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3. Internet memes have become a popular communication medium shared on various social platforms.

(1) Define the concept and characteristics of Internet memes. (5%)
(2) Use at least two communication theories to explain how Internet memes may shape the mindsets,
behaviors, and actions of social groups in contemporary society. (15%)

4. With the help of messaging apps, chatbots have become popular communication tools for business.
Nonetheless, the outcomes of disclosing personal information to another person as compared to a
virtual agent may be undermined, enhanced, or equivalent. Please use theories-based explanations to
answer the following questions:

(1) What are the beneficial nature of self-disclosure to human partners in the computer-mediated
environment? (10%)

(2) Given that chatbots can simulate human-to-human conversations, what may be the psychological
outcomes when disclosing to a perceived chatbot rather than a person? (10%)

(3) What are the factors that may affect customers’ purchase intentions when disclosing chatbot
identity before the machine-customer conversations? (10%)
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D. Employee quality of life
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( ) 6. Customer-based brand equity (CBBE) is 2

A. the differential effect that brand knowledge has on consumer response to the
marketing of that brand.

B. requires repeatedly exposing consumers to the brand as well as linking the brand in
consumer memory to its product category and to purchase, usage and consumption
situations.

C. about attributes and benefits of the brand, or attitudes toward it.

D. represent the highest level of brand associations, reflect consumers” overall
evaluations of a brand and, consequently, often determine their behavior toward it.

( ) 7. Building a strong brand involves

A. spending much money on marketing.

B. creating strong, favorable, and unique brand associations

C. using a mental map to represent all associations and responses consumers have
regarding the brand.

D. selecting a familiar-sounding name for a brand to lead to high recallability.
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( ) 8. Pricing strategy can affect consumer perceptions of a brand’s position in its product category
and of its overall quality. Many firms now employ value pricing, in which a brand’s price is
based on considerations of

A. brand position in the mind of customers.

B. product quality, product costs, and product prices that satisfy consumer needs as
well as the profit goals of the firm.

C. product scarcity that makes people perceive limited quantities as more
precious and valuable.

D. product quality that meets consumer needs (wants) and gives customer satisfaction.

( ) 9. What are the differences between search engine optimization (SEO) and pay-per-click (PPC)?

A. PPC is organic. It is a form of advertising that drives traffic. SEO
guarantees that the ads appeared at the top of the page, above the listings
influenced by PPC.

B. SEO refers to the search results of a search engine that can be influenced by paid
advertising. PPC results are ranked according to the advertising fee.

C. PPCis aform of advertising that drives traffic. Paid ads appear at
the top of the page, above the organic listings influenced by SEO.

D. Organic search refers to the search results of a search engine that cannot be
influenced by paid advertising. SEO results are ranked according to
the advertising fee.

() 10. Which of the following is an important lesson from the Tylenol crisis?

A. Recall is the most important activity in a crisis.

B. Customer satisfaction can increase brand loyalty.

C. Value-based brand can restore public confidence and brand image.

D. Good crisis communication with media is the most important key in crisis management.

( ) 11. According to the transformational theory, transformational leaders

A. have active and positive exchanges with followers whereby followers were rewarded
or recognized for accomplishing agreed upon objectives.

B. focus on the needs of the follower and helps them to become more autonomous freer
and knowledgeable.

C. possess intelligence, attractiveness, self-confidence, and charisma.

D. raise the motivation and morality of both the follower and the leader. They engage in
interactions with followers based on common values, beliefs and goals.

() 12. is the current value of an amount of money to be received at a future

date based on a specified investment rate.
A. Present value

B. Future cash flows

C. Discounted cash flows

D. Present investment return

Z PSR (2 AE FHRRAT L) (S350 0)
1. 3HAEMBULTH®Y T&3|H 2R EP £ (attractiveness stereotype) | # &S E A & -

The physical appearance of others is one of the first characteristics we register when encountering
someone, whether familiar or not. These assessments occur automatically, often unconsciously (Olson &
Marshuetz, 2005). Such tendencies, and, more importantly, the conceptualization of what is attractive,
appears to be consistent within cultural groups (Cunningham, Roberts, Barbee, Druen, & Wu, 1995) and
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are thought by some to be both universal (Berscheid & Walster, 1974; Hatfield & Sprecher, 1986) and
stable over time (Zebrowitz, Olson, & Hoffman, 1993).

