone.  For

example, a business establishes three zones in relation to its head office or

plant.  Customers located in the zone closest to the business often pay lower

shipping costs than customers located in distant areas.  Businesses that use

the base-point pricing system select a specific city to determine shipping

costs. Customers that are located close to the base-point generally pay lower

shipping costs than customers in more remote areas.  Shipping costs based on

the dollar value of orders are not determined by geographical location.
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An advertising agency charges a 16.5% commission for placing ads in national

magazines.  What price will the agency charge a client for placing one $75,000

ad and two $30,000 ads?

A. $149,535

B. $157,275

C. $163,725

D. $175,165

/B

$157,275.  Advertising agencies often set prices of advertising services based

on a commission system.  An example is charging a commission for placing ads in

magazines.  The commission rate is based on the cost of placing the ad.

Magazines usually bill the agency, and the agency adds on its commission and

sends a bill to the client.  When the client pays, the agency pays the magazine

and keeps the commission as its compensation.  In this example, the commission

rate is 16.5%.  To calculate the price the agency will bill a client, first add

the costs of placing the three ads ($75,000 + $30,000 + $30,000 = $135,000).

Then, multiply that amount by the commission rate ($135,000 x 16.5% or 16.5 =

$22,275).  Add the commission to the cost of placing the ads ($135,000 +

$22,275 = $157,275).
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To offset cost increases, advertising specialty businesses often maximize a

product's profitability without increasing the selling price by

A. eliminating discount programs.

B. lowering the sales taxation rate.

C. increasing employee productivity.

D. offering substantial rebate programs.

/A

Eliminating discount programs.  Advertising specialty businesses use many

strategies to maximize profits without raising prices.  One strategy is to

eliminate discount programs such as early payment arrangements or rebate

initiatives.  Governments regulate sales taxation rates.  Increased employee

productivity does not always maximize profitability without price increases.  A

rebate is a return of part of the price a customer pays for a good or service.

By returning part of the purchase price to the customer, the profit margin is

decreased.
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Because of increased competition, businesses often spend more money on

advertising during the __________ stage of the product life cycle.

A. growth

B. introductory

C. decline

D. maturity

/D

Maturity.  During the maturity stage of the product life cycle, businesses

often spend more money on advertising because of the increased competition.  It

is during this stage that sales peak and competition is at its highest level.

To maintain market share, businesses often increase advertising.  During the

growth stage, sales rise rapidly and competitors begin to offer similar

products.  During the introductory stage, the product is new and there is

virtually no competition.  In the decline stage, sales and profits fall rapidly

and businesses often reduce advertising.
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Which of the following is an example of an intangible product that an

advertising agency might provide a client:

A. Creative idea for an ad

B. Point-of-purchase display

C. Banners for a retail store

D. Promotional sales literature

/A

Creative idea for an ad.  Advertising agencies often provide both tangible and

intangible products.  Intangible products are those that are not capable of

being detected through the senses such as a creative idea for an ad.  The idea

might be the theme that the agency is recommending for an overall advertising

campaign such as the "Just Do It" promotion for Nike.  Once an agency develops

the idea, which is intangible, it usually develops tangible products to support

the idea.  These tangible products might be point-of-purchase displays, banners

for retail stores, or promotional sales literature.
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What type of advertising service involves creating messages and slogans for

print ads or scripts for radio and television commercials?

A. Copywriting

B. Brainstorming

C. Promoting

D. Designing

/A

Copywriting.  Copywriting is a service offered by most advertising agencies.

Many agencies employ copywriters who are responsible for creating messages and

slogans for print ads or writing scripts for radio and television commercials.

Agency copywriters also develop copy for sales brochures and other types of

promotional literature.  If agencies do not have copywriters on staff, they

usually have arrangements with freelancers in order to provide copywriting

services to clients.  Brainstorming is a creative-thinking technique involving

the identification of as many different ideas as possible during a certain time

frame.  Promoting is the act of communicating information about goods,

services, images, or ideas to customers or clients.  Designing is developing

the way a print ad or commercial will look.
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Obtaining information about customers and potential customers who access a

graphic design firm's web site is one way that businesses use __________

technology.

A. e-mail

B. database

C. computer

D. satellite

/C

Computer.  Computer technology makes it possible for graphic design firms that

have web sites to obtain valuable information about customers and potential

customers.  Today, many firms have web sites that visitors access on a regular

basis.  When visitors access a site, computer technology enables firms to track

and record the visit.  Technology also allows firms to ask visitors to register

before accessing a site.  This process often involves answering a variety of

questions such as name, address, e-mail address, etc.  The graphic design firms

compile this information into customer databases that they can use to send

additional information to those visitors who fit the criteria of their target

markets.  Firms do not use e-mail, database, or satellite technology to obtain

information about customers who access their web sites.
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A photography studio that says it tries harder because its product is not

number one, is using product positioning to

A. motivate.

B. organize.

C. upgrade.

D. compete.

/D

Compete.  Photography studios often position their products to compete

successfully with other, similar products.  Saying that they try harder because

their products are not number one is a way of positioning products to compete.

