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 We expect the learners to write minimum one well expressed point in three lines against each allocated mark. This means one needs to write 15 lines with 5 well expressed points to get high grades for a 5 marks question.
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1.i
The three main concepts are advertising, publicity and PR. Even though they differ in form, they are still similar in what they are trying to achieve. All use the communication theory of a sender composing messages, then sending the message to a recipient via a suitable medium. The recipient then decodes the message in order to understand the content. It also involves the sender receiving feedback messages from the recipient to help optimise future preparation of messages. The aim of advertising, publicity and PR is to add value to ideas or concepts by identifying their most important features which would interest people. Using either of these mediums is essential in order to keep the public informed about various issues that may be of interest to them.
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1.ii
Publicity involves having products or services featured in newspapers or non-commercial programmes on TV or radio without paying for it. This is done when a company has a product or service to promote or wants to publicise its profile. Publicity is seen to be viewed as a tactical tool because it is perceived to be originated from the media house and not the company. However, it is important that publicity campaigns reap full benefit so that it is not portrayed as being an advertisement. Therefore, the messages should be well-worded, factual and truthful. 

1.iii
Public relations is the opposite of advertising. In advertising, you pay to have your message placed in a newspaper, shown on TV or aired on the radio. However, in public relations, the article is not paid for. Instead, the journalist writes about or films the company as a result of information he or she has received and researched. Publicity is therefore more cost-effective than advertising and has greater longevity. It also reaches a wider audience, with the story occasionally reaching the national media, enabling a business to be read or viewed by people all over the country. Publicity is also seen to have greater credibility because readers feel that, if a reporter is featuring the company, then it must be doing something worthwhile.
1.iv
The media used for communication and the elements used to create the message are the main similarities between PR, advertising and publicity. A company can use either PR or advertising to promote itself in a positive light, while in both cases, the company will often target its message towards the same audience.
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1.v

The two main branches of advertising are creative and directional. Creative advertising is when you want to create an awareness in your brand, with the aim of creating an interest in your product or service. Spreading your message can be achieved via TV, radio, newspaper or magazine advertising. Direction advertising, on the other hand, is placing your business in front of people who are looking for your product or service. Examples include search engine marketing and online review sites. 

1.vi

Successful advertising and publicity in PR is driven by the goals or specific objectives of the PR campaign. The main objectives of advertising are for marketing purposes to sell products and services to consumers and as a tool to persuade, such as during elections. The main objective of publicity is to send messages about an issue, brand or product via suitable media and requires excellent knowledge of mass media, editorial policies and the target group. With regards to Public Relations, the main objectives depend on the dynamics of situations for which a PR programme has been deployed because different situations require different PR objectives. PR consists of a combination of advertising and publicity. 

1.vii

Public opinion can be defined as the views or thoughts of member of the public about a topic or subject which appear to be controversial. Some members will be either for or against a specific topic or issue. However, whatever opinion is formed must be representative of the entire group or a significant 
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number of the members of the group. Public opinion is created when individual opinions interact whenever people come together. Each member influences the process of forming public opinion by expressing their own opinions. There are many other sources which also influence the opinion of a group, including books, magazines and TV. 

2. 
Institutional advertising is not a marketing tool, unlike product advertising which seeks to boost product sales. Instead, it is aimed to promote the brand of a company and to build a corporate image to put the company in a good light and make the public more favourable towards its business. Institutional advertising promotes good PR between major stakeholders and the company and creates a friendly atmosphere for a business to flourish and make the company more profitable. It is important to identify the target group which will receive the institutional advertising message, with the message being sent in a simple but effective manner. Institutional advertising can be a costly process, so it’s important that it is used wisely.
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