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Marking Criteria:
 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.
For high grades use examples and illustrations where appropriate. 
	1 – Advertising is a paid, non-personal communication from an identified sponsor using mass media, to persuade or influence audience, i.e. it is a message that is designed by the company with the intention of influencing audience behavior, and the company pays an intermediary to transmit that message to the audience. The creator of the message is clearly identified in the message, the intermediary transmits the message in a non-personal manner, and the message is exactly the same for every listener. This activity is executed with the intention of ensuring the growth of the business, creating an impact, and promoting the image of the company. Generally, advertising has three objectives: to provide information to target customers, to persuade target audiences into taking a desired action, and to remind the target audience of the existence and benefits of the existing product and brand name. Any advertising activity has one or more of these objectives in mind.
The informative objective of advertising seeks to tell the market about the product, explain how the product works, provide information on pricing, and build awareness of both the product and the company. Informative advertising is normally performed when lunching a new product, or re-launching or updating an already existing product. Before the customer can be convinced that the product is the best option available in the market, he must first be aware of what the product is and how it works, and what benefits does it offer. By providing this information, the company will create initial demand for the product. Examples of the informative objective of advertising includes announcing a new product, expanding the market to new buyers, announcing a product modification, announcing a special offer, educate customers about the product, etc.
The persuasive objective of advertising seeks to encourage the target audience to take the desired action. This can include convincing the customer to switch brands, make a purchase, or create a preference in the market for the product as opposed to its competition. Persuasive advertising is required in highly competitive markets, where a range of products compete directly with each other, and companies need to differentiate their products from its competitors. Once customers have a basic understanding of the industry and the products available, it is necessary for companies to demonstrate why their particular product is better than the other. This can be achieved with a variety of approaches, including emphasis on product quality, unique features, technology, costs, environmental factors, emotional appeal, etc. By using persuasive advertising, the company will increase product demand.
The reminder objective of advertising seeks to maintain interest and awareness of a well-established product in the market, often in the latter stages of the product life cycle. Reminder advertising reinforces previous promotional information, such as the brand message and the name of the product to a well-established market. The general objective is to maintain high product awareness and protect against competitors from coming into the market and seize customers, by constantly reminding the customer of why the product is the best option. It is used to keep the public interested in, and aware of, a product that is most likely at the end of the product life cycle. Using reminder advertising will help the company maintain their position in the market.

2 – Advertising has three main objectives: provide information, persuade customers, and remind customers. And all of these process have one goal in mind: maximize the number of sales. Informing that a new product is available and educating the customer about it is designed to generate initial interest and demand, which will result in increased number of sales; Persuading customers that the company's product is better that the competitors is designed to generate new consumers, which will result in increased number of sales; Reminding customers of the already established product is design to maintain interest and demand, which will prevent the number of sales from decreasing, which in turn will ensure the maximum number of sales possible. All of these actions are designed to induce a specific desired behavior in an individual that will ultimately lead to the purchase.
One example of the informative aspect of advertising is when McDonalds advertises about a new addition to their menu. In this cases, the company has the objective of informing the consumers that a new product is available, what it contains and how much it costs. This aims at creating awareness of the product and generate initial sales and demand. Unlike the persuasive objective of advertising, it is not aimed at comparing it to a competitor’s product an indicating why theirs is better, and unlike the reminder objective, it is not aimed at remind the consumers that the product exists.
[bookmark: _GoBack]One example of the persuasive aspect of advertising is the famous "Get a Mac" campaign where Apple's Mac Computer was represented by a young man in casual clothes, and Microsoft's PC was represented by a middle-aged man in formal suit-and-tie. This advertising campaign anthropomorphized both products and had the PC representing several negative aspects such as the person sneezing to represent computer virus or stop talking in the middle of a sentence to represent the computer freezing. By acting out negative aspects of the competition’s product and visually representing their own product in a more appealing way (formal middle aged man versus casual young man), Apple aims to persuade the existing Microsoft consumers to switch to their products. 