The goal is to make the product stand out and draw attention to the fact that,

although the product is the same as competitors' products, the studio will try

harder to satisfy customers.  A business saying it tries harder is not using

product positioning to motivate, organize, or upgrade.
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Obtaining regular feedback from clients is an effective way for advertising

agencies to monitor their clients'

A. method of payment.

B. contact with freelancers.

C. opinion of competitors.

D. satisfaction with services.

/D

Satisfaction with services.  By obtaining regular feedback, advertising

agencies are able to monitor their clients' satisfaction with the services

provided.  Feedback may be in the form of periodic meetings or questionnaires

intended to obtain a variety of information.  Another effective way of

obtaining feedback is for the account representatives to develop relationships

with clients so clients are comfortable talking about problems or concerns.  If

feedback indicates that clients are not satisfied, agencies can take steps to

make changes.  Advertising agencies do not obtain feedback to monitor their

clients' method of payment, contact with freelancers, or opinion of competitors.
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A growing advertising agency is moving into a new building that contains 8,500

square feet of space.  If the lobby will occupy 8% of the space and the four

departments will divide the remaining space equally, how much space will each

department be allocated?

A. 1,850 square feet

B. 1,955 square feet

C. 2,000 square feet

D. 2,125 square feet

/B

1,955 square feet.  When moving into a new building, an advertising agency

decides the amount of space to allocate to each department as well as the

lobby.  It is important for agencies to allocate a sufficient amount of space

to the various departments in order for the employees to work effectively.  In

this situation, the agency is allocating 8% of the total space to the lobby

which equals 680 square feet (8,500 x 8% or .08 = 680).  Subtract the lobby

space from the total space to determine the amount remaining for the four

departments (8,500 - 680 = 7,820).  Then, divide that space by four to

determine the amount of space each department will be allocated (7,820 ÷ 4 =

1,955).
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Which of the following might create an atmosphere in an advertising agency that

has a negative effect on clients:

A. Private meeting room

B. Wide, bright entranceway

C. Small, cluttered lobby

D. Large conference center

/C

Small, cluttered lobby.  Advertising agencies sometimes create unappealing

atmospheres that have a negative effect on clients.  This usually happens

unintentionally because the agency is focusing on providing quality services

rather than appealing physical facilities.  However, the atmosphere in the

office itself has an impact on how clients view the agency.  A small, cluttered

lobby might make clients think that the agency is disorganized and not capable

of handling more projects.  Also, clients may think that the unappealing

atmosphere reflects the type of product the agency provides.  Agencies should

try to create an atmosphere in the lobby that promotes a positive image of the

agency and encourages clients to have a favorable opinion of the agency.

Private meeting rooms; a large conference center; and a wide, bright

entranceway are features that usually create an appealing atmosphere and have a

positive effect on clients.
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When evaluating the effectiveness of a print advertisement or commercial,

agencies often compare the results with

A. industry standards.

B. pretest information.

C. circulation data.

D. production requirements.

/B

Pretest information.  Advertising agencies usually evaluate the effectiveness

of print advertisements and commercials to determine if they achieved their

goal.  In many cases, the goal is to increase awareness by a certain

percentage.  To find out if that goal was met, agencies often compare the

results with pretest information that indicates the level of awareness before

the campaign.  For example, pretest information might indicate that 50% of the

target audience currently recognizes the product.  After the campaign, research

indicates that 65% of the target audience is aware of the product.  If the goal

was to increase awareness by 15%, the campaign was effective.  However, if the

goal was to increase awareness by 20%, the campaign was not as effective as

anticipated.  When evaluating the effectiveness of a print advertisement or

commercial, agencies do not compare the results with industry standards,

circulation data, or production requirements.
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Which of the following is a factor that advertising agencies consider when

developing a campaign to promote a client's product worldwide:

A. Brand reputation

B. Compensation structure

C. Printing process

D. Production timetable

/A

Brand reputation.  The brand is all the combined impressions and experiences

associated with a particular company, good, or service.  The reputation of the

brand is a main consideration when developing an international advertising

campaign because the brand may not be well known or well thought of in other

countries.  Companies whose products are well established throughout the world,

such as Coke and McDonald's, can promote their brand while making other changes

to appeal to a foreign market.  However, if a brand is unknown, it may be more

effective to develop a new brand name that has significance to that market.

