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CHAPTER ONE
INTRODUCTION
L1 Background to the Study

No two audience can actually see the same message from the same perspectives. This [s one of

the ey features that make communication dynamics. The idea of pe

ption has been subjected

toiintellectual evaluation over the years Among the thoughts that have emerged in this study
isthe work of Hume. According to Hume, a philosopher, the human thought is unbounded, He
said that although the human body is confined to one planet, the mind can roam instantly into
the most distant and far removed region of the universe (Stump & Fieser, 2013), He also said
thiat the contents of the human mind can all be reduced to the materials that arc given us by the

senses and experience, and he called those materials perceptions.

Gamble and Gamble (2015) describe communication as being localed in the core of our
“humanness.” This can be considered to b an apt description sinee our lives truly depend on
communication. Communication forms the centre of human existence hecause it is the means
by which human beings relate with their environment. In fact, intra-personal communication,

which is the communication that takes place within self, states that one communicates with

himeelf. This is very significant because our self-identity is as 4 result of our communication

about purselves to ourselves,

S Adyertisements of any products is always regarded as 2 communication process where the

ehder (advertiser) always have a message 1o deliver £ the receiver (iargeted audience of such




nt). Advertising is a marketing communication that employs an openly spensorsd,
TO-personal message to promote or sell a product, service or idea. Sponsors of advertising ar
Typically businesses wishing to promote their products or services, Advertising is ditferentiated
= from public relations in that an advertiser pays for and has control over the message. It differs
from personal selling in that the message is non-personal, ie., not directed to a particular
mndividual (Eskilson, 2017). Advertising s communicated through various mass media,
including traditional media such as newspapers, magazines, lelovision, radio, outdoor
advertising or dircet mail; and new media such as search results, blogs, souial media, websites
or text messages. The actual presentation of the message in a medium is referred to as an

advertisement (advert or ad for short) (Senn, 2017).

Advertising may be caregorized in a variety of ways, including by style. target audience,

geographic scope, medium, or purpose.

r example, in printadvertising, classification by style

can include display advertising (ads with design clements sold by size} vs. classitied

= advertising (ads without design elements sold by the word or line). Advertising may be local,
national or global. An ad campaign may be directed toward consumers or to businesses. The
purpose of an ad may be to raise awarcness (brand advertising), or to elicit an immediate sale
(direct response advertising) (Bigat, 2018). The torm above the line (ATL) is used for
‘advertising involving mass media; more targeted forms of advertising and promotion are
referred to as below the line (BTL). The two terms date back to 1954 when Procter & Gamble

‘began paying their advertising agencies differently from other promotional agencies. In the



advertising technclogy developed, a new term. through the line (TTL) began to come

imto tise, refering to integrated advertising campaigns (Clow, 2017).

As crucial and indispensable as communication is to life, however, it is not independent in its

functions. The success and effeetiveness of communication heavily depends on certain othet:

factors. chief among which is the perceptual process. It is possible for a communicator to ensurt

that he has a clear message, send it through an appropriate medium, and cver. eliminate fioise

as muich as possible. However, it is impossible for him to determine what the reeeiver thinks
ofthe message, that is, the receiver may receive the actual message but think of it diffcrently;
this is the relevance of perception, Perception represents the process of making meaning out of
experiences. This study there examines audience perception on imprinted logo as a tool for

below the line medium of advertiscment of polytechnics in Nigeria with speeial attention on

the undergraduates of Abraham Adesanya Polytechnic, [jebu Tpbo, Ogun State.

1.2 Statement of The Problem

It has becn abserved that the fact that a receiver receives the actual message does not guarantee
that he interprets it in the way intended by the source. This can gives a solid backing to the fact

T o advert can be given diffrent interpretctions based on what the sudiene sees it to be.
A seenario of a pain relieve drug 1o be advertised is an atea afabout $0% of the population are

Muslims, will give 2 vivid iltustration to what audience perception can look like. On the page

of the drug: carton is a graphical representation of an unthzalthy man who takes the pain relieve

the message the advertiser of this product wants o

i and bseomes healthy. In other wotds.



“take this drug and be healthy and swrong” A typical Muslim in this area where

‘1S druge is branded will certainly have a comrary interprotation to this advert because Muslims

read from the right hand side to the left hand side. In short, all what is likely for this Muslim to

vead 15 a man who is healthy / strong then takes the drug and become unhealthy. This is the

reason audience perception in a commufiication process is mostly considercd paramount.

With so much evidences, logo of Abraham Adesanya Polytechnic has been imprinted on

Incations where most of the undergraduates of Abrabam Adesanya Polytechnic can always see.
Some of these students may Tikely see these imprinted lugos of the school s a medium of
advertisement while some will consider it as just a label to identify that, object where the loge
is seen is a property of Abraham Adesanya polytechnic. This then birth need for this study Lo
ﬁn; out if undergraduates of Abraham Adesanya Pulyechnic sec imprinted logo of the

institution as a tool for below the line medium ol advertisement for the polytechnic.

1.3 Objectives of The Study

To hightight level of expasure of the undergraduates of Abraham Adesanya Polytechnic o

the imprinted logo of the polytechnic

3. To find out the level of prominence. given to imprinted logo of Abraham Adesanya

Polytechnic as a medium of adverlisement for the palytechnic.

o ascertain the roles of jmprinted logo of Abraham Adesanya polytechnic in creating

L

duates of the polyteshni

brand recognition for the ic among the




Polytechnic

1.4 Research Questions

1, What is the level of exposure of the undergraduates of Abraham Adesanya Palytechnic to
the mmprinted logo of the polytechnic?

2. What is the level of prominence given to imprinted logo of Abraham Adesanya Polytechnic

as a medium of advertisement for the polytechnic?

3. What are roles of imprinted logo of Abraham Adesanya polytechnic in creating brand

enition for the poly ic among the d of the poly ie?
4. How cffective: 13 imprinied logo of Abraham Adesanya Polyfechnic in promoting the
institution identity among the undergraduate of Abraham Adesanya Polytechnic?
= L5 Significance of the Study

The study can be of acadentic and socio-economic significance in the foliowing ways:

The management of Abraham Adesanya Polytechnic will come to see the merit of below — the
_ ling advertisement. The researchers shall dwell on the importance of paying morc ateention

of the below — the — line forms of advertisement as it is a form of persuasive communication

that speaks directly 0 the targeted audience:

e B or Abraham Adesans Polyechnio tirough this study wil comi £ se2 th tl

i of AAPOLY logo.



Comatic organisations at the private and publio sections will come fo- sce sreaive wags on

How to use below — the — line forms of advertisement in improving the awareness and

- aceeptance of their brands in the competitive market as we have today.

1.6 Limitation to the Study

limitation of

The most constant entity cvery study must he faced with is limitations. Therefore,
this study is time constraint, The period in which the researcher would be conducting rescarch,
getting information (data collection) may not be enough as this research work demands more

time is spent to achieve desirable result. Also, the availability of materials similar 1o the study

is one limitation

Another limitation the researcher may be faced with is the inadequate of Tesearch materials as

this study appears 10 b so recent and new in the academic environment

“The attitude of respondents pefore they respond fo the questions is also another challenge the

researcher may likely o face. Funds to finance movement from one place to another for the

distribution of qucstiunnair: are another challenge the researcher may likely face.




%:;f Operational Definition of Terms

" Audience: This is defined as a scotion of the community having u particular inferest or

commection.
Pereeption; This is the way in which something is regarded. understood, or interpreted.
Jmprinted Logo: This term means to printa logo of a product on a particular surface.

Below — The - Line: This is relating to advertisement by means such as dircet mail, email,

promotional cvents etc.

Advertisement; This is a notice or announcerent in a pulilic mediunt prometing a product,

service orevenl




CHAPTER TWO
LITERATURE REVIEW
'2.0 Introduction

Fhis chapter will give a broaden understanding of this study as it includes lterature review of
various concepts by different scholars starting troo the relevant Conceptugl Review 1o this
study to the review of the relevant thearies which will best explain the rationale of this study

and then to the Empirical Review.

The Conceptual Review will analyse same relevant concepts ta this study in wther Lo establish
some basics understandings and knowledge on Lhe topic under review. The Theoretical Review
will review some refevant theories to interpret and analyse and explain the rationale of this
study while the Empirical Review s & part o its own that the researcher analyses and makes

references to another person’s work.

2.1 Conceptual Review

2.1.1 The Concept of Corporate Communication
Carporate communication is the process by which stakeholders perceive the organization’s

identity and by that form their image and the upcoming reputation. Balmer & Gray (2018}

states that dus [0 environmental changes in the past decades the need has increased for

 smategically managing corporate identity. Corporate commun ication is the channel by whicha

m;mr:;m identity is made known to internal as well as external stakeholders. Over tims this




3 result into the acquisition of a corporate reputation (Balmer, 2018). Van Riels (2015}

comoriie communication mix includes management, organizational and markefing

d Van Riel's corporate communicaion mixand added

Aberg (2018)

elements such as arganizations” products and behaviour.