In the seminal work on the effect of appearance on social interactions, Dion, Berscheid, and Walster
(1972) theorize that individuals, when asked to evaluate an attractive other, would more readily assert
that more attractive individuals were happier and more successful in their lives than less attractive
individuals, applying an “attractiveness stereotype” to their judgments. This effect, sometimes referred to
as what is beautiful is good, is also well known as the beauty premium effect. Subsequent research
suggests that such biases lead individuals to perceive attractive individuals as more sociable, socially
skilled, and popular, as well as more competent (Eagly, Ashmore, Makhijani, & Longo, 1991; Feingold,
1992) and intelligent (Lemay, Clark, & Greenberg, 2010; Lorenzo, Biesanz, & Human, 2010; Paunano,
2006; Sheppard, Goffin, Lewis, & Olson, 2011). These effects are even relatively consistent across
gender of target and perceiver (Eagly et al., 1991; Feingold, 1992).

The attractiveness stereotype is a specific instance of a more general psychological principle known
as the halo effect, in which individuals ascribe characteristics to others based on the presence of another
observable characteristic (Thorndike, 1920). Such errors are stunningly prevalent in data derived from
ratings of others (Kozlowski, Kirsch, & Chao, 1986), to such an extent that one scholar described the
problem thusly: “halo error, like death and taxes, seems inevitable” (Feldman, 1986, p. 173). Halo errors
are thought to be a reflection of a rater’s inability to differentiate between characteristics being evaluated,
although in many circumstances, these errors occur automatically, below the level of conscious
information processing (van Leeuwen & Macrae, 2004).

The axiom “what is beautiful is good” applies to many social settings (Dion, Berscheid, and
Walster, 1972:285). In human interactions, attractive individuals are immediately perceived as being
more likeable and friendly (cf. Brewer and Archer, 2007). At the workplace, more attractive individuals
gain a pay premium of up to 10 percent and are prone to advance their careers faster than less attractive
employees (Hamermesh and Biddle, 1994). In politics, good-looking politicians are more likely to be
nominated to executive positions at all levels in comparison to politicians who are perceived as less
attractive (Ibrocheva, 2009). In elections, attractive candidates frequently get a vote premium of several
percentage points solely based on their looks (Tsafati, Elfassi, and Weismiel-Manor, 2010; Hoegg and
Lewis, 2011). Inferred from the psychology and sociology literature, the physical attractiveness
stereotype holds true in marketing. Marketing researchers have already tested the beauty premium with
marketing-related variables such as purchase intentions, patronization behavior, and even tips received.

Although the beauty premium has been extensively examined, it is possible that beauty can be
beastly (Heilman and Saruwatari, 1979), being good-looking can also backfire. Gheorghiu, Callan, and
Skylark (2017) find that students rate unattractive professors as better scientists than attractive
professors. Agthe et al. (2010) found that physical attractiveness can lead to interpersonal derogation.
Individuals may avoid interacting with others who are physically attractive because of self-presentation
concerns (Agthe et al., 2014; Wan and Wyer, 2015). In service interactions, this ‘beastly beauty’ can
cause lower purchase intentions and consequently lower business performance (Wan and Wyer, 2015).
Thus, it is of great importance to study under what conditions the beauty premium does not hold. Recent
studies also indicate a potential ugliness premium: unattractive people are perceived as more intelligent
and earn significantly more than their attractive counterparts (e.g., Gheorghiu, Callan, and Skylark 2017,
Kanazawa and Still 2018), which suggests that the effect of attractiveness is nonlinear. Peng et al. (2020)
find that while attractive faces fare better in sociability than both plain-looking and unattractive people,
they are not considered more competent than unattractive people, who are perceived as more competent
than plain people, resulting in a plainness penalty. These relations are moderated by product relevance
(appearance vs. expertise) and a cross-gender effect for women looking at male sellers.

A
Li, Y., Zhang, C., & Laroche, M. (2019). Is beauty a premium? A study of the physical attractiveness
effect in service encounters. Journal of Retailing and Consumer Services, 50, 215-225.
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