The compensation structure may be standard or negotiated with each client;

however, it is not a factor in developing a worldwide campaign.  The printing

process and the production timetable are routine considerations for all types

of promotions; they are not unique for international campaigns.
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A primary reason that governments in a free-enterprise economic system regulate

and restrict the content of promotional activities is to

A. develop additional tax bases.

B. facilitate cooperative advertising programs.

C. protect consumers from deceptive advertising.

D. increase competition among consumer advocate groups.

/C

Protect consumers from deceptive advertising.  The regulation of promotional

activities is generally designed to address advertising content and competition

issues.  Content regulation helps to keep advertisers from misrepresenting

their products to the public.  Although it's possible to establish regulation

to increase tax revenues, it is not generally the primary purpose for

regulating advertising content.  Promotional activities are also regulated to

address competition among businesses rather than consumer advocate groups.

Consumer advocate groups are organizations that influence government and

societal issues on behalf of the consumer.  Cooperative advertising refers to

the sharing of advertising expenses between two companies.
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One reason an advertising agency might use a specific color to promote a

product is to make that product

A. look balanced.

B. seem harmonious.

C. be symmetrical.

D. appear different.

/D

Appear different.  One of the goals of an advertisement is to make the product

stand out, be memorable, and appear different than other similar products.  A

way to achieve this goal is with the use of color.  In some cases, it is

effective to use a specific color that sets the product apart.  Consumers

remember the color and the product.  An example is "the little purple pill."

The color purple is used in print ads and television commercials and makes the

pill appear different.  Color is not used to make a product look balanced, seem

harmonious, or be symmetrical.  Balance, which includes symmetry, and harmony

are basic principles of design for print advertisements.  Color is another

element of design that is used in conjunction with balance and harmony.

$$64

When developing a subhead for an advertisement, a copywriter should keep in

mind that subheads are most effective in creating

A. action.

B. attention.

C. interest.

D. credibility.

/C

Interest.  The subhead is most effective at creating interest in the reader.

Attention is achieved with the use of an effective headline.  Credibility and

inducing action are best achieved through effective text or body copy.  Body

copy covers the features, benefits, and utility of a product.
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What type of illustration is usually the most effective to use in an ad,

although it is often the most expensive?

A. Photograph

B. Computer generated

C. Clip art

D. Original drawing

/A

Photograph.  Photographs are usually the most effective type of illustration

because they are realistic, believable, and have an impact on viewers.

However, using photographs in ads can be expensive, especially if it involves

hiring a professional photographer and going to a location to obtain a specific

photograph.  In some cases, it can take many hours, or even days, to obtain the

desired photograph.  Advertisers need to weigh the cost against the benefits

when deciding to use photographs in ads.  Computer-generated illustrations,

clip art, and original drawings are much less expensive and easier to obtain.

However, in most cases they are not as effective as a photograph taken

specifically for an ad.
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Over the course of 20 years, Citrus Splash, a soft-drink manufacturer, has used

the following slogans:  Always you, always cool; The cool-maker; Cool Cats

drink Citrus Splash; and R U Cool?  Citrus Splash is using the copy strategy of

A. rational analysis.

B. message repetition.

C. source credibility.

D. balance of argument.

/B

Message repetition.  Message repetition and frequency make advertisements easy

to recall for customers.  Through the use of campaigns that focus on the same

benefit, brands can make a lasting impression with customers.  Rational

analysis uses a factual analysis in the copy.  Source credibility uses an

endorsement in its body copy.  The balance-of-argument copy strategy points out

both good and bad features.
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When selecting type for ad copy, which of the following is usually easier for

consumers to read quickly:

A. Capitals

B. Lowercase

C. Reverse

D. Extrabold

/B

Lowercase.  Research indicates that lowercase type is easier for consumers to

read quickly than uppercase type.  As a result, most advertising copy is

usually set in lowercase.  This means that the copy looks the same as other

written pieces such as newspaper articles.  The first letter in a sentence is

capitalized, but the remaining letters and words are in lowercase.  Capitals

are more difficult to read but are often used in headlines or in short phrases

for emphasis.  Reverse is white copy on a dark background.  Reverses are used

with care because they are often extremely difficult to read unless the type is

very large.  Extrabold is used sparingly for emphasis; therefore, ad copy would

not be set in extrabold type.
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A designer who decides that to create formal balance, the illustration will be