Organizations can communicate their activitics through their logo (¢.g. golfing by a golf ball)
and destination ot locale by name, (Chech-Teck Lowe, 2019) Corporale communication is
based on the premise that everything an organization dogs, make and say will be communicated
in some way (Baker and Balmer, 2017). Berstein (2018) points out that an stganization has

ting to your stakeholders

to embrace a holistic view af communication since youars communi
ail the time. The communication could b planned or unplanned. it is sill ereating impressions
and as a result an image s being formicd. This view isshared by Hﬂ)-ﬂl:; (2018) who states that
corporale communication is every form, manner and mediunt by which an organization
communicates with 115 stakeholders. Balmer & Soenen (2018) sate. that corporate
communication includes what they call uncontrolied  communication,  controllable

communication, behaviour of employees. indirect communications and visual identity.

Balmet & Cray (2018) argues for that corporate communicatian must ‘he expanded in a bigger

perspective since they categorize corporate communication us primary, seeondary and tertiary.

Primary commurication i expressed through different kinds of behaviour, both towards the

arganization, but aiso towards the market. Seoondary {5 the visual expression an orgamzation

sends out 10 peaple in form of advertising, graphio: design, brand, logo etc. The tertiary
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' constitutes a strong corporate identity.

Consoance, in the context of marketing, is a unified messagg offered to consumers from all
fronts of the orpanisation (Lauric & Mortimer, 2019) in the context of corporate identily.
consonarice is the alignment of all touch points. For example, Apple has strong brand
consonance because at every point at which the consumer interacts with the brand, a consistent
message is conveyed, This is seen in Apple TV advertisements, the Apple Store design, the
physical presentaiion of customer facing Apple employees and the actual products, such as the
iPhone. iPad and MacBook laptops. Every Applc touch point is communicating a unified
message: From the advertising of the brand to the product packaging, the message sent Lo
cnr;surﬁels is 'we are simple, sophisticated. fun and user friendly'. Brand consonance solidifics
corporate identity and encourages brand acceptance, on the grounds that when a consumer is
exposed 1o a consistent message multiple times across thie enlirety ol'a brand, the message is
easter to trust and the existence of the beand is easiet ta aceept. Strong brand consonance iy

@ to achieving strong corporate identity.

imper:
Strong CONSENANCe, and in tum, strang corporate identity can be achieved through the
implementation and integration of integrated marketing communications (IMC). IMC is a
collective of concepts and communications processes that seek 1o establish clarity and
mr:sislency n the positioning ofa beand in the mind of consumers, As espoused by Holm (cited

o Taric & Mortimer, 2011), at itsultimate stage, IMC is implemented at a carporate fevel and




nspires strong corporate identity. To appreciate his idea with heavier mental sveight it is

important to tegard the different levels of IMC integration

The communication-based model, advanced by Duncan and Moriarty (as cited in Laurie &

Madrtimer, 2018) contends that there arc three fevels of IMC integration; Duncan and Moriarty
aftirm that the lowest level of IMC integration i level one where IMC decisions are made by
marketing communication level message sources. ‘Ihese sources include personal sales,
advertising, sales promotion, direct marketing, public relations, packaging and events
departments, The stake holders concetned at this stage are CONSUMETS, local communities,
media and interest groups (Duncan and Moriarty, 1998 as cited in Laurie & Mortimer, 2018).
At thie second stage of IMC integration Duncan and Moriarty fus gited in Taurie & Mortimer,
2018) establish that level one integration departments suill heve decision making power but are
now guided by marketing level MEssage SOUCEs. At stage two integration the message SOUTLES
are those departments in which product mix, price mix, marketing comrmunication and
distribution mix are seitled; appropriately, stakeholders at this stage of integration are
distributors, suppliers and competition (Duncan and Moriarty, 1998 as cited in Lauric &

Mortimer, 2018). ftisat this stage of infegration that consumers fnteract with the organisation

{Duscan and Moriarty, 1998 as cited in Laurle & Mortimer, 2018). Moving forward, the kst

stage Duncan and Moriarty's Communication Based Model {as cited in Laurie and Mortinter,

2018) is stage three where message sources are at the Corporate level of the organisation; thess.

sources include administration, manufacturing operations, marketing, finance. human

pessnze
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- emplayees, investors, financial community, govertiment and regulators (Duncan and Moriarty,
1998 as cited in Laurie & Mortimer, 2018). At the final stages of IMC integration, IMC
decisions are made not only by corporate level departments but alsa by departments classed in
stages onie and two. [t is the inclusion of all organisational depunmenls‘ by which a horizontal.

ronfinear method of commurication with consumers s achieved. By unifying all fronts of the

marketing firm, o ications are iscd 10 achieve i and

ultifately strong corporate identity.
2.1.3 The Coneept of Logo Creation

A logo is a symbol or design used to identily acompany ar organization, as well as its products,

services, emplayees, ete. In its simplest definition, a logo identifies. It is how a company 15

recognized and remembered among others. Tt also functions as the face of a business,

A logo in itself is not a brand. The term logo is short for logotype, graphic designer speak for

a custom-lettered waord, One can see why the term “lopo’ caught on - iC's dead calchy. But what

people are usually referring to when they say ‘logo’ Isa symbal, emblem, monogratn, initials

or any form of graphic device that represents a company or its produets and services. A loga

(or brand mark) is the flag behind which pretty much every organisation stands. And. just like

peaple; they come in all sarts of shapes, sizes and varieties.



Iy part of a project it pays not 1o limiit on¢’s thinking to one particular approach. Be
adventurous and 1y them all. What fits? What works? What does not? Would this idea work
‘better this way, or that way? Have a goal at coming up with ideas for all of the following
categorits, even if you have a huneh about what the client will go For, Remember that there are
o hatdearid=fast rules. so explore combinations of catogorics ad CrASSOVEr between them:
sometimes that is where one finds the best ideas, and clients can make unexpeeted decisions,

50 test the water.

Logos come in all shapes and sizes. From Wordniarks to image-based marks, there are no hard
and fast rules about which approgeh warks best. Experiment, but be surc the ideas fit the brief

The following cxplains the type of logo design available for the graphics illustrators:

| Letter mark: A lettor mark logo is typography based and exclusively made up of a
company or heand’s initials, and for that reason, it*5 also known a5 a monogram. Examples
include NASA, 1BM, CNN ete. “The main drawback of using a letier mark 15 that if on is
creating an original brand. is can be difficult to create something distinetive, and people can

ofien be left guessing what the company actually does or what they stand for (literally and

metapherically).

Waord mark: As one may have guessed, word marks are typography based and usually

w

“focus on the namc of fhe business or brand. This is often the simplest approach; which is

why i lot of well-known companics have apted for word marks - Google, Facebook, Caca-

. Cola, Disney to rame 2 few, Word marks an be a really effective way of making & 16g0




| Tegible, especially using distinctive or original business name. Typographical

| Chotecs are very important in the absence of any pictorial elements.

3. Brand mark: In contrast 1o the first two types of logo, a brand mark {also known as a
pictorial mark) abandons text completely. Apple’s apple, Nike's swoosh and Twitter's bird,
are all examples of iconic brand marks. The best ones are simple, and thrive as app icons
and profile images in a digital age. They are also often betier (than typographical logos) at
canveying the more abstract or emotional qualities of your company - images speak a

“thousand words,

=

Combination Mark: Our final basic kind of logo usesa brand mark alongside a word mark
or letter mark. This is probably the mast commonly used, and well-known cxamples include
Adidas, Mastereard, and British Steel. Arguably the best of beith warlds, the combination
mark offers the clarity of typography and the wisual appeal of an fcon. A good pictorial
mark can reinforce or add value to an average word mark, and a good brand name cun add
clarification to what might have been a confusing of meaningless brand murk. Thig makes

combination marks ideal for new and established brands alike,
2.1.4 Background of Advertising
Accarding to Nwanwene (1999) cited by Qgbu, Tarnongo and Alakali (2020) market message

is an old cemponent of man’s interaction and draws 1he foremost concept about market

essage in reverse 1© the farm of man when snake showeased evil apple to the woman, the

“woman also introduced man to the: apple. Inhis account, Sambe (2017}, draws market message

everse t olden Egyptians by the time the Pappyrus pictures seen giving reinforcement (o

15



g came back from escaped. Meanwhile, during the first Greece and Roman eras,

‘symbal baard hiad been positioned an the entrance of marketing house and informers who

‘claimed the businessmen had some goods to sell.

Ehikwe (2018) on his part posits that, advertising is one of the most powerful and oldest forms

of business communication which has its origin from the time ofthe first exchange of products

i business arena. In the ancient fimes, trade by barter was the foremost form of exchange of
products while advertising was manifested by the display of goods which sought to inform

cuistomers of what was available for exchange.

Inthe contemporary business world, advertising is a component of promotion in the marketing

has product, price, and place as othier elements, The fucus of advertising s 1o

miz whil
inform customers of available products and thereby induce or create demand, facilitate
exchange process and these are translated inta increase productian. Advertising has been
playing major roles in the society by contributing to speedy and mass flow of information,
{hereby increasing the Kknowledge bank of the people for their social, economic, technological
and political development (Ehikwe, 2018).

