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Question 2-5
The four components of adverting are Strategy, Message, Media and Evaluation. (West & Kilgour, 2019).  Strategy represents the aspects that differentiate an advert based on branding, objectives, and the targeted group. The message is the formulation of information, using words and expressions that are easy for consumers to understand. The key concept of messaging is creativity. Media is the means by which the message is relayed to consumers, either through radio, news-papers, the television, the internet and social media platforms. Evaluation is key in determining the effectiveness of an advert, indicating the needs for improvement, and re-strategizing or enhancement.
Question 2-6
According to Yinjun, (2018), the first publishment of an advertisement was in the year 1472 by William Caxton in London. In 1704, an advert was published in the Bofton News Letter, in the United States. The 1900s marked the “Golden Age of Advertising”, with the introduction of commercials in the Radio and Television. In 1992, following the pioneering of the internet, online advertising commenced. This type was popularizing following the birth of social media. 
Question 2-7
The key players in the advertising industry are the advertising agencies, the creative departments, the media agencies and the target audience. The advertising agencies formulate and implement the available advertising concepts on behalf of their clientele. They link producers to media agencies, and are keen on trends and regulations. The creative departments are responsible for relaying information in the most understandable, memorable, intuitive and action-provoking way. The media agencies are bodies which provide platforms for advertisement, to make profit. Lastly, the target audience is one of the most influential players on advertising, by providing relevant feedback. 
Question 2-8
The categories of agency jobs include the creatives, media department jobs, operational managers, Technology and Analytics, and Quality Control Department. The creatives create and present commercials in witty, concise and appealing ways. The media department jobs include creation and capture of content, programming and presentation. Operational managers strategies and implement policies of the organization. In the Technology and Analytics category, some of the responsibilities include analyses of data on customer reception. The programmers and presenters voice the advertisements, determining the best times to capture a large audience. The Quality personnel ensure the adverts meet policies and regulations, and create desirable impact in influencing potential customers. 
Question 2-9
According to Jensen & Sund, (2020), the major challenges faced by the practice of advertisement are; 
i. Increased Costs – Due to an increasing popularity of the advertisement practice, many firms have sought the platforms in media causing the costs to skyrocket. 
ii. Ad Blockers – These are programmed designed to restrict online advertisement; hence the information does not reach the target audience. 
iii. Rapid growth – the growth in the diverse ways to advertise has created a pool of similar, distasteful and unappealing adverts. Most people are put off at the sight of advert, since the numerous adverts tend to take too much onscreen time.
Question 2-10
One of the aspects that made the advert so impressive was the powerful message and meaning. The other bit was the creative nature by employing irony. The advert also shows transition from one era to another, an era of a non-colored world to a colored one. Also, the timeliness of e advert, since it was only played for 60 seconds makes the audience want to listen more to capture every detail. 
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