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Level 3 Home Economics, 2018
91471 Analyse the influences of food advertising 

on well-being

2.00 p.m. Monday 12 November 2018 
Credits: Four

Achievement Achievement with Merit Achievement with Excellence
Analyse the influences of food 
advertising on well-being.

Analyse, in depth, the influences of food 
advertising on well-being.

Analyse comprehensively the influences 
of food advertising on well-being.

Check that the National Student Number (NSN) on your admission slip is the same as the number at the 
top of this page.

You should attempt ALL parts of the question in this booklet.

Pull out Resource Booklet 91471R from the centre of this booklet.

You MUST refer to the advertisements provided in the resource booklet to answer the question.

If you need more room for any answer, use the extra space provided at the back of this booklet.

Check that this booklet has pages 2–8 in the correct order and that none of these pages is blank.

YOU MUST HAND THIS BOOKLET TO THE SUPERVISOR AT THE END OF THE EXAMINATION.
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No part of the candidate evidence in this exemplar material 
may be presented in an external assessment for the purpose 

of gaining credits towards an NCEA qualification.















Subject Home Economics Standard 91471 Total 
score 

05 

Q Annotation 

1 

A range of techniques is correctly described. The features that indicate 
the main and supporting techniques are described adequately for the 
Karma Cola advertisement. Explicit messages are evident. 
The candidate provides enough evidence for M5 as an implicit 
message is evident for one technique (e.g. “appealing to people’s 
emotions”).  This was done by indicating that the product appeared 
“more responsible” than other cola brands and also by the positive 
emotion appealed to “by proceeds going to the growers”.   
The candidate does not reach M6 because the supporting technique, 
projecting an environmentally responsible image, is not developed. 
Reasons for the advertising approach are briefly explained. Aspects of 
well-being are explained with links to the technique chosen. 
The candidate does not reach E7 because the challenge is not linked 
back adequately, and in enough depth, to the chosen technique (e.g. 
“appealing to people’s emotions”) and its implicit messages (e.g. the 
candidate could have unpacked and challenged the statement about 
proceeds going to the grower’s family). 

 




