


AUDIENCE PERCEPTION ON IMPRINTED LOGO AS A TOOi, FORBELOW - THE - UNE MEDIUM OF ADVERTISEMENT OFPOLYTECHNICS IN NIGERIA (A STUIJV o?- UNDERGRADUATES INABRAHAM ADESANYA POLVTECIJNIC, IJEBU JGBO OGUN STATE)

DY

AWOJODUN FATAi FTKAYOMI
OLAIIJE TAOFREK OLlIWATOSIN
MA.JEKODUNMJ TEMILOLlJWA GRACE
AKPOROWHOOGIJENEKEVWE FAVOR
OLUSEVJ OLllWATOSIN MICHAEL
JMRAN M LJIZ A.DEO LA
AUDULRAJIMOM HABEEB O.LA \VALE
MOIBJ OVINDAMOLA E:-IIOLA
GEORGE JUSTINA f:ll!ERITEI
SMART FAITH IJEBORAH
AYANLEVE OMOTOMIWA A YOMJDJ.:
LAWAL A YOKliNLE IBRAHIM
BANKOLE ADFP?Jll FATIIIA
I\VALFSlN HASS.Al\ AYOBAMI
OLAWVNMJ EMJ\.'JANUEL
ORET ADE ENIOLA A YOMJDE

20-10-0459
20-10-0464
W-10-0488
20-10-0513
20-10-0516
20-l(J-0528
20-10-0529
W-Hl-0557
20-10-0564
20-10-0573
20-10-0574
20-J0-0584
20-10-0598
20-10-0607
20-Hl-0618
20-10-0624

A REStURCII PROJECT SlJHMITTED TO THE DEPA.RTl\·Ilf'IJT
()F -'"IASS

COMlllTNJCA TIOl'i, SCHOOL Of l\UNAGEMEKT AND BIJSt'{ES? STUDJF.S,
AHRAHAM AlJF.SA!\"YA POLYTECHNIC, IJEBU-IGBO, OGl!? STATE

-

IN-PARTIAL FCLFILL\lENT OF REQUIRlr:i\lENTS FOR THE.AWARD Ol<'

',ATIONAL JJIPLOMA (ND) DEGREE IN IUASS COMMlJMCATION

OCTOBER, 21122



CERTIFICATION
This i,; to certify that, this reSe.flrch work w.is carried l.lllt by l\U .. JF.KODU?MI, Temilolul'l·a
Ora.ce (20-10-0488); '1:0fHI, <.>,-i1ulamola Eníola (20---10-ll557); GEORGE, Justina
Ehierilt'i (20-10-0564); OLATIJE, Taofeek Oluwa!osin (20-10-0464); LAWAL,
Ayokuule Ibrahim (20-10-0584); fWALESJN, Hassau Ayoh:imi (20-10-0607);

ABDL'LRAIIMOM, Habeeb Olawalc (20-10-052?}: DANKOLl:., Adcpeju Fat.hia (20-

10-05?8); úllETADE, Fuinla A:rnmide (20-10-0624); Ol .. -'nVU'l(r'\U, lmnrnunel (20-10-

06IR); OLUSEYJ, Oluwatnsin (20-111-0516); AKPcmo,1,.rHo, ()gltcnehvwc Faw)r (20-

10-0S13); IA·IRAN, Mui:1. Adet>la
( 20-111-0528); SP.'!ART. Faith Deborah (20-HJ-0573);

AWO,IODl).'lf, Fatai Fikayomi (20-lll-0459); ô!tld AYA,'.1,/LF.Y.E.Omotomiwa Ay11ruide

(2_0-10-057-1); in tbe- DcpaltmL•nf of \-fass (\1111mm1icatirn1, Sç,honl of /\fanagemcnt m1d

Business Swdits, Aflr,ih.ilm Adr;>sanya PD!ykchnic, ljc:h11-lgbo under n1y SllflLT\'[si.m

o '
--

?--.
Mrs,AdcoyeS.F
Supen·isor

Hettd of Department Date



CERTIFICATION
This i,; to certify that, this reSe.flrch work w.is carried l.lllt by l\U .. JF.KODU?MI, Temilolul'l·a
Ora.ce (20-10-0488); '1:0fHI, <.>,-i1ulamola Eníola (20---10-ll557); GEORGE, Justina
Ehierilt'i (20-10-0564); OLATIJE, Taofeek Oluwa!osin (20-10-0464); LAWAL,
Ayokuule Ibrahim (20-10-0584); fWALESJN, Hassau Ayoh:imi (20-10-0607);

ABDL'LRAIIMOM, Habeeb Olawalc (20-10-052?}: DANKOLl:., Adcpeju Fat.hia (20-

10-05?8); úllETADE, Fuinla A:rnmide (20-10-0624); Ol .. -'nVU'l(r'\U, lmnrnunel (20-10-