According to Nwosu and Nkemnebe (2016), asa human activity, advertising is as ol as man.

Aaacnmmnnicaﬁnn,markc[ingorsclling,, ional or marketi 5 activile

advertising 15 still as old as man. This is why it has been argued in some quarters that the

advertising act of activity actually stacted in the Garden of Eden, when the snake promated

oed Eve fo eat or consume {he forbidden apple, and Eve in tuen also siccesstully

and gonvin




or convincing others to zccept their ideas ot tmaterials in a manner similar to what is done

today in the niame of advertising. ‘This school of thought would go further to state that cvery

Tuinan eivilization in the past had a number of activities, which had very close similarity or

tesemblance to what we call advertising in preseni—day secieties or civilizations.

Ebitu (2018} is of the opinion that advertising is as old as humanity. Penple were introduced
to some events, foods, goods, ideas and even personalities by other persons. Any person who
wanted o exchange his goat for a sheep has to {nform the sheep owner about his intention. As
the technigque of writing develaped there was the need 1o write letters advertise or Infortm

others about their goods or intentions. This in effect was a form of advertising.
Wells, Burnett and Moriarty (2017) assert Lhat, the history of advertising has heen dynamic

and unpredictable. They divide the account about market message into quarler SEEMENts.

‘Numbir ong segment was the era of Paper message. Advertisings were firstly grouped in style,

and paper medium that circulated messages. The results of such age Were introduction of the

paper message. The second stage is the industrial lution and ems of »

sooietiss. This was the era, advertising enlarged in significance and weight, due 1o numerous

advancements. The gssence of advertisings system were to drivea

sogial as well 25 scientific

goods to largely scatiered markets.

funeticnal, and srong message uni capable of selling

resent advertisings: Agencics, sciences and creativities, The

iq;mbgr three segment Was




ng indusiry grew to a ble pointasa ) compelled ad! of

d hed research techniques) and move taward

{apgencics,

aperied of plenty creativities.

Foutth stage is that accountability era which staited in 19705, Clients wanted advertisements

swhich birth revenue as well as scientific implementation as merchants rented experts who can
establish some answer. During the carly 19905, advertising firms recognized that its fate was

linked to the global business environment.

Ehikwe (2017), Nwosu and Nkemnebe (2016) opined that, in Nigeria, the carly advertising
and the modern advertising periods or ages, as was the case in the other pus of the world,
were preceded by the primardial and the pre-print media ages. So for convenicne, the history

of the devetopment of advertising in Nigeria was divided inlo three stages:
i The primordial, rudimentary, pre— print media or carly stage.
i, The print advertising and business growth stage

jii.  The professionalism and professionalization stage

The primordial or early stage of the development of advertising is in a ot of ways similar in

form to what the case was in the developed countries of Europe and the United States, even

though in their own accounts, they did not mention Wigeria or indeed Africa, probatly due ta

/ignorance, ‘Hias, 0ef

Affica and Afiicans as primitive,

slect ar other such negativit that led to theit pergeption and

meivilized, the white man®s burden and so on. Nigeriang

i their radimentaty advertising forms that inctuded signs, symbols, spoken words or the

18



[af praspeets to buy or exchange poods and services (trade by barter) or carty other desired

activities such as community sud civil development activities.

‘And perfiaps, the greatest joy of the abave truc facts is that they are still verifiable. This is
bewanse where mos, i€ not all, of the primordial advertising forms may have disappeared in
the United States and Earope, or are found mainly in their museums, all of the primordial
forms we listed above still exist and are in use in the rural arcas of Nigeria where at least
seVenfy five percent of Nigerians reside. In fact, they are so important and useful to the rural
dwellers that see them as more credible, available and accessible than the modern advertising
forms of television, radio, billboards and others. Inmost cases, produet, services, political and
development advertising campaigns that do not include these existing primordial forms in
trying to inform, educate, motivate and convince the rural Nigerians to buy, vole, support of
accept whatever Is meant @ be sold to them, will fail woefully. Therefore, they should be
recognized as relcvant and be carefully integrated into the medern adwvertising campaign plan

in order o achicve the expected result (sules, vole ete.y (Nwosu and Nkemncbe 2016).

Nvosu and Nkemnebe, (2016) assrt that, the second stage of development of advertising in

Nigeria was the print media advertising and business growth stage, was advanced by two

major global foroes- {he invention of printing in 1450 brought about the print media, and the

inclusion of foreign iultinational into Nigeria swhich led to grosih in business development,

ourse Tequived advertising. The emergence of phatography in 1831 in the world

which of o



!fpnspems to buy or exchanpe paods and services (trade by barter) or carry other desired

aetivitics such as community and civil development activities.

And perhaps, the preatest joy of the above truc facts is that they are stlll verifiable. This is

Betatise where most, if not all, of the primordial advertising forms may have disappeared in
the United States and Eutope, or are found mainly in their museums, all of the primordial
forms we listed above still exist and are in use in the rural areas of Nigeria where at lcast
seVenty five percent of Nigerians reside. In fact, they are so important and useful o the rural
dwellers that see them as more credible, available and accessible than the modern advertising
forms of television, radio, illboards and others, In most cases, produet, ser vices, political and
development advertising campaigns that do not include these existing primordial forms in
trying to inform, educate, motivate and convince the rural Nigerians to buy, vole, support o
accept whatever is meant ta be sold to them, will fail woefully. Thérefare, they should be
recognized as relcvant and be carefully integrated into the modern advettising campaign plan

in order 10 achicve the expected result (sales, vole erc.) (Nwosa and Nkem! nebe 2016).

- Nivosi and Nkemnebe, (2016) assert that, the second stage of development of advertising in

Nigeria was the print media advertising and business growth stage, was advanced by two

printing in 1450 brought about the print media, and the

major global forces- the invention of

inclusion of fareign pultinational into Nigeria which led to growih in business development,

which of course required adyertising. The emergence of photography in 1831 in the world



‘Soene and penetrated Nigeria al this stage, also added impetus to the growih of
‘advertising in Nigeria The first Nigerian newspaper, the lwe Irohin was first published in
1839 by Reverend Townsend, the first modem advertisement. That was a classified

and was an ann on shipping to demonistrate the intimate relationship

between the mass media, business and marketing, even in those early periods.

The third stage or phase of advertising's develapment in Nigeria described as the stage of the

development of truly modern advertising in Nigeria {Nwosu & Nkemnebe 2018). Technically,
it conld be sald to have actially started in the first quarter of the 20th century nd has continued
1ill the present. It is indeed a period that marked the rapid growth of the advertising industry

tions. At this stage, advertising in Nigeria

& or-advertising practice in all its forms and rami
moved from the print media or printed forms to the slectronic media, which include radio,
television and cinema. According to Ehikwe, (2017) advertising media are categorized info

four broad divisions based on theit characteristies such as media of publication and

transmission; methods of message dissemination, how consumors and the public receive the

message, the message contents and other aspects that distinguish them like location and site

of medium, management of the medium, style and manncr of message delivery and the

pmfcssinnalism in execution of the advertising, Bhikwe (2017) groups advertising media into

(radio and television) and print advertising (newspapers,

electronic or broadeast advertising

magagines and handbills or ficrs). The iext is outdoor advertising (billboard, sticker and 50

on)-



“Foday, meaning of advertising abound. According to Arens (1996) cited by Ayanwale, Alimi
‘and Aynabimipe (2019), advertising is defined as communication process, marketing process,
an sconomic and social process, a public relation pracess-or snformation and persuasion
process. Dunn and Barban (1987) cited by Ayanwalc et al, (2019) viewed advertising froir its
functional perspectives, hence, they definc itasa paid, non-personal communication through
various media by business firms, non-profit organization, and individuals who are in some
way hope o inform or persuade members of a particular audience. Morden (1991) cited by
‘Niwosu and Nkemnebe (2016) apt that advertising is used 0 establish @ basic awWarcness ofthe
product or service in the mind of the potential customer and build up knowledge about it.
Kotler (2019) sees advertising as onc of the four major teols companies use to direct
persuasive communication io farpet buyers and publics. It consists of non-personal forms of
eommunication conducted through paid media under wlear sponsurship. According to Kolter
(2019), the purpose of advertising is to enhance patential tiiyers response ta the organization
and its offering, emphasizing that it soeks 1o do this providing information, by channelling

desire, and by supplying reasons for preferring a particular organization’s offering”

Meoanswhile, Etzol, Walker and Stanton (1997, pAS) cited by Ebitu {2018, p.112) cleatly

mq)t:ssrd entire advertising as having four structures:

A verbal and /or visual message

A sponsor who i idernified



sm‘ﬁ"g of Advertising

Today, meaning of advertising abound. According ta Arens (1996) cited by Ayanwale, Alini
and Ayviabimipe (2019), advertising is defined as communication process, Marketing process,
m_ﬁmnom‘m and social process, a public relatlen process or information and persuasion
process, Dunn and Barban (1987) cited by Ayanwalc etal, (2019) viewed advertising from its
frictianal perspectives, hence, they define it as 8 paid, non-persanal commurisation through
various media by business firms, non-profit organization, and individuals who are in some
way hope to inform or persuade members of @ particular audience. Marden (1991) cited by
Niwosu and Nkemnebe (2016) apt that advertising is used to establish & basic awarcness of the
product or service in the mind of the potential customer and bulld up knowledge about it.
Kotler (2019) sees advertising as onc of the four major teols companies use to direct
persuasive communication to target buyers and publics. It consists of non-personal forms of
eommunication conducted through paid media under clear sponsurship. According to Kolter
(2019), the purpose of advertising is to cnhance patential buyers response to the organization
and its offering, emphasizing that it seeks 1o do this providing information, by channelling
desire, and by supplying reasons for preférring a particular organization’s offering”.
Meamwhile, Etzel, Walker and Swhton (1097, p45) cited by Ehitu (2018, p.112) clearly

ﬂfprezﬁsed entire advertising as having tour structures:

A verbal and [or yisual message

A sponsor who i identified



* Beliyery through one or more media

Bayment by the sponsor to media carrying the message.

