Percy and Rosenbaum-Elliott: Strategic Advertising Management 6e, Chapter 16


Additional questions to consider

Chapter 16 – Campaign Strategy
1. You have developed a new line for your company specialising in face coverings to protect wearers from airborne pollutants and microbes. Plan a campaign going through the various product life cycle stages, to address how to ensure that you maintain product differentiation, and appeal to the category need for users.  
2. What do we mean by integrated marketing communications, and why is it important to have centralized strategic planning?
3. How can the product life cycle be used to inform spending decisions for both advertising and promotion?
4. Explain why retail advertising may benefit local brands more effectively than advertising through other media. 
5. Do you think that an advertising agency should monitor a campaign if they have pre-tested it before? Explain why.
6. Assume that your campaign is reaching a stage of wearout. What remedies would you propose re-catch the consumers’ attention?
7. If online overtakes physical store shopping in the future, how will this change campaign strategies?

8. Consider when one form of advertising media should be used to the exclusion of other media. Why would this be more effective?

9. Promotion without advertising is problematic. Explain how the ‘rachet effect’ ensures that campaigns are successful by using an example from a FMCG.

10. Why is continuous tracking the best way to track advertising? What are the problems that campaigns face if this approach is not used? 
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