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Additional questions to consider

Chapter 5 - The Strategic Planning Process

1. What is the relationship between the marketing plan and the marketing communication plan?

2. What would you consider the most important step in the strategic planning process? Why is that?

3. How are the steps in the strategic planning process interrelated? In what ways does this help ensure more effective marketing communication?

4. There will be much more about brand awareness and brand attitude as communication objectives later on in the book. But given what you now know, why do we say brand awareness and brand attitude must always be a communication objective? Can you think of any situation where that might not be true?

5. What do you think could go wrong if a practictioner were to develop a communication strategy without taking into account the marketing plan first?

6. Identify product categories where direct marketing might work better than advertising.
7. ‘When we address the members of our target audience we are talking to them as individuals, but as individuals in a role.’ What are the implications of this approach for understanding target audience decision making?

8. Pick a brand of your choice among fast moving consumer goods and identify products with different positioning. What can you assume the target audience to be in each case?

9. How is brand perception affected in cases where parts of the communication strategy are not in line with each other (e.g. retail promotions are not in line with the advertising message)?
10. If a media plan does not work as expetected, then what steps should you take to ensure that your next plan works?
11. To what extent is an online-only advertising and promotion strategy problematic?
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