One example of the reminder aspect of advertising are the Coca-Cola’s advertising campaigns. Coca-Cola is an extremely well-established company with an extremely well-established product. Their advertising campaigns are usually not aimed at comparing it to the competition, nor informing consumers about the product and its characteristics, particularly because people unaware that Coca-Cola exists are practically non-existent. Nowadays their campaigns are aimed at simply reminding the existence of the product, and enhancing a positive image of the company.

3 – Advertising is a paid, non-personal communication from an identified sponsor using mass media, to persuade or influence audience, while Publicity is the act of stimulating non-personal demand for a product, by giving out significant commercial news in a publication or on television or radio where the information that is being conveyed is not paid for. These two elements of the Promotion Mix differ in their message content, sponsor, Payment, Schedule, Intent, and Credibility. 
In Advertising, the message transmitted is created by the company. This means that the company has total control over what the listener will receive, and they can design a specific message to a specific target audience with the intent of creating, maintaining and enhancing a favorable impression about the company and the product. On the other hand, the message that is transmitted to the listener through Publicity is created by the distributor of the message, and the company has no control over it, therefore, it is less persuasive and can be either favorable or unfavorable depending on who is transmitting the message. However, the company can control the actions that will originate the message. For example, with advertising, a pharmaceutical company can design a specific message to indicate they are interested in helping senior citizens, and transmit that particularly created message. While with Publicity, the company can take the action of donating their pharmaceutical products to a retirement home, which in turn will generate news reports of that action that demonstrate and confirm that the company is interested in helping senior citizens. However, the exact news being reported cannot be controlled by the company. Another aspect regarding the message is that with Advertising, the company sponsoring the message is clearly identified, while in Publicity, the information is being originated from the media, instead of the company, therefore, there is no need for sponsorship.
Regarding payment, with Advertising the company has to pay for the message to be transmitted, and the costs of advertising will depend on the amount of time, space, and channels being utilized to transmit the message. This means that the company has total control of what the message is, when is transmitted, where, for how long, and how many times is transmitted. This, of course, does not happen with Publicity. In this case, the media has complete control over these aspects, which means that company does not need to pay for it. Since in Advertising the company has complete control over every aspect of the message and its transmission, it has a low to moderate level of credibility with the public because it is fair to assume that the company would enhance the good qualities of the product and conceal the bad ones, creating a bias message. On the other hand, in Publicity every aspect of the message and its transmission is not conditioned by the company, therefore is it fair for the public to assume a higher level of credibility. For example, if a fast food company advertises their products as being healthy, the public might not complete believe in that information, since the company has everything to gain from providing that information, and it is fair to assume that if their products are not healthy, they would not willingly inform the public about it. However, if a magazine who has an established credible image with the public, and it specializes in food and beverage businesses publishes a review article were it mentions how their product is healthy, it is natural for the public to place more credibility in the unbiased article, than in the sponsored message.
Another aspect the differs Advertising from Publicity is the intermediaries (the institution actually transmitting the message), even though both Advertising and Publicity use Non-Personal Mass Media to transmit the message, in Advertising, the intermediaries are also specifically selected by the company, while with Publicity the company has no control over who reports the news, and can either be a national television news cast or just a local blog, depending on the interest of the news. 
The main difference between Advertising and Publicity is the level of involvement of the company on the message being transmitted. More involvement means more control, which will result in more costs and less credibility. Less involvement means less control, which results in less costs and more credibility. For example, America’s “SeaWorld Theme Park”. A video message being played every hour in national television mentioning the features of the park, the price of the tickets, and stating that it’s the best park in the country, is advertising. In this case, the message was developed by the park, the park is paying the television network to play the video commercial, and the information being transmitted was selected and tailored by the park. The park was involved in the whole process, it decided when it was going to pass and what was going to say, and establishing itself has the best park in the country might not have a lot of credibility. On the other hand, the documentary “Blackfish” released in 2013, is publicity, which in this particular case, it is very bad publicity. The documentary was not published by the park, the park did not paid to have the movie released, and the message was not defined by the park. The park had no involvement in the message and the credibility of the documentary was extremely high, and it caused a real negative impact in the park and their public image.
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