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ADVERTISING paid form of a nonpersonal message communicated
through the various media by industry, business firms, nonprofit organizations, or
individuals. Advertising is persuasive and informational and is designed to influence
the purchasing behavior and/or thought patterns of the audience. Advertising is a
marketing tool and may be used in combination with other marketing tools, such
as SALES PROMOTIONS, PERSONAL SELLING tactics, or publicity.

PUBLIC RELATIONS (PR) form of communication that is primarily direct-

v ed toward gaining public understanding and acceptance. It tends to deal with issues
rather than specifically with products or service. Public relations uses publicity that
does not necessitate payment in a wide variety of media and is often placed as
news or items of public interest. Because public relations communications are ..+
placed in this manner, they offer a legitimacy that advertising does not have, since
advertising is publicity that is paid for. The practice of PR is used to build rapport
with the various publics a company, individual, or organization may have (i.e.,
employees, customers, stockholders, voters, competitors, or the general population).
Publicity releases, employee-training seminars, and house organs are examples
of instruments used in public relations. Financial public relations, a specialized
branch of the profession, is concerned with corporate annual reports, stockholder
communications, and the disclosure rules of the Securities and Exchange Com- .
mission.
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