in the top center of the advertisement followed by the headline, is developing

the ad

A. theme.

B. concept.

C. layout.

D. approach.

/C

Layout.  The layout is the way in which the elements of an advertisement are

arranged.  The various elements of an ad include the headline, illustration,

copy, logo, etc.  The way a designer arranges the elements creates balance

which is either formal or informal.  The theme is the main focus of the ad

which might be recreational, seasonal, etc.  The concept is the main idea that

the ad is promoting.  The approach usually refers to the way the copy is

written such as emotional or factual.
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The AIDA model, which is often used to provide structure to an advertisement,

stands for

A. attention, interest, desire, and action.

B. adventure, introduction, derivation, and abstraction.

C. ascertain, influence, distraction, and acknowledgment.

D. attraction, investment, dependability, and attentiveness.

/A

Attention, interest, desire, and action.  The AIDA model is frequently

advocated as a structure for advertisers to use that will most powerfully and

effectively reach their audience.  In advertisements, specifically, designers

should first catch the reader/viewer's attention and then create an interest to

continue viewing the ad.  From there, they must create a desire for the product

and then suggest an action that can fulfill that desire.  The alternatives do

not explain the AIDA model.
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To see a proof for each color and each color combination in a print

advertisement, an advertising agency might ask for

A. overlays.

B. composite proofs.

C. bluelines.

D. progressive proofs.

/D

Progressive proofs.  Progressive proofs include a proof for each color (red,

yellow, blue, and black), as well as a proof for each color combination (red

and yellow, red and blue, and blue and yellow).  These proofs are accurate

representations of the colors.  Once the agency approves the progressive

proofs, they are given to the printer to use as guidelines in achieving those

colors during the printing process.  Overlays and composite proofs indicate the

colors, but they are not proofs of each color and each color combination.

Bluelines show only single color.
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Sponsoring a contest that requires participants to access a company's web site,

fill out an entry, and read information about the company is one way of

A. organizing special events.

B. providing direct premiums.

C. delivering promotional materials.

D. giving away advertising specialties.

/C

Delivering promotional materials.  Selecting a way of delivering promotional

materials to potential customers is an important part of the advertising

process.  Simply having materials and information available is not effective

unless those materials reach the right people.  Sponsoring a contest that

requires participants to access a company's web site, fill out an entry, and

read information about the company is one way of delivering promotional

materials.  While entering the contest, participants view the web pages and

read the company's promotional information.  It is also an opportunity for the

company to obtain data about the participants, such as their e-mail addresses,

so the company can continue to send them promotional information.  Online

contests have proven to be effective in attracting attention and delivering

promotional information to millions of people.  An online contest is not a

special event.  A premium is an item a business offers free to the purchaser of

a particular product.  Advertising specialties are generally useful items that

feature a business's logo and are given away free.
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A business planning a direct advertising campaign that targets professionals in

a particular industry might consider purchasing a mailing list from a

A. trade industry.

B. principal data source.

C. professional association.

D. resource investment agency.

/C

Professional association.  A professional association can be defined as a group

of persons in the same industry who form a society with common interests and

goals.  Some trade associations sell their mailing lists to other businesses.

For example, an ink manufacturer might purchase a mailing list from a trade

association that consists of members in the printing industry.  Trade industry

is a general term used to describe businesses that buy and sell goods to others

(e.g., retailers and wholesalers).  Principal data source and resource

investment agency are not terms commonly used to describe mailing list or

database sources.
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One advantage of writing direct-mail letters that include coupons or reply

cards is that the result of the advertising effort is

A. inexpensive.

B. traditional.

C. measurable.

D. competitive.

/C

Measurable.  Many types of direct-mail advertising efforts include coupons,

reply cards, or other ways for consumers to respond.  The advantage of this is

that the results of the effort are measurable and advertisers find out exactly

how effective the effort was.  For example, if a direct-mail letter that

includes a coupon is sent to 100,000 consumers and 70,000 consumers redeem the

coupon, the advertiser knows that 70% responded.  This level of response

indicates that the effort was effective in reaching the target audience.

Direct-mail campaigns are often expensive because of the costs of printing and

mailing.  Direct-mail advertising is now considered a traditional method that

is competitive.  However, including coupons or reply cards does not make the

direct-mail advertising traditional or competitive.
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One of the differences between a flighted media schedule and a continuous media

schedule is that a flighted schedule

A. costs more initially.

B. applies only to broadcast media.

C. is less effective because it randomly places advertisements in the media.

D. varies when advertising is heaviest according to when the greatest impact is

     needed.

/D

Varies when advertising is heaviest according to when the greatest impact is

needed.  A flighted strategy is a media timing strategy that concentrates

advertising during peak sales periods followed by periods of no advertising.  A

flighted media schedule uses increased advertising during certain months or

weeks to increase the frequency and reach during those times.  This may

correspond with sales, holidays, or other important dates or events.  A

continuous media schedule is often used for mature products, to remind

customers of the product.  Its primary characteristic is that it is a slow,

steady advertising plan that is consistent in terms of how often it is

released.  A flighted strategy does not necessarily cost more initially than a

continuous schedule.
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How much should a business budget for advertising next year if it usually

spends 15% of sales on advertising, this year's sales are $785,500, and next

year's sales are expected to increase by 6%?