Concluding the premise, these authors apt that adverising then uon‘sim of every exercisc
frivalves in giving to audicnces a non — private, identified sponsor, and paid fot idea about
products and organizations. Davies (1998) cited by Yinka (2018) argued that sadvertising is
- any paid form of non — personal media presentation pramating ideas or vaneepts, goods or
services by ah identified sponsor”. Arens (1996) cited by Ayanwale, et al (2019) expressing
almost the same view describes advertising, as “the personal communication of information
wsually paid for a usually persuasive in nanure about products (gouds and serices) or ideas by

identified sponsors threngh various media”

1t means that the fact of advertising is to create knowledge of the advertised products and
provides message that would help consuriiers Lo exceute purchases or cholee. The impact of
adyertising as a promo STategy, thercfore, stands on its abilities to influcnce consumers not
= oty but eventually create brand laysity. As an cutpul, many marketers spend 2 large sum of

cash on advertising and product management.

2.1.6 Classification of Advertising

Since advertising is @ sophisticated produet for a variety of consumer groups, and is used o

iinplament & wide range of fanetions, it is ot so simple © classify it It is possible to divide

n categories:

ertisinig into § mais
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By the method of impact — direct and Indirect:
that places us in front of

Direct advertising is an advertising

the fact: this is the product, please buy it, Here is the price, phone

nuritber; etc. Indircct advertising is 4 phenomenon of a different kind, It operates almost on a

subconscious level. S0 we do nat even

notice that we absorb the advertising information

eradually (Sandage, 2017)

Vil By the method of addressi g - an i and

is by well-} personalities or experts of the advertised product, ar

consumers themselves (Sandage, 201 7

viil. By the method of payment — paid or free: Free advertising is rare, In the most cases

itis a public or social advertising, not far commercial purpcs

{Sandage, 2017).
2.1.7 Main Types of Advertising

Sandage. (2017) identified the following as the main types of advertising:

i Brand Advertising: It is usvally visual and textual advertising. Such advertising is

intended primarily to achieve a higher level of consumer recognition of specific brands

{Sandage. 2017)

. Commerce and Retail Advertising: Advertising of ihis type focuses on the specific

production organization or product sales. It can be a service company or a shop, The main task

‘afithe commerce and retail adverlising is to encourage the inflow of potential buyers by

informing them about the place and the main terms of the: pro

on of certain goods or

‘ Services (Sandage, 2017).



‘wlitical Advertising: One of the most Pprominent and the most influential types of

ménfsmg A positive image ofthe politician is formed (Sandage, 2017)

* Adverfising with a Feedback: This type involves an exchange of information with

‘Patential customers. Most common way is a direct mail to specific recipients that has the

Breatest interest for advertisers 45 & possible buyers (e.&. in the form of catalogs) (Sandage,

2017).

¥. Corporate Advertising: Such advertising almost never contains advertising

information (in the conventional serise of the word), and scrves for the preparation of the
public opinion (a certain segment of buyers) to support the point of view of the advertiser

{Sandage, 2017).
vi;  Business Advertising: Professionally-oriented advertising, intendéd for distribution

among groups formed by their belonging 1 a particular occupation. Such advertising is

spreading mainly through spec

lized publications (Sandage, 2017)

vii. Public or Social Advertisin

Unlike business advertising, it is oriented 1o the

audience, united mainly by people social siatus - for example, single mothers, childless

couples, teenagers, ete. (Sandage, 2017).

2.1.8 Functions of Advertising

There are four main functions of advertising according to Kotler (2019);

£ V:E momical Function: The nature of the economical function of advertising is first of all 1o

late sales and increase the vohime of profits from the sale of a certain product for a
Stimy
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g and Product; A product is normally a set of physical elements, such as quality,

SBape-size, colour and other features. The product may be of very high quality At times, the

Product is so designed that it requires careful handling and cperations, Buyers must be

informed and educated on the various aspects of

the produet. This can be effectively done

through advertising. Thus, advertising plays the role of information and education (Stanton,

| 2018).

Advertising and Price: The price is the exchange value of the product. A marketer may bring
5 Quta very high quality product with additional features as comparcd to competitors, In such 8
case; price would be definitely high, But buyers may not be willing to pay a high price would
be definitely high. Here comes advertising. Advertising can vonvince buyers regarding the

superiority of the brand and thus its value for money, This can be done by associating the

product with prestigious people, situations, or events. Alternatively, when a firm offers a low

price product the job of advertising nesds to stress the price advantage by using hard b

ng

copy: it is not just enough to convince, but it is desirable o persuade the buyer, Thus

advertising plays the role of conviction and persuasion (Stantan, 2018)

Advertising and Place: Place refers to physical distribution and the stores where the goods

are available Marketer should see to it that the goods are available at the convenient place and

that too at the right time when the buyers need it. To facilitate effoctive distribution and

expansion of market, advertising is of great significence. Thus adyertising do help in effective

jisteibution and market expansion (Stanton, 2018).




and Promotion: Promotion consists of advertising, publicity, personal sclling

and sales promotion tecknious. Businessmen today have to face a ot of competition. Every

seller needs effective promotion 10 survive and succeed in this competitive business world.

Advertising can play a significant rofe to put forward the claim of seller, and to counter the

€laims of comptitor. Through effective advertising, sellers can face competition and also help

| o dexelopbrand image and brand loyalty (Stanton, 2015).

Advertising and Pace: Pace refers to the speed in marketing decisions'and actions. It invalves
among other things the launch of new products or brand variations at greater speed than before.
As and when new brands are launched, advertisin g plays an impartant role of informing,

educating and persuading the customers to buy the product (Stanton, 2018),

Advertising and Packaging: The main purpose of packaging is protection of the product
during transit, and preservation of quality and quantity. Nowadays, marketers take lot of
efforts to develop and design attractive packages as they carry advertising value, A ereatively
design package artract the attention of the customers. It also carries an assurance of quality

and creates confidence in the minds of customers to buy the product (Stanton, 2018).

Advertising and Positioning: Product positioning aims af creating and maintaining a ct

fmage of the brands in the minds of the customers. Through advertising the marketer can

conyey the positioning of the brand and accordingly can influence the buying decision of the

farget nudience (Stanton, 2018).




SHRIOR. (2018) opined that, selection of a right type of advertising media is a difficall task
An

iy mediathat is selected must be capable of accomplishing at least the three main objectives:

Iemust reach the largest number of people possible; it tust attract their attention; and it must

be economical, Stanton, (2018) however identified the following as the determinants of

advertising media;

The Nature of the Product: The natwre of the produet determines the choice of the

advertising media. For

stance, cinema, television, colour periodicals wauld be the abyions
choice for products Iike fabrics and toilets requiring visual presentation. In this comnection,

ihanagement should develop a product-media match (Stanton, 2018).

Market Requirements: While selecting advertising medie, the company’s market

requirements should be considered. When they meet these requirements, they lend themselves

to gaod use. For example, specialised high fashion eolour magazines would be the proper

media for consumers with high income groups and sophisticated tastes. Similarly, outdoor

media would be appropriate when consumer action is to be induced at the point of purchase

{Stanton, 2018)

Advertising Objectives: The advertising objectives also determine the type of media to be

selected, For example. the press is preferred to project corporate image while radio and

wision is relevant for product advertising (Stanton, 2018),



{tiategy adopted by ihe company. For example, il the compuny is selling through middlemen

Wholesulers and retailers €te., then oudoor advertising media duly supported by television,

Tadio and cinema etc, may help to pull the product out of channel (Stanton, 2018).

Nature of the Message and Appeals: The nature of advertising message appeal also

determines the advertising media for a company. The media should be able 1o carry the

message and appeal 1o the right persons in the perspective, For example, if time is the essence
of communication, daily newspaper and radio may be the best choice. Mass consumption
items like soaps, toathpastes, hair oil etc may determine television, newspapers as the best

selection (Stanton, 2018).

