Percy and Rosenbaum-Elliott: Strategic Advertising Management 6e, Chapter 13

Additional questions to consider

Chapter 13 - Creative Tactics

1. How does getting the emotional sequence correct in an advert help increase its effectiveness? How is the benefit focus in an advert related to the emotional sequence?

2. Use the VisCAP model to evaluate a person who presents the message in an advert of your choice. How does each element of the model contribute to the advert’s success/failure?
3. Storytelling is a great way of engaging audiences. Find adverts that use this approach and consider why it is effective.

4. Shock ‘cuts through the clutter’ but also places a brand in danger of alienating the audience. Is this an effective creative approach?

5. Explain why ‘nostalgia’ adverts can be successful for a brand.

6. Describe the role of emotions in motivating purchases for both an informational and a transformational brand attitude strategy.
7. Explain the effects of using unexpected letters or words to create attention for an advert.

8. Think of a slogan for a campaign that you have seen recently, and consider whether the copy uses puns, sentence structure, alliteration, negatives or concrete high-imagery words.

9. Emotional portrayal is a key creative tactic for transformational brand attitude strategies and needs to be unique to a brand.  Can you identify when advertising campaigns for products have used similar approaches? What is the outcome of this?

10. Humour is an excellent way of ensuring your advert stands out, but are there any brands that should avoid this approach, and why?
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