Percy and Rosenbaum-Elliott: Strategic Advertising Management 6e, Chapter 3


Additional questions to consider

Chapter 3 - Advertising across Cultural Borders 

1. How do the basic sources of different cultural assumptions relate to Hofstede’s cultural dimensions? 

2. Does the advertising appeal of a brand influence purchase decisions? 

3. How can advertisers target subcultures without alienating mainstream culture? 

4. Consumer behaviour is less predictable; however, big data analytics offer a way to predict future consumption. Discuss the pros and cons of big data analysis.

5. Imagine you work as an advertiser in a low or high context communication culture. What are the points that you would be taking into account when designing advertising campaigns in each case?

6. How can Schwarts’s universal cultural values find practical use in advertising? Can you identify any dangers in relying solely on a population’s value system when designing campaigns?

7. Choose an iconic brand such as Guinness or Nike and explain why you think it has such a status, taking into account its mythic elements.

8. What are the benefits of creolized brands? Can you identify product categories where a global branding strategy is preferred over creolization?

9. In advertising a luxury brand, how would your approach differ when addressing audiences of either an individualist or a collectivist tradition, and should your main message differ?

10. Some brands are impossible to advertise on a global scale. Discuss why this is the case and what approach should be used if this is not possible.

11. Culture is not linked to country. Consider how brands can appeal to audiences using a variety of platforms.

12. Visual appeal is considered to be effective in a global context for advertising.  Consider using examples when this approach may not be effective. 
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