Percy and Rosenbaum-Elliott: Strategic Advertising Management 6e, Chapter 9


Additional questions to consider

Chapter 9 - Developing a Communication Strategy

1. ‘Image-based advertising is not always the best approach for brands.’ Discuss. 

2. What is meant by emotional authenticity? Why is it so important to adverts that follow a transformational brand attitude strategy?

3. Why is it important to understand the level of involvement, and the underlying motivation associated with a purchase decision, in order to create effective advertising?

4. How do brand attitude strategy principles apply to corporate image advertising? Find what you consider good and bad examples of corporate image advertising, and explain your evaluation.

5. What is the difference between brand awareness and brand recall?
6. When does modification of brand attitude become a necessity? How can practitioners achieve it?
7. Pick an existing brand of your choice and place it in the Rossiter-Percy Grid. Evaluate and criticize its advertising campaign according to the implications indicated by the quandrant within which you placed the brand. Can you propose any changes/improvements?

8. ‘You don’t have to like an advert for it to be memorable.’ Discuss.

9. What are the key differences between promotion and loyalty programmes?

10. Category need is essential in ensuring effective communication objectives are set. Discuss if there are exceptions to this using examples.
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