Budgei: The budget available for advertising purpose will decide the choice of media of
adyertising, For example, a manufacturer having comparatively large funds for advertising
may choose television or radio or both as a media uf adventising. On the other hand a medium

or_small sized businessman may prefer newspaper and magazine as an advertising media

{Stanton, 2018).

Competitors Choices: A company should also take inlo account the wisdom of competitors

edia choices despite differences in advertising objectives and appropriations, It is not
m

desirable to outright dismiss their choices. Generally, the advertising media used by

o petitors are preferred s0 a5 t0 tmake an impressive appeal for the product (Stanton, 201 ).
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A8ton: The company should take into account the circulation of the advertising

madia, Medis Siteuktion must match the distribution patiem of the product.
e

This applics to

press media. Cireulation should not be confused with readership. Circulation means the

‘mnmber of copies sold after deduction of freo copies, retuens and other dilferences between

the total number of printed capics and toral number sakl at full price, The advertising media

selected should have maximum

circulation, such as Hindustan Times etc. {Stanton, 2018)

Media Availabiti

: The question of media availability is quile relevant while considering

1 advm;_(s]‘ng media altemnatives because not all media are av

lable 10 a company at all times
whenever required. For instance, in 1973, and 1974, owing to acute newsprint shortage, space

availability in national dailies was a real problem (Stanton. 2018).

Penetration: How can we penetrate the market most thoroughly or how can we reach the
greatest number of potential customers is also an impartant factor influcncing the choice of a
particular advertising media. Shall we reach housewives at the kitcheri-sink by means of

television or radic and which is likely to have the greater impact? This fact should be

considered.

Size and Nature of the Business Enferprise: The size and nature of the business cnterprise

it F!*‘.Y an important part in making 2 choice for the advertising media. Different media will

“suit ta departmental stores, chain stares, small shops, manufacturers and producers etc. A big

husiness cnterprise may make use of fclevision, radio and newspapers having national
. ¥ o

and einema-slides ete.

ork. whereas a small nit may prefer local newspay
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.ﬂl'nli‘.cpt of Below-the-Line Advertising

A ""ﬂf.ke*i"g Wwarld, more and mare corpanies are leaning towards below the line
‘masketing activities for communication and promotions, (Charles, 2018}, Although below the
tine advertising or promotion can be seen as vital aspect that reaches the customers efficiently,
It is an advertising sirategy in which & product is promoted in media ather than radin,
telexision, billboards, print and film. They commonly include divect mait campaigns, trade
shows and catalogues and targeted search engine marketing. This advirtising type tends to be
less experience and more focused (Watrons, 2018). Below-the-line advertising seeks to reach
8 consumer, instead of a mass audience directly rather than through an intermediary such as
with a commercial during a television show. This type of advertising is often centred on
specific localities and is used to promote products that a consumer wants (o see in person, It
can be coupled with in store sales to help explain the features of the praduct, (Asemah, 2018).
Similérly below the line advertising reaches far people but is more selective about the people
it reachies. In most cases, extensive markel rescarch is dane fiest to identify a targer niche of
lungry: buyers. Once these potential customers are pinpointed, below the line advertising
reaches them directly in 2 more personal manncr, such as direct mail sent to their lenses, face

o face eantact at a trade show or a pain search engine result when they enter a specific query

(Pamoni, 2012).

ing activities can be classified as those promotional actixities thataffer

irect munication to the target audience. Such activities like e-mail campaigns,
lirect com 7




ion corporate activation and society

s Al form the hasis of belowthe-Tine marketing [t is seen as an essential clement of

ertating a reliable thread between the brand amd consumers, (Chavan, 2019). Below the line

-marketing elfectively boosts sales and gets the brand closer to the target audience. The various

tharketing and prometional activities have gained impetus from varioys sectors and industries

but befow the line marketing activities have become a stand-alone and unswerving approach

for marketing and sales, If 4 company or film wants to attain substantial brand average and

drive branding activities then below-the-line marketing and promotion is the strong and

perfect option for excellence, (Baran, 2019)

Inessence, below the line advertising offers an intelligent approach to a company’s marketing

plan, serves a direct line of communication and engages company’s consumers directly,

pravides a quick and reliable solution to marketing and promotional activities, provides a

flexible resolution for all consumers worries, provides an efficient tracking system to know

where companies are fetching better results and s there a scope of improvement and a cost-

effective option catering for all specific marketing and proiotional needs of companics,

{Cadena, 2017).

2.1.10.1 Benefits of Below-the-Line Advertising

ta advertising. Donohuc {2019) captures tacitly that, below the line advertising pravides

hd comprehensive infoarmation (o prospective consumers and customers abaut products
!
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i in & 21 st cemury business landseape where reputation matters-more than ever.

Al iR methods are great for serting & name outthere and developing brand awarencss,

but below-the-line Advertising i preferable for fostering actual relationship with- potential

eustomers. On the ofher hand, Brown (2013) asserted that, below-the-fine advertising are

ExttGmedy targeted, resulis are better in terms of conversions. Conversions are better when the

isdone rding to 1 nier wants, Below-the-line pi | efforts are

focused on specific target group here a better reach can be easily executed, tracked and

Finally, below-the-line adverlisi

has casy controls. The return from these activitics
an be easily tracked ad monitored and steps can be taken to improve profitability and sales,
L10:2  Examples of Below-the-Line Advertising

It is unarguablc that below-the-line advertising has several examples. Jaales (2016) captures

clearly four categarics of below-the-Li ising ad [ollows:

i Direct Mail Marketing: While direct mail can have mixed results, when used properly, it
can be an effective means of advertising. Direct mail campaigns are professionally designed
and copy writers are hired to create compelling messapes that tend to draw the attention of
the customers. The costs for direct mailings are directly dependent on the size of the

campaign, but generally are lawer than most above-the-line adveriising techniques,

Dnor-to-Deor Marketing: Door-to-door marketing takes selling to a personal level, and this

"is one of the most common- forms of below-the-line advertising. This technique requires




e to make sales. Anexample
PHG00eto-dear marketing is insurance sales, an agent gives through their temitory, knocks

‘o doors and them tries to sell a policy if the person

isintercsted it learning more about what

they have to offer.

Exterior Location Marketing: The exterior location marketing involves driving intercst to

anevent or sale through the strategic usc of employess placed ulside the location. Typically,

“these methods include sandwich-board style promotions er even dressing up the employees
i a costume to draw more attention to the location. These employeés may stand alongside
the toad, getting the artention of passing drivers and passengers, While this technique is not
ofien employed. it can be beneficial for small companies, restaurants and auto dealers.

iv. Email Marketing: The email marketing can also be a form of below-the-line advertising if
acompany conducts the campaign on its own. The company communicates dircetly with the
consumet through this form of marketing and can direct the to a landing page where they
€an learn more about what the company is offering. This in turn gives the company the ability

to measure campaign effectiveness, Email marketing is generally inexpensive, and results

ean be good if the mail list is targeted and fresh and follows double opt-in guidelines, Double

optin refers to the process where consumers have to confiem their subseription to an email

list before emails can be sent to them.
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or psychological mechanism that cnable people to understand their
ent. Tn their own words, “perception is the process whereby people select, organise,

into ingful information about their work environment ™

Thicy arzlic that perception is the single most important determinant of human behaviour,

Siating further that “there can be no behaviour withoul perceptio:

* Though focyssing on

managers in work settings, Rao and Narayan draw atiention to the fact that since there are no

specific stratepies for understanding the perception of aothers, cveryane appears to be “loft with
his own inventiveness, innovative ability, sensitiveness and introspective skills to deal with

perception.”™

From a third perspective “social perception refers to constructing an inderstanding of the soc ial
world from the data we get through our senses” (Michener, Del.amuter and Myers, 2014).
Thus, perception “refers to the process by which we form impressions’of other people’s traits
and personalitics.”” One may have noticed that by referring to *our senses™ as the means of data

collection the authors may have plaged too much emphasis an its perception component, which

She first Two definitions clearly avoided. In other to shed morc light on this concept it

important for one to pay attention to the following elements of the above definitions of

‘perception listed by Rao and Narzyan (2014):

1. Ouratention, feelings and the way we act are influenced by our cnvironment.

5 Perception helps you to gather data from your surroundings process the data and male

' sense out of it.
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3. Percaphion guides the perceiver in harnessing, processing and channelling relevant
information towards fulfilling the perceiver's requirements.

