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Consumer's awareness about Advertising and Marketing
There are several things that consumers should know about advertising to make the right purchasing decisions. Consumers should not always be influenced by advertising gimmicks and end up buying things that they do not need in a real sense. Responding to advertisements or marketing messages should not always be buying or feeling the need to acquire whatever is advertised. Rather, it is important to be critical about how essential a product would be and whether an actual need require to be satisfied by the product being advertisedlogic. Consumers should know that marketers create desires that did not exist previously and creates a culture of discontent through advertising to elicit a purchasing decision from consumers, and as such, consumers should be critical when making purchasing decisions. Make your ThS more precise A+B+C (see p. 390 ff,)1
Consumers should know about marketers2 because they use alluring imagery to lure customers into buying their products.You need a clear topic sentence that states the focus of the paragraph and is related to your Thesis Statement. This should be the first or second sentence in your paragraph. The paranoia creates the market, and people fall into the trap of purchasing their products even if they did not initially need them. A good example is that of the use of deodorants. The vice president of Axe deodorant once said in the UK that people were not using deodorants before World War II. Marketing was used to teach people about the unacceptable body odor, which deodorants came to help eliminate. In this case, it is evident that people lived without deodorants initially, and they did not need them. Secondly, they did not know or rather were not concerned about body odor 3. The need for deodorants did not exist until marketers came in and created this need through advertising and educating people about the unacceptable body odor. Generally, consumers should stand their ground and not fall for these artificially created needs4 that did not exist initially unless the product genuinely serves a need they consider critical to them.
Consumers should also know that marketers, through advertising, create a culture of discontent5.6 A culture of discontent is a continuous feeling of dissatisfaction with what one has. For instance, Tecno, a mobile phone manufacturer, has numerous versions of its handsets that improve after a few years or even months. For example, the manufactures’ Camon series has seen continuous improvements after a short time frame. From Tecno Camon 11, 12, 15, and 16, the manufacturer, through advertising, creates a culture of discontent by advertising a more recent version of the handset so that the consumer feels that the previous version of the handset they had purchased earlier is out of date and that they need to purchase the newer and trendy version of the handset. The discontent culture creates dissatisfaction with the previous products despite their functional status7 and pressures consumers to purchase the newer versions to keep up with the trend. 8
Overall, consumers should know that marketers create desires that did not initially exist to elicit a buying decision from their audiences. Further, advertisers create a culture of discontent to elicit dissatisfaction with the product consumers already have, even if they are still fully functional. When this dissatisfaction is created, consumers end up purchasing the newer and trendy versions of the marketer’s products, responding to the pressure of keeping up with the trend. Therefore, consumers should be aware of these facts and be more critical when purchasing decisions. 9
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	Element
	Quality
	Grade
	What is evaluated? (errors or weaknesses indicated by an ✕; strengths by a ✔︎)

	Content (35%)
	Outstanding (A+ A A-)
	35 – 32 -30
	Thesis statement: appropriateness to topic, clarity (see p. 234 ff.)
Topic development: depth and quality of information quality of ideas/arguments
Support: relevance, use of facts, statistics, quotations, details, evidence (see p. 255 ff.)
Citations and integration of information
Interesting

	(Ideas & Information)
	(Very) Good (B+ B B-)
	29 – 28 - 27
	

	
	Satisfactory (C+ C C-)
	26 – 25 - 23
	

	__27___
	Marginal pass (D+ D D-)
	22 – 21 - 20
	

	35
	Fail (F)`
	18 – 12 - 6
	

	Organization (10%)
	Outstanding (A+ A A-)
	10 – 9.2 –8.7
	Introduction: orients reader to text and presents point of view/thesis (see p. 390 ff.)
3 body paragraphs/topic sentences (see p. 251 ff.)
Paragraph unity
Uses appropriate transition words (see p. 49 ff.)
Paragraph transitional sentences (see p. 381 & 399)
Effective conclusion (see p. 394 ff.)

