Palmer: Introduction to Marketing 2e

ADDITIONAL CHAPTER REVIEW QUESTIONS
CHAPTER 11
1. What is meant by the promotion mix?

2. Evaluate the usefulness of the hierarchy of effect models as an approach to understanding how advertising works. Select two recent advertising campaigns to illustrate your points.

3. To what extent do you think consumers have an active role rather than a passive role in the 'consumption' of promotions?

4. What is the difference between a promotional objective, promotional strategy, and promotional tactics?

5. For an organization of your choice, outline their current promotional strategy. Use the SOST 4Ms framework to support your answer.

6. Show how promotional planning can be integrated into an organization's overall marketing and communications planning framework.

7. To what extent is it possible, or desirable, to identify advertising as a distinct element of the promotion mix?

8. To what extent is it true to say that advertising builds brands, while sales promotion undermines them? Is there any overlap or convergence of the two functions?

9. Advise a company selling stairlifts for elderly and disabled people on the sponsorship opportunities that it may be able to exploit successfully.

10.  Is there a role for mass media advertising in the new age of direct marketing? In what circumstances does advertising have a particular advantage over direct communication? 
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