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1.Give short answers to the following questions: 
I. What are the important elements of communication?
Communication in public relations is paramount as a foundation to establish the continuous effort of adaptability between the organization and those of interest. For the purpose of PR, 2 way communication allows for the given message to receive feedback to enhance the message and its intentions and meaning. 
Laswell (1948) described the simple process as: 
1. Who says
2. What
3. To Whom 
4. With what
5. Effect
This linear process does show our intent of a message however it doesn’t offer any feedback of what is understood by the receiver.
Osgood-Schramm model of communication shows an equal model of communication. This circular model (1954) shows both the sender and receiver in a continuous and active act of communication. Particularly in public relations, this model shows the ideal relationship between the PR practitioner and its publics in a simple context.
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This active act of communication has 6 elements.
1. Source (the sender of information)
2. Context (the construction of meanings and circumstances)
3. Message (words, gestures, actions)
4. Channel (how the message is given)
5. Receiver (who receives / understands the message)
6. Feedback (response and reaction to the message)
Westley & McLean offer a feedback model with a great emphasis of an advocate or a gatekeeper in the process of communication. This models shows how the gatekeeper or how public relations interact with both the source and the intended audience by providing feedback. There are some drawbacks in how the gatekeeper interprets the messages and conveys the meanings to the source and or the audience. This would also delay the communication process between the source and the audience. 
In short, the above 6 elements establish some grounding in the effective method of communication. Importantly though the interpretation of the meaning of the message depends on these important elements and establishing the intended outcome and what is understood. Without placing an importance to all the processes, likelihood is a misunderstanding of the intended message.

II. Define ‘Publicity”. 
According to the Collins Dictionary the meaning of publicity is define in four different ways: 
1. The technique or process of attracting public attention to people, products, etc., as by the use of the mass media (as modifier) - a publicity agent.Catherine Richardson
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2. Public interest resulting from information supplied by such a technique or process. 
3. Information used to draw public attention to people, products, etc.
4. The state of being public 
Messages that are intentionally expressed, publically indicates visibility, attention, prominence, identification, understanding and openness (Hallahan 2009). Publicity can be favorable or unfavorable in nature. As for strategy, the purposes of publicity can be promotional, relational, issues management and crisis communication (Hallahan 2007).
Publicity strategies within public relations provide publics the information intended by an organization. With internal publics publicity can be used as a form of management communication to inform and supply information.
Irrespective of the content, publicity provides an appearance of transparency about their product, service or function. This transparency, in general whether favorable or not enhances credibility and reputable about the organization.

III. How is publicity different from advertising?
Advertising and Publicity are very effective methods to promote and create awareness for publics, and there is a clear difference between these two methods.   Advertising is something you get by paying for it.   Publicity however, is something you hope to achieve.   In general, publicity can be gained at no financial cost.  As this method is not paid for, usually publicity gains credibility on its own right. 
Publicity can result when information is published or televised from a trustworthy source such as an editor or newsworthy mediums. Over time, these stories assist to create an encouraging response of the products or services.
Taking into consideration corporate establishment publicity may be seen as favorable for reputation stakes and credibility. Paid advertising may deliver a specific message intended by the cooperate perspective, however public opinion and feedback is not generated for analysis and further development.
“Advertising is paid media, public relations is earned media.”  Meaning, one can convince reporters or editors to write a positive story about the given organization, brand or matter of concern.  These publications appear in the editorial section of the magazine, newspaper, TV station or website, rather than the “paid media” section where advertising messages appear.  Publicity has more credibility because it was independently verified by a trusted third party, rather than purchased. (Wayne 2014)
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IV. What are the similarities between Public Relations, Publicity and Advertising?
The three disciplines of public relations, publicity and advertising share the similarities in the following areas:
· the media channels used (TV, editorial press, social media sites etc.)
· the elements in the creation of the message
· Ethical issues

Public relations, publicity and advertising are similar in theory. They are designed to raise awareness of an organization or product in a positive manner. Another similarity is that in both cases the organization will often target its message toward a particular audience; targeting specific variables of their audience particular to the needs and attraction of the products and services. This could be people living in a particular location; people of a particular age, gender or social background; or people with particular interests or hobbies. 
Public relations and advertising is not the same thing; however, they do share another element. Ethical concerns are a shared concept because of the nature of the communication act they share (Skibola 2011). In a conscious society advertising needs to adapt to social issues in an ethical and responsible way. This also adds credibility and a corporate social responsibility towards society collaboration and unity. 

V. Name the two main branches of advertising.
Institutional and direct response advertising. (Youssef 2011)
Direct response advertising forces the consumer to make a response.  It asks for an action.  It tells the reader to do something, why to do it, how to do it, and when to do it.
 A normal direct response advert has one mission: either to make the reader buy something, request more information, or perform some other action.  But a call to action is always requested.Catherine Richardson
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A direct response advertising is the only type that is accountable.  When you spend any money on advertising, you need to know whether an advert was successful or not, and what factors influenced the success or failure of the advert.  You can use tracking methods in ads (like placing an extension or department number after the phone number) to find out what response you're getting, and by using different tracking numbers, you can test different aspects of an advertisement and see how the response changes.
Institutional advertising is used mainly by large institutions, or by smaller businesses who try to mimic large businesses.
 Institutional advertising has no call to action; it doesn't tell the reader what to do or why to do it.  Also known as "image" advertising, its goal is to build the image of the company with the perspectives of the recipient. Institutional advertising has he disadvantage, a lack of accountability.  The primary goal is usually to be memorable or perky, for the purpose of entertaining the receiver. Furthermore, this method of advertising lacks the ability to analyse responses.  