A. $117,825.00

B. $124,894.50

C. $151,786.75

D. $164,955.25

/B

$124,894.50.  Many businesses base their advertising budgets on a percentage of

sales.  This is a fairly simple method to use and relates directly to a

business's level of sales.  To determine next year's advertising budget in this

example, first calculate the amount of sales for next year based on the

expected increase ($785,500 x 6% or .06 = $47,130; $785,500 + $47,130 =

$832,630).  Then, multiply that amount by the percentage that the business

usually allocates for advertising ($832,630 x 15% or .15 = $124,894.50).
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What is a major consideration for advertising agencies when deciding whether to

place ads on television and radio?

A. Ratings

B. Circulation

C. Zoning

D. Traffic

/A

Ratings.  Ratings indicate the size of the viewing or listening audience.  This

is an important consideration when deciding whether to place ads on television

and radio.  Advertising agencies want to place ads on network stations, cable

stations, or radio stations that have high ratings and also appeal to their

target market.  The intention is to have as many people as possible see or hear

the ad.  Circulation and zoning are considerations when placing ads in

magazines and newspapers.  Traffic is a consideration when placing outdoor

advertising such as on billboards.
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An advertising agency that communicates positive information about a client's

business to improve that business's image is involved in

A. publicity.

B. entertainment.

C. promotion.

D. distribution.

/C

Promotion.  Promotion is communicating information about goods, services,

images, and/or ideas to achieve a desired outcome.  In this situation, the

advertising is communicating positive information about a client's business to

improve that business's image.  This is a form of institutional promotion that

involves creating a good image or improving an existing image of a business

rather than promoting a product.  Publicity is any nonpersonal presentation of

ideas, goods, or services that is not paid for by the company that benefits

from or is harmed by it.  As part of a promotional campaign, an agency might

try to obtain good publicity for a client.  Communicating positive information

about a client's business is not entertainment.  Although the agency is

distributing information, the function is promotion rather than distribution.
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The final step in the advertising-evaluation process is to measure

A. the difference between pretesting and posttesting.

B. a sampling of the target audience using recall testing.

C. the use of a built-in evaluator, such as a coupon or rebate offer.

D. the extent to which the original objectives of the advertising plan were met.

/D

The extent to which the original objectives of the advertising plan were met.

It is important to evaluate all parts of the advertising plan in relation to

the original objectives.  Recall testing is one method of evaluation in which

customers are asked to recall parts of an advertisement.  Pretesting occurs

before an advertisement is run, while posttesting occurs after it is run.  Both

methods are used to find strengths and weaknesses of advertisements in various

media.  The use of a built-in evaluator is another method to determine user

rate.
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What do businesses usually do to encourage the media to attend and cover

dedication ceremonies for a new facility?

A. Send news releases

B. Write feature stories

C. Make telephone calls

D. Schedule guest speakers

/A

Send news releases.  Businesses usually want the media to cover special events,

such as dedication ceremonies for a new facility, because that is a way of

obtaining publicity.  To encourage attendance, businesses send news releases to

the media highlighting the importance of the event as well as the time and

place.  It is important to coordinate the news release with the event so the

media will know when it is scheduled to occur.  For example, if a business

sends a news release too far in advance, the information may be misplaced and

the media will not cover the event.  If the media does not cover the event, a

business might write a feature story about the new facility and send it to the

local newspaper in the hope the paper will run the story.  After sending news

releases, businesses may follow up with telephone calls to remind the media of

the event.  If a business schedules well-known guest speakers, it would include

that information in the news release.
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Businesses that develop successful public relations plans should

A. regard product and company credibility as minor considerations in the

     planning process.

B. consider sales and profit the most important factors when developing

     specific strategies.

C. emphasize specific activities that will meet short-term objectives and

     reactive strategies.

D. establish short- and long-term goals based on data obtained from the public

     relations audit.

