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Question 1- Long essay question (Total 30 points/ 10 points each) 
 
Discuss in details and give examples of 3 ethical issues related to Advertising and promotion.
 
I. Playing fast and loose with the truth: truth in advertising can at times be seen like an oxymoron. Firm wish to convince clients to buy their items which makes them reluctant to bring out the negative aspects of their products. Based on the Federal Trade Commission all advertisements should be truthful and not misleading though many firms have inappropriately skirted around the reality in the past.
ii. Use of sex appeal: ladies are brought out as sex objects in majority of the advertisement. This contributes in devaluing women’s image and aids in encouraging sexual harassment. The main aim of the firms is to attract the mind of the audience. 
iii. Health claims as well as benefits: firms have a moral, ethical and legal role to have a proof of any health claims that they make for their items in the advertising campaigns. Firms should provide studies that should prove any claims that they make in order to avoid backlash from clients (Lawrence, 2018). 
Question 2 – Short essay questions (30 points- 15 points each) 
 
A. List and explain 3 disadvantages of TV ads. (15 points; 5 points each) 
1.There is no guarantee that the advertisement will be viewed. Though people tend to watch TV a lot, they as well have a number of options whenever there is a break to their show. Majority of the audience aged 50+ demographic say that they turn to other channels whenever commercials come on the TV. 
2. Television advertisement is expensive: the expenses incurred in 30 second spot on TV during prime time viewing ranges between $200 and $1500. In addition, the cost of producing high standard content for the viewers is as well expensive.
3. TV evaluations are as well associated with negative evaluation where TV advertisements are considered to being intrusive and clients tend to be defenseless against the bombardments of advertisements. The audience do not have control on the transmission of messages and that which they are able to see on their screens (Gaille, 2018).
 
B. Discuss 3 reasons that led to the rapid adoption of the Internet as a marketing tool. (15 points; 5 points each) 
1. Internet maximizes visibility. Despite what a firms provides, through the use of internet as a marketing tool a firms gets a platform with a high number of audience. Currently mobile users major on the internet to provide information on a specific interest. 
2. Internet marketing is also among the most cost effective method of advertisement. With little income one can have high access to large market.
3. Accessible to clients: a firm’s website is open 24/7 which is not like the physical stores. This shows that one can still attend to the clients’ needs even when one is asleep. 
 
Question 3 - MCQ (40 points- 5 points each) 
 
I. Which of the below is a tool of mass media: 
 
a. Television 
b. Email 
c. Telemarketing 
d. Coupon 
A. Television
 
II. Everybody Loves Raymond is an example of: 
 
a. First-run syndications 
b. Off-network syndication 
c. Programs sold to stations in return for commercial air time 
d. Re-run syndications 
C. Programs sold to stations in return for commercial air time
 
 
III. Tools by which direct marketers implement the communication process are referred to as: 
 
a. Social marketing 
b. Direct-response media 
c. Personal selling 
d. Public relations 
B. Direct-response media
 
IV. Interactive media include all of the below, EXCEPT: 
 
a. Banner ads 
b. Pop-ups 
c. Pop-under 
d. Search engine optimization 
D.Search engine optimization
 
V. Motivations for Using Social Media include: 
 
a. To share ideas, activities, and events 
b. Community involvement 
c. Entertainment 
d. All the answers are correct 
C. All answers are correct
 
VI. Internal audiences for public relations include all of the following, EXCEPT: 
 
a. Employees 
b. Stockholders  
c. Investors 
d. Media 
D. Media
 
VII. _______________ is sponsoring specific events or causes as part of a marketing strategy. 
 
a. Image advertising 
b. Event sponsorship 
c. Advocacy advertising 
d. Cause related advertising 
B. Event Sponsorship
 
 
VIII. The economic effects of advertising include: 
 
a. Provides consumers with information to make purchase decisions 
b. Encourages consumption and fosters economic growth 
c. Facilitates entry of new products or brands into the market 
d. All of the above 
D. All of the Above
 
 
 
Question 3 – True or False (40 points- 5 points each) 
 
A. Advertising rates depend on the size and popularity of dayparts
True 
 
B. Both TV and Radio are time oriented media. 
True
 
C. The rising costs of direct marketing constitute one of its advantages. 
False
 
D. Mozilla Firefox is an example of a social media platform 
True
 
E. Press conferences, exclusives and interviews are tools used for implementing the PR program. 
[bookmark: _GoBack]True
 	
F. Advertising criticized as being Untruthful or Deceptive 
True
 
G. Differentiation is when products or services of large advertisers are perceived as unique as or better than competitors’. 
True
 
H. 90% of network advertising is sold through Bulk buying 

False
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