Percy and Rosenbaum-Elliott: Strategic Advertising Management 6e, Chapter 15


Additional questions to consider

Chapter 15 - Sales Promotion and Broader Communication Mix 

1. What is meant by content marketing and how does it differ from advertising? 
2. How can content marketing improve an advertiser’s brand appeal to consumers?  Use examples that have success in this approach.
3. Product placement is considered as unethical by some. Why is this the case, and what steps are needed to ensure it is acceptable as a practice? 
4. What elements are important in packaging to communicate information for a newly released product? 

5. In which cases is sales promotion a preferred route for promoting a product to advertising? In which cases should practitioners use both? Provide examples of a product benefiting from both advertising and sales promotion and explain which objectives are served.
6. Are there any cases in which sales promotion may serve the purchase intention objective but at the same time harm brand attitude? Provide examples.
7. Why has the Groupon model (www.groupon.com) been so successful? Reflect on the role of the web in sales promotion.
8. Open a newspaper or magazine and try to find reports on PR events. Has the company managed to promote its brand successfully or does the event overshadow the message? Propose remedies.
9. Visit the Red Bull web site (http://www.redbull.co.uk/) and gather some information about the company’s various sponsorship activities. How has Red Bull managed to be so successful through these events? 
10. Vloggers are influential in promoting brands but this is creating a potential problem if there is negative publicity around the ‘celebrity vlogger’. Discuss the implications of this for brands.
11. What are the advantages and disadvantages of handing out samples for a product as part of a promotion?
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