/D

Establish short- and long-term goals based on data obtained from the public

relations audit.  A public relations audit identifies an organization's

positive, interesting, and newsworthy activities.  Audit information is used to

develop the situation analysis, which summarizes where the company currently

stands in terms of public relations activities and the direction in which the

company is moving.  Sales and profit are primary factors affecting a company's

sales activities and operational budgets.  Product and company credibility are

primary considerations when developing a public relations plan.  Short-term

objectives and reactive strategies are important considerations; however, these

goals are not necessarily the primary activities that should be emphasized when

developing a public relations plan.
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Which of the following often appears in an advertisement to create a distinct

image for a company, its products, and its corporate mission:

A. Slogan 

B. Signature 

C. Logotype

D. Address

/A

Slogan.  Slogans are phrases that are easy to remember.  When used in

advertisements, they help to create a distinct image for a company, its

products, and its mission.  Logotype, or signature, is the name and/or symbol

used by a business.  An address does not create a distinctive image.
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A quick-serve restaurant creates a tent sign that pictures the monthly special.

One sign is placed on each table in the restaurant.  The primary purpose of

the table tent is to

A. promote short-term sales.

B. encourage employee sales efforts.

C. create a particular atmosphere.

D. advertise each menu selection.

/A

Promote short-term sales.  Restaurateurs often offer special prices on entrees

to increase short-term sales.  By placing the tents on each table in the

restaurant, customers can see menu items, which might encourage impulse

purchases.  The signs might also inspire the customer to come back to the

restaurant to try the item at another time.  Although the table signs are often

used to promote new and old products, not all restaurant selections are

featured on table-tent signs.  Signs that are used to create a particular mood

or atmosphere are often used outside the facility, on permanent fixtures, or on

walls as backlit transparencies.  Table tents are generally used to encourage

customer sales, not employee sales efforts.
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When designing a promotional brochure for a company, the main concern is to

design the brochure in a way that

A. will be easy to print.

B. conveys the right message.

C. focuses on a large illustration.

D. suggests a celebrity endorsement.

/B

Conveys the right message.  The purpose of a promotional brochure is to convey

a certain message to the target audience.  Therefore, it is important to design

the brochure in a way that accomplishes this goal.  The design of a brochure

will change depending on the message.  For example, the design of a brochure

explaining a complicated medical procedure will be much different than a

brochure promoting a beach resort.  The medical brochure will probably be more

traditional in design while the resort brochure might be colorful and unique.

The printing method is not the main concern when designing a brochure.  During

the process of designing a brochure to convey the right message, a designer

might decide to focus on a large illustration or include a celebrity

endorsement.  However, these are not the main concerns.
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Which of the following is often the most effective type of materials to include

in a sales packet:

A. Written proposals

B. Appealing visuals

C. Sample contracts

D. Current references

/B

Appealing visuals.  Sales packets include a variety of materials, but the most

effective usually are those that are visually appealing.  Businesses often

include equipment lists, financial statements, and letters from current

customers.  However, they also include drawings of proposed products,

photographs of completed projects, sample blueprints, photos of people using a

product, etc.  These visuals are often far more effective than the written word

in telling a story or convincing customers to buy.  The visuals appeal to the

eye and get the viewer's attention.  A sales packet may include a written

proposal, a sample contract, and a list of references; but these materials are

not as effective as appealing visuals.  Customers need to read the materials,

which takes time, rather than look at an attractive photograph or drawing that

is interesting and easy to understand quickly.
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A business that decides to include several promotional pieces in the monthly

bill it sends to customers is using a __________ strategy.

A. cooperative mailing

B. frequency marketing

C. personal selling

D. direct advertising

/D

Direct advertising.  Direct advertising involves sending promotional materials

to customers' homes or offices.  Many businesses that send monthly bills to

customers use the direct advertising strategy because it is cost effective to

add promotional pieces to an envelope that it already plans to mail to

customers.  Also, customers open monthly bills to pay them so they will at

least see the promotional materials and hopefully read them.  Cooperative

mailing involves several businesses putting their promotional materials in one

envelope as a joint mailing.  Frequency marketing involves giving customers a

reward after a certain number of purchases.  Personal selling is the form of

promotion that determines client needs and wants and responds through planned,

personalized communication that influences purchase decisions and enhances

future business opportunities.
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One of the advantages of designing a catalog to promote the sale of a

business's products is that the catalog

A. contains extensive information.

B. is printed on high-quality paper.

C. is mailed to a mass market.

D. includes special photography.

/A

Contains extensive information.  Businesses design catalogs to sell products.

One advantage of using catalogs is that they contain extensive information

about the products, the company, and how to place an order.  Many catalogs even

provide information comparing the products listed to products offered by

competitors.  The extensive information makes it easy for customers to find

exactly what they want as well as find out why that particular product is

better than a competitor's product.  All of this information helps the business

sell its products.  Printing catalogs on high-quality paper is expensive, which

might be considered a disadvantage.  Businesses usually mail their catalogs to

a target audience rather than the mass market.  Not all catalogs include

special photography, but arranging for special photography is expensive.
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As a sales incentive, a manufacturer provides a paid vacation to the dealer

representative who sells the most product in a year.  This is an example of a

__________ promotion.

A. trade-oriented

B. point-of-purchase

C. consumer-based

D. dual-publicity

/A

Trade-oriented.  Trade-oriented businesses are companies that buy and sell

products to other businesses (e.g., wholesalers).  A manufacturer often sells

its products to dealers or retailers.  Therefore, a trade-oriented promotion

occurs when a business promotes its products to other businesses.

