Percy and Rosenbaum-Elliott: Strategic Advertising Management 6e, Chapter 10


Additional questions to consider

Chapter 10 - Setting a Media Strategy

1. You are the advertising manager for Ribena.  In putting together a media plan for your brand, how would you deal with the trade-off between reach and frequency? Suppose you were the advertising manager for Tesla.  How would you deal with the trade-off between reach and frequency?

2. What media would be appropriate for advertising a washing powder? How about ice cream, pain relievers, bicycles, automobiles, a resort in the Swiss Alps, or a designer fragrance? Why are each of the media you selected appropriate choices?

3. How do consumer media imperatives influence brand communication strategy and what are the implications of changing media consumption on this?
4. How might you use new media in a media plan for a FMCG? What about for a service brand, or for business-to-business?

5. How can you maximise frequency of exposure for your brand in relation to audience fragmentation?
6. How important is timing when scheduling a media strategy?
7. What are the problems associated with exposure interval effects and how can these be avoided?
8. What are the dangers associated with advertising given that consumers are increasingly sensitive about their privacy?

9. How does brand ecology increase our understanding of consumers and their media architecture? Why is this knowledge important?
10. Increasingly on-demand services have eroded the effectiveness of live television media scheduling. Discuss how you can ensure to maximise reach and frequency in your media strategy.  





[image: image1.png]OXTFORD

UNIVERSITY PRESS




© L. Percy and R.H. Rosenbaum-Elliott 2021

[image: image1.png]