2.1.12 Features of Perception

“This section is drawn from Nelson and Quick’s (201 3 concise description of the three major

chameteristics that influence our perception of other people:
1. Pereeivers-Specific Characteristics:

One of the perceivers-specific facturs that influence perception is familiarity with the object of
perception. Familiarity implies that, compared 10 others, we are befter positioned 1o make
observations leading to better relative ability to arrive at superior decisions about a particular
situation. However, you must note that for you to perceive someone accurately you must have
generaled nccurate data on that person during the stage of observation. This is because the
relationship berween familiarity and accuracy is not always direct. “Sometimes when we know
& person well, we tend to screen out information that is inconsistent with what e believe the
person s like” (Nelson and Quick, 2015), which constilutes a major danger in performance
. s Andther factor that influences social perception is the perceiver's attifuds. For

ce tio woman has ruled Nigeria since its independence in 1960, you are likely 1o

{he attitude that women are incapable of handling the ehallenges of leading this

Our mood is anather inportant factar that affests:

itry; which has na empirical foundation.




s

. Generally, the dif in our reaction to situations is a function

£0f happiness or sadniess in which we find ourselves, (.. Gur moods). Thus, we tend
Somoke Exsily remember information that identify with our mcods than those tht do not.
esandingly, Whenever we are in negative moods we gonerally tend to Torm nogative
UMPEESSions of others. The scif-concept of the perceiver Is also & critical determinant of
pereeption. Basically, people that possess positive self-concepts tend to perceive positive
atiributes in other people, while, thost with negative self-concepts tend o perceive negalive
attribiites in others. Therefore, grester nnderstanding of self allows us to have mors accurate

perception of others.

The cognitive structure, that is, a person’s thought pattern of thinking equally determings
his/her perception in significant ways. While some individuals are inclined to perceiving
physical characreristics such as height, weight, and appearance others pay more attention to
central traits or personality dispositions. However, there are people that are capable of

perceiving all these traits at the same time instead of focussing on only one aspeét:

2, Target-Specific Characteristics:

b ai pian is also influenced by certain characteristios that arc specific to the person

al appearance of the perceived. Some of these charavtoristics inelude heighy weight,
d age, race and: gender. In addition, the way you dress: speaks volume aBaut the way

ave perceived. More importaritly, perceivers find it easier to pick out those sppearanee
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ﬁ&drﬂg Bifficer that poes ahead to find out sbout your pastime, and knowledge of Service
4 delivery in the Nigerian banking industry. Would then be carrect to attribute this behaviour to
the marketing officer’s personality? You may not atrribute this to histher personality “because
of the influerce of the situation” Basically, in this context, this person is prospecting for

CusTemers fa whom he intends to introduce the services of histher bank.
2.2, ‘Theoretical Review

The theoretical perspective in a rescarch depicts the rescarcher’s understanding on the course
tinder study. In other words, theoretical perspectives play a role as the filter for focusing and
bounding the data to be collected This study is anchored on The Bottom-up Theory of
Pereeption and Activity Theory

2.2.1 The Bottom-Up Theory of Perception

Bottom-up processing is an explanation for perceptions that start with an incoming stimulus

‘and warking upwards until 2 representation of the object is formed in our minds, This process

iigaests that our perceptual experience is based entirely on the sensory stimuli that we piece

F‘ processing can be defined as sensory analysis that begins at the entry-level—with

can detect. This form of processing begins with sensory data and goes up to
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1B understanding perception is an example of reductionism. Rather than locking

.t peroeption more holistically, including how sensory information, visual processes, and

Expectations contribute to how we ses the world, botlom-up processing breaks the process

HoWn info: fts most basie elements

Relevice of the Theory to Study

This theory is used 10 deseribe how individual’s perception on an entity is formed. The Botion-
up theory of perception describes the way indlvidual will perceive an object as a data-driven
processing perception. This means that, every individual perception of shject is builr as a
pradual process of the sensors collecting the basic data such as points, horizontal or vertical
lines, as the main individual characteristics of the abject which are later connected to build a
= more complex, assembled surfaces and shapes in order to create complex perception of the

objeet he identifies.

2.2.2 Activity Theory

Activity Theory is a theoretical framework for the ‘analysis and understanding of human

2 hteraction through their use of tools and artefacts. Activity Theory offers & holistic and

Aetivity theory has been traced to the soeio-cultural tradition in Russian psycholagy

°s and 1930°s, Nasdi (1996) posics that “astivity theory is concerned with the

cal development of activity and the mediating role of arteficts. As the name “activity”

t ittvolvies & deliberate and determined interaction between two variables which comes
5 ;




Ao of “subjects” and the “ohjects™

: - An activity is composed of a subject, and an object,
mediated by a tool. The
 “subject

objects” most times can cither be tangible or intangible; while the

5" most times are the human beings engaging in the activity. Afler the interaction, both

the “objects’and the “subjects™ are eventually transformed. ‘Thus, according w Rubinshtein,

{1986), “subjects do not only express themselves in their activities. In a very real sense, they

are produced by the “activities”. Objects” can also be said 1 shape the way human beings

interact with reality.

Activity theory sees human beings (subjects) residing in an environment, as surrounded by
setfes of images (objects). Thercfore, in arder 1o understand the perception of human beings
with regards the objects they are surrounded with, it is important to carry out an analysis of the
objects. All human perception is shaped by the “objects™ they arc exposed to; thus perceptions
are created by the “objects”. The relationship the “subject™ has with the “object” gives it a

specilic dieetion and brings out the desired perception. Consequently. activity theory

fuighights tha the activities human beings engage in are mediated by wols in a broad sense.

Tools are ¢reated and transformed during the development of the act

itself and carry with

. the historical remains from their deyelopment.

them a particular culture-

and of social k

the perception of human beings. The activity theory also deseribes the way

participate in an enyironment using objects ither iously or by been



g bused on the fact that the intentions o individuals and their perceptions grow out of

ing they detive from the ohjeets. To put it definitively, activities are serfes of

and p of actions consisting of chains of events and actions which have an

immediate and defined goal.

Activity theory has been of high importance in various fields like education, management and
information systems, most especially in flelds that deal with human interaction, relationship
and perceptions. Researchers (¢.g. Kuutti, 1996; Liaw, Huang & Chen, 2007), have come to
realise that the activity theory is relevant and needed in understanding human beings within an

intricate and dynamic environment
2.3 Empirical Review

Coker, Iyamabo and Otubanjo, (2013} conceptualized the relationship hetween corporate
logo as an element of the corporate identity mix-and customer perception in a wholly
service context. The researchers carry out a review of the existing literature in the areas of
corporate identity and service quality with the aim of identifying a strong conceptual
" Backeround for an emerging model defining this relationiship, While the service quality

e revealed that “service respansiveness” is 4 critical variable for quality in' service

the corporate identity literature revealed five key models which formed the basis for

wonstituting elements of the corporate logo eonstruct. The emerging made] was
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its component elements). This exposure is mediated by another factor
Wsivenﬂs)‘ Which thus leads to an “outcome™

p_megpthm customers have of the brand

-conceptualized in this case, as the

The: svenknesses in the five key models highlights the need for the creation of an emerging

miodel which will serve as a new conceptual framework used to clearly examine the relationship
between the coneept of corporate visual identity on the one hand, and customer perception on

the other while also examining the role responsiveness plays in this relationship.

Netwithstanding the identification of “service responsiveness” as a mediating variable in this I
telationship, the possibility of ather factors mediating this relationship is berchy acknowledged.
Furthermore, by taking a cuc from the service quality literature, contextual variations may also
Gecur, Nonetheless, service responsivencss appears to be a relevant cotitribution (o the
iire;slu;: as a mediating variable in this relationship. As such, there is the need for further
Tesearch in terms of empirical validation of the theoretical finding within specified husiness

contexts.

However, Adiele and Opara, (2014} examined the impact of corparate identity on customer
patronage of quoted Banks in south-south zone of Nigeria. [he study cancluded that bank’s

identity affects customer patronage. The study population was 14 quoted Ranks,

are functionally registered and listed with the Nigerian Stock Exchange {NSE). The
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eempetitve market place (Malan, 2003)

Matably. this findings support the views of (WenerdcKaminoff 2005). They apined that Signs
are particularly important in forming first impression for communicat ing new service concepts,

for repositioning a service and in highly competitive industries where customers are looking

for cues to differentiate organizations. Signs displayed on the exterior or interior of & strcture

ples of explicit icati They can be used as labels, for directional purposes,

and to communicate rules of behavieur.Signs have also been found to reduce perceived

Growding and stress in a barking sciting (Wener&Kaminoff 2005).

Remarkably, when banks fficiently use their signs to reduce customer crowding in the hall,
commuricate their values and operational paticrns, and for implicit and explicit
commurnication, the result is that they will end wp increasing thcir eustomer level of

satisfaciion, retention which will eventually impact on their volume ol transactions and prafiu

inargin, Evéry firm should, in principle, seck profitable growlh over maximum sales. For

i mmp!e‘ prnfltﬂbﬁity index and market share studies {PIMS) found that strong positive link

ists Between sales volume and return on investment (Hooley et al, 2005). Similarly, they

rgued that superior

lity)). From (he forgone discussion, it is therefore evident that a finn's level of
ity ).

(customer patronage) Hkely results in superior finencial performance

with ite level of sales volume/volume of transactions, profit margin and

¢ cans Proxy

tion rate. Sigos on the oter Thands; are particularly important in forming fiest

mer reten




| impression,  for COmBAicating new service concepls,

for repositioning a service,
differentiating & company’s product from competing industrics, and in reducing perceived
SrOwiling and stress in a banking setting (Wener&Kaminoff 2005), From this discussion, the

researchers have ample empirical evidence to conclude that signs positively and significantly

affect cusiomer patronage.




