Percy and Rosenbaum-Elliott: Strategic Advertising Management 6e, Chapter 12

Additional questions to consider

Chapter 12 - Processing the Message

1. What is meant by ‘consciousness’ in processing the message?
2. Do you think that advertising works on the ‘unconscious’? Discuss why you feel it does or does not.

3. What is the difference between bottom-up and top-down processing, and what does it mean in terms of how you process an advert?

4. What are the key differences between selective attention and reflexive attention?  
5. Provide examples of advertisements where embodied emotions play an important role. How do you think they mediate the processing of the message in those particular cases?
6. Think of examples when an advert has been too complex to understand on first view. Is this a good approach by the advertiser?

7. Are the most effective adverts emotion-based or nostalgic, or is this simply a trend?

8. How does advertising elicit an emotional response? Think of examples of campaigns that have used emotion to create a response.

9. How does processing an advert differ when viewed online on a smartphone, for example?

10. In what ways can brands overcome misattribution of adverts and ensure memory recall? 
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