
Discussing the Concepts

1. Discuss why it is important for an organization to set advertising objectives.
2. A number of factors make management’s task of setting advertising budgets difficult. What are they? 
3. What is advertising clutter and why is it a problem? How can an advertiser break through it?
4. Discuss  three potential  problems facing a  pharmaceutical  manufacturer  who decides  to  advertise  in 

Europe. Are these problems different from those the manufacturer would encounter when advertising in 
Asia? 

5. Compare  the  major  tools  used  in  consumer  sales  promotion  to  those  used  in  trade  promotion  and 
business promotion. 

6. Public relations is sometimes referred to as a  marketing stepchild. What is the basis for this comment, 
and what can be done to correct this problem?

Applying the Concepts

1. Prepare an advertising objective for a PC solutions provider who is entering a new business-to-business 
market in which the buying decision is made by a business buyer. 

2. In a small group, choose three appropriate advertising medias for an advertising campaign to introduce a 
new line of men’s personal care products from Cedric The Entertainer.

3. Suppose you are the marketing coordinator responsible for recommending the sales promotion plan for 
the market launch of new brand of Boba tea sold in supermarkets. What promotional tools would you 
consider for this task? Explain.

Focus on Technology
Coupons can play a major role in promoting trials of new brands and in reviving sales of mature brands. The 
delivery of coupons over the Internet has increased significantly over the years. One survey found that 19 percent 
of all Internet users have redeemed Internet coupons. Many organizations, including Yahoo, provide technology 
for sellers to create, post, and track coupons on the Internet. The advantages of Internet coupons for consumers 
are ease of use, convenience, relevance, and a targeted offer. For merchants, the advantages of using online 
coupon  delivery  over  traditional  mail  or  newspapers  delivery  are  many.  They  are  easy  to  prepare,  quickly 
delivered, and cost effective. They can be used to target high-income and hard to reach markets and individuals 
with customized offers, and redemption is easy to track and measure. However, there are risks associated with 
Internet coupons. First, there is the risk of copying of coupons for multiple use. Second, Internet coupons are 
vulnerable to alteration, increasing the redemption value, or extending the time period. Finally, coupon print quality 
cannot be controlled and printed coupons may not scan properly. This may lead to unhappy customers or line 
slow-downs.

1. Do the advantages of Internet coupons outweigh the risks? Explain.
2. Beyond the risks discussed above, are there any other disadvantages in using Internet coupons?
3. What product or categories are good candidates for Internet coupons? 
4. Can Internet coupons be integrated with other promotional tools? Explain.

Focus on Ethics
Based  on  the  chapter’s  definitions  of  advertising  and  public  relations,  there  are  huge  differences  in  these 
communications  methods.  However,  both  are  susceptible  to  deception.  The  same standards  used to  gauge 
advertising deception are used to measure deception in pubic relations. A case in point is Nike, Inc. vs. Kasky. 
The nature of the issue is captured in the lead paragraph of a Web article filed in mid-2003. “Today the U.S. 
Supreme  Court  dismissed  an  appeal  by  Nike  Inc.  on  technical  grounds.  The  shoe  and  apparel  giant  was 
appealing a California state Supreme Court decision that it can be sued for false advertising over a publicity 
campaign it used to defend itself against accusations that its footwear was made Asian sweatshops.” 
Go to  www.law.duke.edu/publiclaw/supremecourtonline/certgrants/2002/nikvkas.html and read the description of 
the suit. Then respond to the following questions.

1. What are your thoughts on this claim of deception in a publicity program? 
2. Which standard did Nike violate?
3. Does this ruling support or undermine a need for integrated marketing communications?

http://www.law.duke.edu/publiclaw/supremecourtonline/certgrants/2002/nikvkas.html

