Percy and Rosenbaum-Elliott: Strategic Advertising Management 6e, Chapter 2


Additional questions to consider

Chapter 2 – Perspectives on Advertising
1. Which of the alternative views of advertising discussed in this chapter are most compatible with the discussion of how advertising ‘works’? In what way?

2. If some of these alternative views of advertising are incompatible with our general understanding of how advertising works, can they be of any value?

3. The theoretical approaches used most by practitioners are located in sector 1 of the conceptual map of advertising perspectives. Taking into account characteristics of today’s consumers, do you think that these theories are sufficient? Why, or why not?

4. Assuming you work for an advertising agency, how could you benefit from critical perspectives against advertising located in sector 2 of the conceptual map?
5. Social semiotics considers the influence of culture on how we view advertising.  To what extent do you think individuals are co-creators of meaning relating to advertising in contemporary society?  Give examples of campaigns that have led to wider societal debate such as the This Girl Can campaign: https://www.thisgirlcan.co.uk.
6. Why is it important to consider the relationship between advertising and its effect upon society?

7. If the audience is not passive, but actively constructs meanings out of advertising messages, to what extend is the advertiser in control of the effect of a particular advert?  How much influence should the consumer/audience have upon a brand’s message?
8. How does viewing an advert on a mobile device differ to watching on more traditional platforms?  What do advertisers need to consider to engage the viewer technically and creatively?
9. Visit a website with some current adverts such as and look for examples of adverts (https://campaignbrief.com/) that you feel are specifically oriented to today’s world; advertising that would not have been relevant in the world as it was 1, 5, 10, or 20 years ago.
10. Should consumers be paid to watch adverts, and if so, what regulations should be in place? Discuss.
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