Point-of-purchase is a method of trade-oriented promotion in that materials are

placed in a retail location to attract shoppers' attention.  Consumer-based, or

consumer-oriented, promotions are those that are targeted to the end users.

Dual publicity is not a term used to describe a promotion technique.
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Which of the following is a technique that businesses often use to evaluate the

effectiveness of a promotional effort:

A. Providing samples

B. Sponsoring exhibits

C. Offering coupons

D. Giving incentives

/C

Offering coupons.  Businesses need to evaluate the results of a promotional

effort to determine if the effort was successful.  One evaluation technique

involves offering coupons because businesses can calculate the redemption rate

to find out how many people responded.  For example, perhaps a business

promotes a new product by sending out 100,000 direct-mailers that include a

coupon.  If 75,000 coupons are redeemed, the response rate is 75%.  A business

probably would consider the promotion a success if it generated that high of a

response.  Providing samples is a promotional technique, but it is not a method

of evaluating the effectiveness of a promotion.  Sponsoring exhibits and giving

incentives are types of trade promotion.  These techniques do not evaluate

effectiveness of a promotional effort.
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When preparing a promotional budget, marketers often allocate funding based on

established promotional goals and steps needed to achieve the goals.  What is

this method of budgeting?

A. Sales percentage

B. Comparative parity

C. Objective task

D. Funds available

/C

Objective task.  Marketers use many methods or combination of methods to

establish their promotional budgets.  The objective-task method allocates

spending based on specific goals and the tasks necessary to meet the goals.

Sales-percentage (percentage-of-sales) methodology bases budget allocation on a

percentage of the previous year's sales.  Comparative parity is used to develop

promotional budgets when marketers allocate funding based on the competition's

activity.  The funds-available approach bases the budget allocation on whatever

funds are available or left over after other expenses are considered.
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A manufacturer shares the cost of advertising a product with a local business.

This arrangement is called __________ advertising.

A. directory

B. institutional

C. special

D. cooperative

/D

Cooperative.  Directory advertising refers to media that contain general or

specialized listings for consumer reference.  Institutional advertising

promotes a business' image, not a product.  Special advertising is public and

legal notices typically found in newspapers.
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Which of the following is an area that might be covered by a selling-activity

policy:

A. Offering a discount

B. Arranging for credit

C. Entertaining the customer

D. Scheduling product installation

/C

Entertaining the customer.  Selling-activity policies focus on providing

salespeople with guidelines for activities that involve interaction with

customers or potential customers.  An area that is often covered by these

policies is entertaining the customer.  Policies might explain the use of

expense accounts or place limits on the cost of business lunches or dinners.

Offering a discount and arranging for credit are areas covered by terms-of-sale

policies.  Scheduling product installation is explained in service policies.
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An account executive leaving one advertising agency and taking valuable

information about clients to another agency may be guilty of

A. misusing assets.

B. breaking a contract.

C. offering bribes.

D. unethical behavior.

/D

Unethical behavior.  Ethics are the basic principles that govern a person's

behavior.  People who follow those principles and standards are behaving

ethically, while people who disregard those principles and standards are

behaving unethically.  An example of behavior that might be considered

unethical is leaving an advertising agency and taking valuable information

about clients to another agency.  Account representatives taking specific

information about a customer's buying habits, quantities purchased, and prices

paid are behaving unethically because that information belongs to the agency.

Agency assets include samples, vehicles, equipment, expense accounts, etc.  If

an account representative has a noncompete contract with one agency, s/he may

be breaking a contract by going to another agency.  Taking valuable client

information is not an example of offering bribes.
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What do printing equipment salespeople often do with the product information

they obtain to help them in the selling process?

A. Develop a feature-benefit chart

B. Prepare a report for management

C. Conduct a question-answer session

D. Organize a staff training program

/A

Develop a feature-benefit chart.  Once printing equipment salespeople obtain

facts and information about products, they should prepare a feature-benefit

chart.  This is a list that may be arranged alphabetically to show product

features and corresponding benefits.  Preparing this chart will help

salespeople remember the features and benefits and should aid them in

developing meaningful selling sentences.  After obtaining product information,

salespeople do not prepare reports for management or organize staff training

programs.  Salespeople often use feature-benefit charts to answer customers'

questions during the selling process.
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The first step in the process of preparing for a sales presentation usually

involves determining the __________ of the sales call.

