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There is no hard rule against advertising strategies in fact from the text book we have realized that the advertising is the evolution of creativity mixed with product or service utility. Still, the basic function of advertisement is to get the attention of the potential consumers and retain them for the maximum time period. In this stance, every advertisement strategy may not be suitable for every product. This is why it is important that the advertisement is done on specific basis of the products selling points and the strengths it has on the competition. In order to give examples of various advertisement strategies we can use the product of a new shampoo (Ogden, & Ogden 2014).
Affective strategy uses emotions to attract the consumers so if the product is a shampoo we can use the embarrassment feeling when a person has a bad hair day or extreme dandruff. This strategy can be used to mention that our shampoo will save the consumers from feeling bad from their hair problems. The second strategy is the Brand Imaging we can use this to make sure that our shampoo is not a normal product and is used by athletes and or celebrities making it more favorable than regular products. Thirdly, we can use the Unique Selling Proposition when we can do tests and show results that our shampoo is better in removing dandruff then the competition (Clow, & Baack 2012). 
[bookmark: _GoBack]Resonance strategy can be used to show the consumers the perfect usage of the product we offer by relating to them various daily routines and connecting those routines with our product. An example can be showing a regular person taking a shower and choosing our product as the best choice for shampoos. Product or Brand Positioning strategy can be used to create a long term relationship with the consumers and not paying any heed to the competition. The Generic strategy is used when there is no or very limited knowledge of the market or there is less competition. 
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