	
	(Very) Good (B+ B B-)
	8.6 – 8 – 7.6
	

	
	Satisfactory (C+ C C-)
	7.5 – 7 - 6.5
	

	__7___
	Marginal pass (D+ D D-)
	6.4 – 6 – 5.7
	

	10
	Fail (F)
	5 – 3 - 1
	

	Vocabulary (10%)
	Outstanding (A+ A A-)
	10 – 9.2 –8.7
	Word choice ww
• accuracy/clarity of intended meaning
• adequate range for topic
• choice of words wc
• idiomatic phrasing
• appropriate level of formality, diction D

	
	(Very) Good (B+ B B-)
	8.6 – 8 – 7.6
	

	
	Satisfactory (C+ C C-)
	7.5 – 7 - 6.5
	

	__8___
	Marginal pass (D+ D D-)
	6.4 – 6 – 5.7
	

	10
	Fail (F)
	5 – 3 - 1
	

	Grammar (40%)
	Outstanding (A+ A A-)
	40 – 37 - 35
	Word forms wf
Grammatical inflections: SV agreement (#),
Sg/pl. (#),
possessive, comparative, superlative, irregular past or plural
Basic grammar: determiners (some/any, much etc.), article use (see p. 134a ff.)
prepositions, pronoun use
Tense (& aspect)
Word order wo
Phrase & sentence structure PS
Use of complex structures
Run-ons ro & comma splices cs (see p. 44)
fragments (see p. 43)
Transitions/subordinators/co-ordinators
(see p. 49 ff.)

	
	(Very) Good (B+ B B-)
	34 – 32 - 30
	

	
	Satisfactory (C+ C C-)
	29 – 28 - 26
	

	__34___
	Marginal pass (D+ D D-)
	25 – 24 - 22
	

	40
	Fail (F)
	18 – 12 - 6
	

	Mechanics (5%)
	Outstanding (A+ A A-)
	5 – 4.6 –4.3
	spelling
punctuation
Capitalization
Handwriting
Paragraph indentations ¶
Citations (see p. 257 ff.) and Reference List ( p. 267 )

	
	(Very) Good (B+ B B-)
	4.2 – 4 – 3.8
	

	
	Satisfactory (C+ C C-)
	3.7 – 3.5 – 3.3
	

	__3.5___
	Marginal pass (D+ D D-)
	3.2 – 3 – 2.8
	

	5
	Fail (F)
	2 – 1 - 0
	


Total___80.5_/100
1. Try to come up with 3 points.
2. What about them?
3. You need to cite the source of this info;otherwise, this is plagiarism.
4. Make this point A in your ThS.
5. Point B
6. This should be a point in your ThS
7. Say this more directly
8. This info comes from a source that is not in our book. You may only use the texts in the coursebook or ones which I have authorized.
9. Your conclusion is clearer than you intro. Revise your ThS.
	Statistics

	Instances
	Annotation
	Explanation
	Help link
	Categories
	Value
	Points lost
	Points gained

	
	
	
	
	
	Totals
	-23
	1

	3
	Plagiarism
	You need to cite your source
	
	Content
	-2
	-6
	

	3
	???
	Incomprehensible text
	
	Sense
Vocabulary
	-1
	-3
	

	1
	Comparative
	Add -er than or more than
	
	Grammar
	-1
	-1
	

	2
	Det/Art
	Determiner or Article error
	
	Grammar
	-1
	-2
	

	1
	Parallel
	Parallel construction problem
	
	Grammar
	-1
	-1
	

	1
	Sing/Plu
	Singular/plural error
	
	Grammar
	-1
	-1
	

	1
	Preposition
	Wrong or misused preposition
	
	Grammar
	-1
	-1
	

	1
	PS
	Revise your phrase or sentence structure
	
	Grammar
	-1
	-1
	

	2
	Ref/Cit
	Miissing or incorrect form of in-text citation or reference list
	
	Mechanics
Content
	-1
	-2
	

	2
	VTense
	Verb tense
	
	Grammar
	-1
	-2
	

	1
	WOrder
	Word order
	
	Grammar
	-1
	-1
	

	2
	Wrong word or phrase
	Incorrect usage or unclear meaning
	
	Vocabulary
	-1
	-2
	

	1
	Good!
	Good!
	
	Content
	1
	
	1



