Percy and Rosenbaum-Elliott: Strategic Advertising Management 6e, Chapter 4


Additional questions to consider

Chapter 4 - What it Takes for Successful Advertising and Promotion

1. Describe how the strategic planning process should inform the communication response sequence, and provide examples from current campaigns to support your answer.

2. Why are goals preferable to objectives in strategic planning for marketing communication, and objectives preferable to no plan at all?

3. In what way does advertising contribute to sales? Is this the same or different than how promotion contributes to sales?

4. What implications for the planning process result from the fact that the planning sequence is the reverse of the response?

5. Visit www.youtube.com and search for an advert for a FMCG (fast moving consumer good) such as Heinz Baked Beans or Pot Noodle. Think about the advert in terms of the four communication response steps as you are watching. How are you responding to the advert? Now compare this with an advert for a more high involving type of product like a car, mobile phone or computer. How are you responding to it? In what ways are your reactions similar or different?
6. Do you think that social media alter the communication response sequence in any way?
7. How effective is a clear call to action in an advertising message without prior exposure and knowledge of a brand?
8. Pick a fashion or health and beauty brand of your choice whose advertising campaign you are familiar with, and explain how the advertisers may have followed the planning sequence steps to end up with their particular message and media planning.
9. Look at a website for the latest version of Apple’s iPhone and read the feedback comments from consumers. How does this feedback influence your decision in purchasing the product? What could advertisers do to influence you in relation to this?

10. How are online influencers changing traditional promotion approaches and what are the implications for brands and advertisers?
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