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1. The is the controtlable elements of product, promotion, price, and place
(distribution), which are used to facilitate exchange in 2 marketplace.
A, Promotional mix
B, Marketing mix
C.  Advertising mix
D IMC mix

2 refer to what is to be accomplished by the overall marketing program and is stated
in terms of sales, market shave, and profitability,
A, Communication objectives
B. Marketing objectives
C.  Advertising platforms
D.  Segmentation approaches

3. Volvo's strategy of emphasizing the safety of its cars in their advertising reflects a
positioning strategy based on:
A.  Benefit segmentation
B. Psychographic segmentation
C. Positioning by price / quality
D. Positioning by product class

4. McDonald's sponsorship of the Ronald McDonald House, where families of hospitalized
children can stay free of charge, is an example of:
A, Advocacy advertising
B.  Cause-related marketing
C.  Publicity
D.  Advettorial marketing

5. What form of marketing is based on the premise that a marketer will be much more
successful when he commupicates with consumers who have already agreed to listen to

him? ’
A, Segmented marketing

B. Demographic marketing

C. e-Commerce marketing

D. Permission marketing
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