CHAPTER THREE

RESEARCH METHODOLOGY
3.0Introduction

‘Ehis chapter describes the methods applicd by the researcher to achieve the abjéctives of this

study as stated in the chapter ane of this work. This chapter s built around the following sub

headings: Research Design: Population of the Study; Sample Size: Sample Technique;
Research Instrument; Validity and Reliability of the instrument; Methad of Data Collection;

and Method of Data Analysis.
3.1 Research Design

The foieus of this siudy is to find out audicnee perception on imprinted lago 15 atod] for below
e i, mediumn of advestisement of polvteshaics in Nigeria with special attention on the

undetgraduates of Abraham Adesanya Polytechnic, Tjebu Igbo, Ogun State.
8

In 2 bid to provide answers to the research questions of this study, we employed the Descriptive
‘Stivey Research Design. A descriptive survey atlempts to establish the range and distribution
Lof seme social characteristics, such as education or fraining. ocoupation, and lucation, and to

wer how these characteristics may be related to certain behaviour patterns or attitudes
over:

¢ Survey Research Desipn enables the researcher desoribes event in question and use

lkine data o explain and predict the situations that revolve around this study. Also
Gl
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ve Survey research provides room for the rescarcher to use small groups of people to

resent larger groups,

e major source of data to draw conclusion for this study {5 the primary source swhich will
4 %
make use of the distribution of questionnaire itéms to elicit respanse from the population of

Gijs_stu_dy in gecordance to the research questions.
3.2Population of the Study

‘The population of this study refers (o all students who are enrolled for the 2020:2021 academic
Session of all faculties of the school. From total number of the students who are in for the
202012021 academic session, the population was drawn or sven examined lo address the

Fesearch problem or meet the research objectives.

‘According to the report irom the admission unit of the institution, the total number of students
who enrolied for the 202012021 academic session stood approximately at Two Thousand and
Seventy — One {2.071). Therefore, the population of this study stood approximately at Two

“Thousand and Seventy —One (2,071)




RS SDling & a type of nonprobatility sampling in which people ere sompled

 siimply because they are ‘convenient sanrce

s of data for researchers. In probability sampling,

el element in the population has a known nonzero chance of being seleeted through the use

OF tandom selection procedure. This means only thase who are available will be given o

Questionnaire itcms to fill and return mmediately.

3.4Sample Size

A total number of Three Hundred and Twenty — Five (325} respondents constitute the sample
of this esearch. This sample sizc was gotien using Survey Monkey Sample Size Caleulstor
(Online) with the population of 2,071 and Confidence Level at 95% as well as having the

Margin of Error to be 5 %.

3.5Rescarch Instrument

Since we consider using Descriptive-survey method, it becomes important for the researchers

10 consider the questionnaire as the instrument to be used for the purposc of this study,

The guestionnaire items will be made up of two sections. The first scetion is set 1o collect the

demographic data of the respondents while the second segments will be set to elicit response

‘eaich of the four Tesearch questions as hightighted in the chapter ene of this worl,




ﬂm%e apgroval by the supervisor, 325 copies of the questionnaire will be distributed to and
collected from the Tespondents why

0 are readily available to £l iLon a spot.
. 3.6Validity and Reliability of the Instrument

To ensure the content validity and reliability of the questionnajre tems of this study, it is not
enough 1o depend on the supervisor's correction and comments on the questionnaires copy.
submitted to her. Therefare, the researchers abso considered Emp!ﬂy\:n: pilat testing of the
questionnaire ilems among the siudents at the level tvo in the Department of Mass

Communication of Abaham Adesanya Polyteshnic, Tjebu Igho, to validate the religbility of

the-questionnaire copy before embarking on the findings among the entire students. However,

the results gotten fiom the pilot testing of the questionnaire items will not be used in the chapter

four of this study but only to validaw the reliability of the measuring instrument

{questionnaire),

3,7Method of Data Collection

i accordance with the sampling technique adopted for this study which is Convenience

{iﬂmp]jng the researchers will ensure data shall only be gotien from respondents who are

Available to fill the questionnaire copy on the spot.




“ Al data generated from the distiibution and collection of Questionnaire copies from the

fespondents will be analysed in the Chapier Four of this study, The researchers will cmploy

quantitative and interpretative analysis. A simple percentage mude of calou]

ating would be
adopted to communicate the frequency of securrence of variables. All duta will be analyzed [n

tables, the tables will be uscd 1o present relevant information.




CHAPTER FOUR

DATA ANALYSIS AND IN TERPRETATIONS
4.0 Introduction

" The primary focus of this study is to examine audience perception an imprinted Jugy s a ool
for belaw — the — line medium of advertisement of polytechnics in Nigeria. This chapter is
congerned with the presentation and analysis of data gathered through the use of questionnaire
distributed and providing answers to the four (4] rescarch questions of this study.

Inthis chapter, the data collected were presented in tabular form, analyscd and interpreted using

frequencies and percentages. At the end of each table, comments were made to relate the

responses of the respondents.

The copies of questionnaires were distributed directly by the researcher and with the aid of

hired research assistant to the respondents. A total number of Three Hundred and Twenty —
: Five (325) copies were distributed but a total number of Three Hundred and Twenty (320)

eopies of questionnaires were retricved and analyzed. All data presented and analyzed stem

from the Three Hundred and Twenty (320) copies retrieved while five (3) questionnaire copies

‘were vaid and null.

[Data Analysis
collécted in the course of the research finding were analyzed using simple percentage

tabular of t dents’ responses an af



) :
i Az Demographics Data
1 Gender Distribution of the Rq

Jonse Freguency Percentuges
¥ i 150 47%
! emale 170 33 %
320 100%

Foe: Rescarcher's field survey (2022)

Table | above shows that, 47% of the respondents are male while 53% of the respondents are

female. This deduced that there sre more female in the population of the study.

Tj Table 2: Age Distribution of the R
b |

|
Response Freguency Percentage |
16—-20 80 25% ‘
21-25 200 63% I
2630 30 9% |

31 and above 10 3%
T 320 100% |

otal
Souree: Rescarchers field survey (2022). 1

“Tuble 2 above shows that, 25% of the population are between the ages of 16-20, 63% are |




dbave: shows that, 47% of thc respondents are curremtly in ND 1, 17% of the

8 are in ND 2, 23% of the respondents are in ND 3 while another 17% of the

tespondents are in ND 4. The inference drawn from this is that, majority of the respondents ace

i ND 2.
|

Research Question 1: Wiat is the ievel of exposure of the undergraduates of Abrakam

Adesanya ic to the imprinted logo of the

Ttem guestions in table 4 — 8 of the rescarch instrument were used fo answer Research
Question 1.

Table 4: Are you a student of Abraham Adesanya Polytechnic?

OPTIONS

FREQUENCY

PERCENTAGE

Yes

320

Nao

100%

Not sure

TOTAL

100%

Source; Researcher’s ficld survey (2022)
“Table 4 ahove shows that, 100% of the respondents are students' of Abfaham Adesanya

Polytechnic. The inference drawn from this result is Lhat, all of the population proportion are

s

' Do you kaiow: it AAPOLY hasa co

;iiﬂdms of Abraham Adesanya Polyteshnic.

rporate logo?

FREQUENCY

PERCENTAGE




13 abOVE shows theit, 94% of the ruspandents are aware fhat AAPOLY has a carporate

)
3 080 and valy 6% are not aware that, AAPOLY has a corporate loge. The inference drawn from

s his result is that, majority of the population are aware of the existence of AAPOLY curporate

logo. -

‘Table 6: If yes, have you seen this loso recently?

OPTIONS

FREQUENCY

PLERCENTAGE

Yes

300

100%

No

Naot surs

TOTAL

300

100%

Source: Researcher’s field survey (2022)

‘Table 6 above shows that, 100% of the respondents have seen AAPOLY logo recently. The

iiference drawn from this result is that, majority of the population have scen AAPOLY logo

recently,

Table 7: Can you recognise it if seen?

OPTIONS

12% said they cannot tecognize AAPOLY |

hat, majority of the popul

FRE/

FERCENTAGE

B88%

12%6

100%

opo if seen. The inference drawn from this

ation can recognize AAPOLY logo when seen.




PERCENTAGE
40 12%
280 88%
L00%

Souree: Researcher’s ficld survey (2022)

Table 8 above shows that, 12% of the respondents agreed that, the image they saw is the right
presentation of AAPOLY logo, 88% said the image shown is not the right presentation. From
the wesponses derived to item 8, it can be deduced that, majority of the population who opined
that, the image is not the right presentation of AAPOLY logo actually can recognize the logo

very well.

Research Question 2: What is the level of exposure of the undergraduates of Abraham

Ade F ic 1o the impriy logo of the p ? i

Tfem gucstions i table 9 — 12 of the research instrument were used to answer Rescarch
Question 2.
e school premi
PERCENTAGE
6%
31%
%
6%
2%
108%

Aprec
gly Disagrec




Fable D above shows that, 56% of the respondents agreed that, AABOLY logo is imprinted an

“almost all objects in the school premises, 31% agreed while 5% strongly disagreed to this

asgertion and 6% disagreed that, APOLY logo is imprinied on alinost all objects in the schoal

premises of Abraham Adesanya Polytechnic. The infurence drawn from this result is that,

majority of the population of the stady apreed that, AFOLY logo is imprinted on almost all

objects in the school premises.

