FINAL QUESTIONS FOR ADVERTISING MANAGEMENT
1. List and discuss the major forces that led to development of modern advertising in the world. 
2. List and describe the four eras of marketing history.
3. Discuss the importance of branding, especially in the twenty-first century.
4. Discuss the impact of mass production on advertising.
5. Explain the notion of a brand name and its value to a company.
6. Advertising's role as an institution has been studied by both critics and proponents from three perspectives. List and explain them.
7. List and discuss the four primary categories in the communication phase of the marketing mix, and explain how they relate to one another in the concept of integrated marketing communication.
8. The term convergence can refer to several distinct though related areas in advertising. List and explain them.
9. What value does the advertising spiral have for advertising managers?
10. Discuss what the advertising focus must be in the newer stages in the expanded advertising spiral.
11. Describe what typically occurs in the competitive stage in the life-cycle model.
12. Discuss briefly the role of advertising in the pioneering stage.
13. List the steps in strategic plan for Integrated Marketing Communications.
14. Define the term brand and explain what prompted development of them.
15. Discuss the significance of psychographics in target marketing.
16. Discuss the role of heavy users in target marketing.
17. Explain what a market profile is and what comprises it.
18. Explain what positioning is and how to approach a positioning problem.
19. Define niche marketing and its various types.
20. Define market segmentation and list the various types, highlighting each.
21. Briefly compare and contrast the old marketing concept and the new marketing concept.
22. Compare Generation Xers to Baby Boomers, especially regarding their approach to homes, lifestyle, and families.
23. Discuss generational marketing, being sure to highlight what determines distinct generational groups.
24. Explain the difference between a shotgun approach and a rifle approach to marketing.
25. Discuss the challenges and opportunities for companies planning to market to women
26. Describe the impact the digital revolution has had on advertising. 
27. Procter & Gamble is known as a marketing innovator. Discuss why you agree or disagree with that assessment.
28. Don Schultz, author of Integrated Marketing Communications, has suggestions for successful implementation of IMC. List and discuss them.
29. What is the philosophy known as ROI marketing, and what does that encompass?
30. Discuss the upside and downside of the task method of budgeting for advertising.
31. Discuss the notion of risk and its impact on advertising.
32. Describe what has prompted criticism of the relationship between agencies and their clients.
33. Selecting a new agency is a critical matter that should pay dividends for years. List and describe major points to be covered in this selection.
34. List some of the factors that have created a marketing revolution.
35. Discuss briefly the essential components of persuasion.
36. Explain the difference between a shotgun approach and a rifle approach to marketing
37. Discuss the challenges and opportunities for companies planning to market to women
38. List reasons why advertising agencies have spun off their media departments
39. Discuss generational marketing, being sure to highlight what determines distinct generational groups
40. Compare Generation Xers to Baby Boomers, especially regarding their approach to homes, lifestyle, and families
41. Briefly compare and contrast the old marketing concept and the new marketing concept
42. There is a somewhat simplistic definition for competition; however, realistically the concept is complex. Discuss what actually comprises competition
43. Define market segmentation and list the various types, highlighting each
44. Define niche marketing and its various types
45. Explain what positioning is and how to approach a positioning problem
46. Explain what a market profile is and what comprises it
47. Discuss the role of heavy users in target marketing
48. Discuss the significance of psychographics in target marketing
49. Compare Generation Xers to Generation Y, especially regarding their approach to homes, lifestyle, and families
50. Compare Generation Y to Baby Boomers, especially regarding their approach to homes, lifestyle, and families
51. Discuss the important role media planners have in the advertising process.
52. Briefly explain the role of media buying, and why it is critical in an advertising campaign.
53. Describe the trends affecting media planning.
54. What is a media plan, and what are its key elements?
55. Discuss the function and value of CPM in the new world of media.
56. Discuss the communications requirements that affect the creative aspect of advertising.
57. List and highlight the four primary elements in developing a final media plan.
58. Before going to flighting, what factors should be considered?
59. List and discuss the advantages television offers advertisers in the twenty-first century.
60. Discuss some of the social aspects related to television viewing.
61. List and discuss two major challenges television presents advertisers.
62. List and highlight the three major audience-measurement types for television.
63. What are qualitative ratings, and how are they derived?
64. List and discuss the favorable characteristics radio offers advertisers in the twenty-first century.
65. List some challenges that advertisers should consider before buying radio time.
66. Discuss the role that computers and satellites will play in the future of radio.
67. Does radio provide advertisers with immediacy and flexibility? Support your answer with a specific example.
68. List and highlight the major limitations and challenges facing radio.
69. Discuss what is involved in buying radio time.
70. List and discuss advantages newspapers offer businesses contemplating advertising.
71. List and discuss the changes in the newspaper business that advertisers must consider before making a newspaper buy.
72. Discuss three trends that pose challenges for newspaper publishers.
73. Discuss the impact of the Internet on newspapers.
74. Highlight typical problems found in marketing newspapers today.
75. List and discuss six steps that newspapers should take to compete with other media in the future.

