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


Additional questions to consider

Chapter 6 – Selecting the Target Audience
1. Suppose you are the manager in charge of the Apple account at their advertising agency, and they come to you and ask for a campaign targeting ‘small businesses’. Why is this not an adequate description for selecting a target audience? What else is needed?

2. Imagine you are working on behalf of Jameson’s Irish Whiskey for a new campaign.  What are the benefits of profiling potential consumers and what are the limitations of this approach?  
3. What is the role of culture in selecting a target audience? Does this differ for local, regional, or international campaigns? If so, in what ways?
4. How do objective and subjective characteristics help the profiling of a target audience? Why are objective characteristics not sufficient on their own when trying to understand the audience’s decision making process?
5. Describe the benefits and cost implications of targeting ‘evolving’ consumers prior to developing their new needs.
6. What is the relationship between brand attitude, loyalty, and brand equity?
7. What are the main reasons for a lack of brand loyalty and what are the key factors needed to foster loyal consumers?
8. Pick a brand of your choice and profile its target audience according to both objective and subjective criteria.
9. Loyalty cards provide data for analytics to predict consumer behaviour. Given GDPR regulations, discuss the implications of ensuring that loyalty cards remain compliant and ethical.

10. Peer-to-peer reviews are an important step for consumers doing research on brands. To what extent should brands ensure their reviews are presented in a favourable manner, and does this ensure authenticity for the review process?  
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