Table 10: I can mention up to 5 object;

the school premiscs where Lhave secn AAPOLY

logo.
OPTIONS FREQUENCY PERCENTAGF.
Strongly Agree 180 56%
Agree 100 3%
Strongly Disagree 15 B
Disagree 20 6%
Neutral & 2%
TOTAL 320 | 100%

Soliree: Researcher’s ficld survey (2022)

Table 10 above shows that, 56% of the respondents apreed that. they can mention up to 5

objeats in the school premises where they have scen AAPOLY logo, 31% agreed while 3%

strongly disagreed to this assertion and 6% disagreed, The inference drawn from this result is

tha, it is more cstablished that, APOLY logo is imprinted on almost all objects in the school




11: AAPOLY has given a b
& polytechuic.

igh prottinence to their logo as form of advertisenent

FREQUENCY

PERCENTAGE

200 63%
100 31%
[ Surongly Disagree 5 :ze::
Disagree 10 %
Neutral 3 20,
TOTAL 100% I

Spurece: Researcher’s field survey (21

Table 11 above shows that, 63% of the respondents agreed that, AAPOLY has given a high
prominence to their logo as form of advertisement for the polytechnic, 31% agreed while 2%
strongly disagreed to this assertion and 3% disagreed to the assertion that, AAPOLY has given
‘a high proinence to their logo as form of advertisement for the polytechnie. ‘Lhe inference

drawn from this result is that, AAPOLY has given a high prominenee to their logo s form of

advertisement for the polytechnic.

arce: Researcher's field survey {2
[heir Iogo behw!

7t

12 ghove shows that, 23% of th

frough their logo beteen §1 and 75 pe

022)

Table 12: On the scale of 100 %, to what percentage do you think AAT'OLY has
advertised the school through their logo?

FREQUENCY
75

o0

115

40

320

022)

con 0 and 25 percentage, 28% said AAPOLY has advertised the school

cir logo between 26 and 50 percentage, 3694 said AAPOLY has advertised the school

B

& respondents said AAPOLY has advertised the school

roentage while 16% of the respondents said AAPOLY




the sohy i i
IGal through their logo between 76 and 100 percentage. This means that,

v of the res i
Pondents opined that, AAPOLY has advertisod the school through their logo.

eh Question 3: Wizar are roley of imprinted togo of Abraham Adesanya polytechnic
creating brand ition. for the poiy

Wgchnic?

among dhe under of the

* lfem questions in table 13 — 15 of the rese
Question 3.

arch instrument were used to answer Research

\Table 13: AAPOLY Logo is very unique in creating brand icion for the i
OPTIONS FREQUENCY PERCENTAGE
Strongly Agree 130 56%
Apree 100 1%
Strangly Disagree 13 5%
Disapree 20 %
Neutral s 2%
TOTAL 320 100%
Source: Researcher’s field survey (2022

- Table 15 above shows that, 56% of the respondents agreed that, AAPOLY Logo is very unique

8 creating brand recognition for the institution, 31% agreed while 3% stongly disagreed o

nition for the institution. The inference drawn ffom this result is that, majority of the

i of the smdy agreed that, AAPOLY Lopo is wery unigue in creating brand

i for the institution.
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drawn from thi i e
s result is that, majority of the population of the stady agreed that, the

POLY logo is playing in creatl
L B0 is playing in creating brand recognition for the institution cannot be

\promatig the institation identity among the undergraduate of Abtaham Adesanyq

\ Palyrechnic?

“Hfem questions in table 16 — 17 of the research instrument were uscd to answer Research
Question 4.

“Table 16: 1§ AAPOLY logo effective in promoting the institution’s identity among the
iindergraduate of Abraham Adesanya Polytechn,

OPTIONS FREQUENCY PERCENTAGE

Yes 280 88%

No 40 12%

Not sure 2

—_— 7 ~
i T 320 100%

Souree: Researcher's field survey (2022)
;’ Table 15 ahove shaws that, 88% of the respondents agresd that, AAPOLY logo is effective in
g{n‘mo!lng (e institution identity among the undergraduale of Abraham Adesanya Polytechnic,
said AAPOLY logo is not effective in promoting the institution identity among the
duate of Abraham Adesanya Polytechnie. From the responses derived 1o itsm 16, it
gﬁ;ad that, AAPOLY. logo effective in promoting the istituriofn identity among the

vi ate of Abraharn Adesanya. Palytechnic:




geis it?
FREQUENCY FERCENTAGE

26 —50%
51 =75%
76 ~ 100%

TOTAL

100%
iree; Rescarcher’s field survey (2022)

Table 17 above shows that, 23% of the respondents said AAPOLY logo is effective in
promoting the institution identity among the undergraduate of Abraham Adesanya Polytechnic
between 0 and 25 percentage. 28% said it is effective between 26 and 50 percentage, 36% said
itis effec(ive between 51 and 75 percentage while 16% of the respondents said AAPOLY logo
is effective in promoting the institution idemity among the undergradugte of Abraham
Adgsariyi Polytechniic between 76 and 100 percentage. This means that, AAPOLY logo is

efféctive in promoting the institution identity among the undergraduate of Abraham Adesanya

Polytechnic.

4.2 Discussion of Findings
RESEARCH QUESTION 1: What is the Jevel of exposure of the undergraduates of

inted logo of the polytechni

d&.&nﬁnm Adesanya Polytechnic to the impri

st fon W highlight level of exposure of the
§ i of this Research Question was 1o huyl p
primary aim o

t6s of Abraham Adesanya Polytechnic to the imprinted logo of the polvteshnic,
dual

the findings presented usitig Table 4 ~ & it can be said that, majority of the

reraduates of Abraham Adesanya Polgtesmic are yery tnush exposed {0 the Euprinted.

oo of the polyteshie, The seudy faund ot that, 100% of the respondents. are & ot




i Adesan: TR 8
¥4 Polytechnic. The inference drawn from this result is that, all of the

[N Proport
Of} Proportian are students of Abrabam Adesanya Polytechnic. The study discovered

4
94% of the. respondents arc aware that AAPOLY has & corporate logo The inferonce

e froim this result s that, majority of the population are aware of the exisence of AAPOLY

corporate loga. s study realized that, 100% of the respondents have seen AAPOLY logo
tecently. The inference drawn from this result is that, majorily of the pupulation have seen
; AAPOLY logo recently. The study found oul that, 88% of the respondents said they can
recognize the AAPOLY logo if seen. The inference drawn from this result Is that, majarity of

the population can recognize AAPOLY logo when seen, The study found out that, (2% of the

respondents agreed that, the image they saw is the right presentation of AAPOLY logo and

8854 said the image shiown is nat the right presentation. From the responses derived to item 8,

it ean be deduced that, majority of the population who apined that, the image is not the right

| presentation of AAPOLY Iogo actually can recogaive the logo very viell

RESEARCH QUESTION 2: What is the level of prominence given to imprinted logo of

f advertisement for the polytechnic?

raham Adesanya Polytechnic as 8 medium o

i i St find aut the level of promincnce given to
i i Research Question was o fin prominence g
pritary aim of this

1 of Abraham Adesanya Polytechnic a8 a medium of advertisement for the
logo

e From the findings P"“cnmi using Table 9— 12, it can be said that, AAPOLY has
HiC.

a5 form of advertisement for the polytechni¢, The sy

rominence to their 1080

i ;nhighp : ¢
xesﬁwudmagfehdthm,m’cw logo is imprinted-on almostall -

found out that, 56% of 1€




in'the school i 4
HLEIE SEROOL premiscs and 31% aprecd. The inference drawn from this result is taa,

ity G the population of the sty agreed that, APOLY logo is imprinted on almost all
BetS i fhe: school premises, The study found out that, 6% ofithe respondents agreed that,

they can mention up to 5 objects in the school premises where they have seen AAPOLY logo

APOLY logo is imprinted on almost all objects in the school premises. The study found ou
thn;. 65% of the respondents agreed that, AAPOLY has given a high prominence to their logo
‘a8 form of advertisement for the polytechnic and 31% agreed. The inference drawn from this
regult is that, AAPOLY has given a high prominence to their lngo as form of advertisement for
; the polyiechnic. The study found out that, 23% of the respondents said AAPOLY has
adyertised (he school through their lopo between 0 and 25 percentage, 28% said AAPOLY has
:- ‘advertised the school through their logo bitween 26 and 50 percentage, 36% satd AAPOLY
has adverlised the school through their logo between 51 and 75 percentape w hile 16% of the
d AAPOLY has advertised the school through their logo between 76 and 100

| respondents sai

eentage. This means that, majority of the respondents opined that, AAPOLY Has advertisod
neentagc. J Al

sohaol through their logo-
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