VI. Outline the main objectives of Public Relations Advertising.
Advertising is an artistic way of communicating with the customers. In general the main characteristics are great communication skills with persuasive and emotive attributes (O’Keefe, 1990).
Public relations focuses on the management of communication between a high profile individual, organization, company, business or other entity and their publics. Some of the activities that might be included in a public relations campaign could include working with media, speaking at events and conferences, handling reputation management and crisis issues, inter-company employee communication and social media planning and implementation. Campaigns are an integral part of successful public relations and rely upon thorough planning and management.
Similar to advertising, public relations objectives are assessing their publics (Phelman 1995), their intended message and using the appropriate media platform to convey that message. The objectives or goals for public relation advertising also focuses on the image the organization is intending to portray and to modify changes in attitudes of it’s publics.
Educating specific publics also places a vital role whereby the organization uses appropriate mediums and specific information (new products, changes of services) to enhance transparency about the organization. These factors add value to the organizations’ reputation by means of enhancing their social responsibility (corporate social responsibility) within public circles. Catherine Richardson
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As an example Google Inc. is voted as the top organization for work for (Raymundo 2014). They have integrated the values, beliefs, needs etc. of their publics (internal and external) to adapt according to social and economic changes and cultures. Therefore, by using data found through examining the public’s opinion of an organization, emphasize the positive and address public concerns that need to be adjusted, in theory these objectives produce a positive reputation and publicity. 

VII. Define public opinion. How it is formed?
Public opinion is described as a collective expression or belief of a group which is considered of high importance (Speier 1950).
Citizens in westernized communities have a tremendous amount of information about politics available to them. The mass media — television and its expanding cable and satellite outlets in particular provide a daily stream of news and analysis. The availability of information does not necessarily mean that it is absorbed and used, however. Westernized cultures may be politically engaged, but research suggests that many are unfamiliar with how their government works and what candidates stand for, and many are ignorant about the basic facts of public policy. This lack of knowledge does not prevent the public from expressing their opinions. 
[bookmark: _GoBack]Personal interest has a straightforward effect on public opinion. Individuals respond to a problem based on how the outcome will affect them. Evidence such as tax issues can have an immediate and direct impact on people's lives. An example in the US since the attacks of September 11, every American had / has an opinion on the war on terrorism. Even now with the wide spread media regarding ISIS, Americans, Europeans etc. are dealing with the threats to their country and the impact to their everyday lives.
Given the above example, public opinion is formed by an act of dispute or controversy which concerns public interest. If the attitudes and beliefs of individuals develop into an opinion which is shared within a group, a leader builds a consensus to act in the best interest of that group. According to Blumer (1987), public opinion is discussed as a form of collective behavior which is made up of those who are discussing a given public issue at any one time. Catherine Richardson
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Holbey (2012) explains further that public opinion has the ability to change the course of history. In 2002, Gibraltar’s population succeeded in a referendum by which the Gibraltarian population voted to remain under one British sovereignty instead of the proposed Spain / UK joint sovereignty. Using these votes as an example the Gibraltarian population had the general consensus or public opinion to remain British citizens – 98.48% of the population who voted against joint sovereignty.
Public opinion, based on group thinking and a shared consensus across generations highlights the profound impact on the formation of public policy priorities of our future.

     2. How is institutional advertising different from product adverting? 
Advertising is described as a non-personal communication of information usually paid for and usually persuasive in nature about products, services or ideas by identified sponsors through the various media (Bovee, 1992). The process of advertising is defined in 3 processes – who places and produces the advert, who pays for the advert and the outcome of the advert (Phalen).
Advertisements are categorized as either institutional advertising or product advertising.
Product advertising is a method of communication about the promotion of a product in an attempt to induce potential customers to purchase the product. (Fears 1974) Advertisements usually require payment to a communication organization. The general objective of product advertisement is to increase brand awareness or to demonstrate the differences between the product and competing products to induce purchasing.
Institutional advertising is also known as public relations advertising, corporate advertising, public advertising or prestige advertising. Corporate advertising is a promotional strategy that is designed to not only interest consumers in products and services offered by the company, but also to cultivate a positive reputation among consumers and others within the business world. The focus of corporate advertising is on the company itself, with the attention to the products produced by the corporation being a byproduct of the advertising effort. This type of corporate marketing is often employed along with advertising campaigns that are directly focused on the goods and services produced by the company.
The main function of corporate advertising is to generate and enhance a sense of confidence and appeal among consumer publics. Depending on the exact nature of the corporate approach, the advertising may also be developed with an eye of enhancing the reputation of the company among its peers in a community or within a given sector of the marketplace. In any application, the main focus is to build the most agreeable public image for the corporation as possible.Catherine Richardson
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Whilst product advertising focuses directly on the product or service with an intention to promote and sell, institutional advertising focuses on the public’s perspective of positive beliefs and values. In short, institutional advertising focuses on the organizations image and values of what the given organization stands for. Providing that the image sustains positive values and attributes, the gains are an established and maintained reputation. In turn these subtle messages and images of enhanced reputation may have positive consequential effects to sell products or services in the long run.  
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