A. location

B. objective

C. time

D. length

/B

Objective.  The objective of the sales call is the main goal that the

salesperson for the television station hopes to achieve as a result of making

the call.  When preparing for a sales presentation, a salesperson should first

determine the objective in order to develop a presentation that will achieve

the objective.  Making a sale is not the only objective of a sales call.  A

salesperson might prepare a sales presentation to provide information,

introduce a new program, or conduct a demonstration.  The ultimate goal

probably is to sell TV time, but it is often necessary for a salesperson to

make several presentations for other purposes before a customer is ready to

buy.  Therefore, before preparing the presentation, salespeople need to decide

exactly what they hope to accomplish with the presentation.  The first step in

the process of preparing for a sales presentation does not involve determining

the location, time, or length of the sales call.
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What is an ethical factor that may have an effect on buying behavior in media

production companies?

A. Level of management

B. Amount of credibility

C. Range of authority

D. Conflict of interest

/D

Conflict of interest.  In some situations, buyers for media production

companies may encounter conflicts of interest that might have an effect on

their buying behavior.  Some of these conflicts may be ethical in nature

because they involve vendors offering gifts or monetary rewards to buyers in

exchange for purchasing products.  Buyers may be in conflict over whether to

accept money or favors that they want and need, or to put the best interest of

the company first.  Many businesses establish policies about what employees

involved in purchasing may accept from vendors in order to prevent conflicts of

interest that may be harmful to the business.  Level of management, amount of

credibility, and range of authority are not ethical factors that may have an

effect on buying behavior in organizations.
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What type of probes would be the most useful in determining a client's needs?

A. Opinion gathering

B. Information gathering

C. Confirming

D. Closed end

/B

Information gathering.  An information-gathering probe is a technique for

probing in which the advertising agency's objective is to find out information

about clients that will be helpful in satisfying needs.  These types of probes

often begin with "who," "what," "when," "where," "why," and "how."  Examples

are "Who will be using this product?" and "How will this product be used?"  The

way that clients answer the probes will provide information that will help the

agency identify the client's real need.  Opinion-gathering probes are used to

involve clients in the sales presentation rather than determine their needs.

Confirming probes are used to check for understanding rather than determine

needs.  Closed end is a question that is structured so that it requires a

short, precise response.
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What type of urban advertising might an agency recommend to a client to remind

potential customers about the business and its products?

A. Magazine

B. Network

C. Print

D. Transit

/D

Transit.  Transit is a form of out-of-home media found in various modes and

locations of mass transportation.  As a result, transit is usually considered a

type of urban advertising because it is used on buses, taxis, and other

vehicles that are most often found in cities rather than in rural locations.

Also, transit is a type of reminder advertising because it places a business's

name in front of a local audience on a regular basis.  For example, an ad on

the side of a bus is seen by thousands of people on a daily basis as the bus

travels throughout a city.  The ad serves as a constant reminder of the

business and its products.  Magazine, network, and print advertising are not

considered urban advertising even though they are available in cities.  These

types of media often appear throughout the country and are designed for a

specific purpose rather than simply to remind potential customers about the

business.
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Why is it often easier for a salesperson for a graphic design firm to write a

solicited sales letter than an unsolicited sales letter?

A. Customer wants the information.

B. More facts and figures are available.

C. Customer knows the salesperson.

D. Supporting data are not necessary.

/A

Customer wants the information.  A solicited sales letter is a letter written

in response to a request from a customer or potential customer.  This type of

letter is often easy for a salesperson to write because the customer already

has an interest in the business or product and wants more information.  An

unsolicited sales letter is a letter sent to customers or potential customers

who did not request the letter.  These are often difficult to write because

they need to gain customers' attention and attract them to a product they may

not know anything about.  Facts and figures usually are available when writing

both solicited and unsolicited sales letters.  Customers do not necessarily

know the salesperson when they request additional information.  Supporting data

are important to include in both solicited and unsolicited sales letters.
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One of the main reasons advertising agencies analyze sales reports is to

evaluate

A. performance.

B. compensation.

C. inventory.

D. technology.

/A

Performance.  One of the main reasons advertising agencies analyze sales

reports is to evaluate the performance of the sales effort.  This evaluation

includes reviewing the goals, strategies, policies, and procedures of the sales

program as well as the effectiveness of the salespeople and managers.  The

overall purpose is to determine if the sales effort is performing as expected,

if it is productive, and if changes need to be made.  Agencies often use the

information in sales reports to determine compensation rather than to evaluate

compensation.  Agencies do not analyze sales reports to evaluate inventory or

technology.
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