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Test-Preparation Organizations Advertisements
In my conviction, it is not assured that the test taker would get 100 extra points if he or she takes any of these classes. Notably, the primary role of these types of advertisements is to persuade individuals to enroll and take initiatives to attain their set goals (O’Sullivan, Dunn, & Berry, 2019). In this regard, companies such as Kaplan and Princeton Review make use of highly convincing strategies to win the interest of buyers via different marketing techniques. These organizations use different modern marketing strategies and techniques, which serves by bridging the gap between customer and the business to attain quality based results via the acute blending of strategies, technologies, and analyses. As evident, test-preparation organizations use this approach of advertisement to establish professional branding.  
From another point of view, modern marketing techniques grants a chance for businesses to generate and disseminate falsified marketing information through advertisement. The majority of these organizations use a sample score from the entire number of individuals who have taken the test previously to generalize the possibility of attaining 100 extra points. However, the fact remains that these results are not universal to the entire population due to the aspect of individual differences. Herein, I am fully convinced that these classes do not guarantee a test taker will attain an extra 100 points at the end. As an intellect, I embrace the fact that these classes stand a chance to help test takers to acquire as well as nurture good study behavior. More importantly, taking one of these classes gives an opportunity for test takers to refresh information so that they can gain or score better during test time. Arguably, learning different study behaviors in conjunction with conducting a thorough review of learning information may boost the likelihood of a test takers to score 100 extra points, unlike the case when they do it by their mechanisms.  
To the best of my understanding, an average of 100 points by taking the classes is a biased estimate. The rationale as to why this claim is biased is that it is made to attract more and more individuals other than depicting the true colors of these classes (Green, 2015). It is with no doubt that some of these tests go beyond the student’s intellectual abilities. However, these classes do not embrace the importance of individual difference to all test takers when they give an average of 100 points. It is worthy to criticize that these coaching organizations have little hard evidence to support and justify their claims (Buckler, 2019). For instance, in 2009 the National Association for College Admission Counseling reported that majority of test-preparation providers advertised an average score of 100 points and even more on their SAT; yet, the average gains were almost 30 points, a value which was lower than the estimate. Most of these classes depict biasness by providing an average of 100 points since, in some tests, applicants who do not submit their test scores are evaluated based on their past performance (Green, 2015). Although this estimation process aims at leveling students who have good results to those with low test scores, I believe that there is a lack of accuracy and justice in assessing test takers intellectual abilities. In contribution, the average score should be computed based on all students’ scores on standardized tests (Green, 2015). Moreover, Kaplan and Princeton Review should underscore the importance of accuracy. They should compute the average score based on student’s performance in standardized test and establish modernized strategies on how to improve their performance other than disseminating forged and highly generalized results to win customer’s interests.   
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