
FEEDBACK ON FOURTH EXAM
I am only identifying the questions and providing feedback on them for those topics that are included on the final exam, which are a) promotional targeting and b) how to respond when a competitor reduces price (The later topic was part of the material included on the third section on the exam.).
QUESTIONS ON PROMOTIONAL TARGETING

I want to stress the importance of carefully reading the background information before the relevant situations with the high-lows, low-highs, and low-lows is discussed. It is particularly important that you read and understand the background lecture notes on the two persuasive approaches, which begins on page 10 under C.

Because the below questions tend to pertain to the same abstract attitudinal information that was the foundation for the second exam, I expect you to use your own examples that you integrate into your answers to demonstrate understanding. I did this in class, as well as in the notes but you will need to use your own examples.
Describe the situation in which it makes sense to consider targeting the high-lows with which it is the riskiest to actually include the high-lows in the promotional target. Explain why it is risky to include the high-lows in the promotional target with whom this situation exists. Which one of the two persuasive approaches would be used in this situation? Explain both why this persuasive strategy can be used and why the other persuasive strategy would not be used in this situation.

The riskiest situation is the third one. It includes high lows who are aware of the brand, place high importance on a DB on which the brand has a perceived competitive disadvantage and also places low importance on a DB on which the brand has a perceived competitive advantage. This situation is discussed under c starting at the bottom of page 15 of the promotion notes. Let me just summarize why it is risky to include these high lows. Since more weight is placed on the disadvantage than on the advantage, their current attitude will be negative towards the brand (unlike the second situation, where their attitude is neutral and unlike the first situation where their attitude will be positive once they are aware of the brand). Because the comparative advantage is on a DB that has little importance, it is necessary to make a big change in the perception on the important DB to the point where the brand is perceived more favorably than the competition. This may be very difficult to do even if the competition does not improve their brand to maintain their competitive advantage. However, the competitor probably will try to improve their brand to maintain their advantage. Read to notes carefully for the material needed to answer the part of the question dealing with persuasive approaches, and read the background information on persuasive approaches. Remember, as I have said multiple times, it is necessary to read and understand the relevant background information to effectively answer these questions.
One of the two situations in which it makes sense to seriously consider including some of the low-highs in the promotional target is with gift purchases. Describe the remaining situation in which it makes sense to seriously consider targeting some of the low-highs. Describe each type of attitudinal information that should be collected here and also explain how and why each type of attitudinal information is used in this remaining situation. Finally, describe the persuasive approach that would be used in this situation, explain why it would be used and evaluate the chances of this persuasive approach succeeding.
The relevant situation is the one discussed under a starting on page 18 of the notes. Briefly, it involves conflicting perceptions towards the product category (not the brand). In class, I really emphasized that the chances of increasing use of the product category increase if the positive perception is on a DB related to enjoyment or emotional satisfaction while the negative DB is one related to logic or something that is not good for us. In class, I used the term guilty pleasure to describe the nature of the conflict in which it is easiest to increase the importance of the DB on which the positive perception exists. Note also that it is important than the positive DB initially have about the same moderate weight as the negative DB. As discussed in the background material on trying to influence the importance of a DB, this is difficult to do and is only likely to be successful when the DB in question currently is of moderate importance rather than currently being of low importance.
Make sure to read the notes carefully on the attitudinal information needed. This is directly discussed in the notes and I did not add any new information on this in class so you can and should rely exclusively on the notes for this part of the question.

Fully describe the one of the three situations when it makes sense to consider targeting the high-lows, with which it is appropriate to consider using both persuasive approaches that can be used. Explain how and why each of the two persuasive approaches can be used in this situation. What guidelines were presented in lecture for determining which one of these two persuasive approaches should be used in this situation? Explain the reasoning for these guidelines.
The relevant situation here is the second one, which is discussed in the notes under b starting on page 15 of the promotion notes. I think the answer is directly discussed in the notes so I do not need to repeat what is in the notes. Realize, however, that you need to also read the background material on the two persuasive approaches discussed under C starting on page 10. In addition, be prepared to give your own example to demonstrate understanding of the two persuasive approaches.
Describe the one situation with the high lows with which the high-lows in the situation always should be included in the promotional target. Explain your reasoning. Explain when, why, and how often this situation will realistically exist.

Describe the one situation in which it makes sense to consider including some of the low-lows in the promotional target. Describe the attitudinal information needed to determine whether some of the low-lows should be included in the promotional target in this situation and explain how and why each type of attitudinal information is relevant.

For the first part of the question, the relevant situation is the first one, which is discussed under a starting on page 13. I think the answer is directly discussed in the notes so I see no reason for me to provide more detailed feedback here.
Most of you knew the relevant situation for the second part of the question, although many of you needed to more clearly indicate that it is the product category life cycle that is relevant. Many of you talked about the product life cycle, which could refer to either the brand or the product category. However, many of you missed most or all of the attitudinal information discussed in the notes and this is the most important part of the question. See the notes for details.

QUESTIONS ON HOW TO RESPOND WHEN A COMPETITOR LOWERS PRICE
Here, there are only two questions that I could ask and both are identified below. Since I went over this material at length in class both before the exam and this week, I see no reason to go over this material a third time below. I realize that some of you were not in class either time but there are opportunity costs missing class on a frequent basis. If you do not have good lecture notes on this topic, you can try to rely a little on the text but you will get only limited credit for doing so.

The text identifies four actions that can be taken when it is necessary to respond to a competitor who has initiated a price decrease. Describe an additional fifth response that was presented in lecture. Explain when, how, and why two or more of these actions usually are used in combination rather than using just one of these five actions.
Based on the in-class lecture material, explain when and why a competitor’s price reduction a) will negatively influence our market share if we do not respond and b) will not negatively influence our market share if we do not respond.