06IR); OLUSEYJ, Oluwatnsin (20-111-0516); AKPcmo,1,.rHo, ()gltcnehvwc Faw)r (20-

10-0S13); IA·IRAN, Mui:1. Adet>la
( 20-111-0528); SP.'!ART. Faith Deborah (20-HJ-0573);

AWO,IODl).'lf, Fatai Fikayomi (20-lll-0459); ô!tld AYA,'.1,/LF.Y.E.Omotomiwa Ay11ruide

(2_0-10-057-1); in tbe- DcpaltmL•nf of \-fass (\1111mm1icatirn1, Sç,honl of /\fanagemcnt m1d

Business Swdits, Aflr,ih.ilm Adr;>sanya PD!ykchnic, ljc:h11-lgbo under n1y SllflLT\'[si.m

o '
--

?--.
Mrs,AdcoyeS.F
Supen·isor

Hettd of Department Date



CER.TIFICATION
T'rus i1>to certify th.at, lhis reSe-11.Jch work was carried ?1L1tby l\·U .. IEKODUNMI, Temiloluwa
Grace (20-IO-fl488); '1:0IRI, Oyindamola Eníula (2tJ.-.I0-0557); GEORGE, Juslinu
Ebierir.._..¡ (20-I0-05M); OLAIIJE, Taofcek Oluwatosin (20-10-0464); LAWAL,
Ayokunle lbrahim (20-10-0584); f\\'ALESIN, Hass:a11 Ayollami (2<1-10-0607);

ABDL'LltA.IJMOM, Habeeb Olawalc (20-10-0529)-; BANKOLE, Adcpeju Fathia (20-

Jll-0598); ORETADE, F.11iola A?·omitle (20-10-0624); Of .. ;r\VU'\/r'\U, tmrnannel (20-10-

06IH); OLLJSEYI, Oluwatnsin (20-JU-0516); AKPORO,t..rHO, ()gltcuckevwc Faw:ir (2{1-

10-0SU); IJ\·IRAN, I'I-Iuir. Adevla
( 20-111-0528); Sl\fART, Faith Deborah (20-I0-0573);

AWOJODlJ.'\/, Fatai FiN1yomi (20-Hl-f1459); ,md AYA:"ILF.YE. Ornotomiwa Ayomidc

(??-10-057-1); in tbe l)çpnrtmL,nt of :\•lass ü1111mm1icaticm, Sç,ho1,I of 1\-fanag.emc!lt mid

Business Swdies, Aflr,iham AJl;'SílllfJ Po!ytc::dnic, [jchu-lgb1, Llllde1- my 5llf1LTV[si11n

J¿?;;?
Supervisor

_3\_h_J;}-?_;¡,_?
nace

He11d of' Oepur1nient Date



DEDICATION

'lhe whole ofthh: work is dedicated lo God Almighty àrid the priceless gil"b given to us hy

·llllflJ.Te and our pan.:nts.

Ill



ACKNOWLEDGEMENTS

Wt: are grnteful to Almighly God for giving us lhe stn.·,.--1?rth,kt1¡)·wlcdge ,ind undcrstandíng tu

C:Omplclc this project. Ili!i love has btcn mote than :=.ufficien1 to keep and ?u?tain us.

We wish Ui express rny sincere gratíludc te, nur Slipervisor, Mrs Adeoye S.F., whose
contribution and constructive crlticisn1 !Jn..? pushed Lis w expend the kind uf efforts we hav¡:
éxerlcd to make Uiis work m,; original as it can be. Thanks tu her as v,•c h:i\i'e experienced tme
research and my knowledgc on the suh_j¡;ct matter h;is bccn broadened. We will never forget
yottma.

We also l".Xlcnd grntirnde :md <1pprcciJtion te, our H(IO ílnd lecturers in tli<.: Department of Mass

Communication Abraham .-\desany,1 f'olylcchnic ljehu-Jgbc.', whn hilve taught us ai om:: point
or the other

We also\\ ish to acknowledge !he great .suprnrl of Ollr par.:nts.. Mr. uml \frs. Majekodunml; Mr
and Mrs. Moihi: \-fr. and l\.·1rs. G-:orge; .\-lr. :md :,.,1rs. Olai(k': 1\-fr. and [\.•frs. Law.al; !\fr amlMrs.
lwalesin: ;,,,..-1r_ <1nd 1--frs_ AhJulrnlm10m: Mr. and \lrs. H,mlwle; l\·k ;;nd Mr?. On:t,1de: Mr. 1md

Mrs. Olawlllrn1i; r,.¡r_ ..iml ,\1frs. O!useJ·i; i\k rtnd :',-'lrs . .-'\kp0rowho: Mr. and :Vlr?. lmran; r..-tr. and

Mrs. Srm1rt; l'.k and \-frs. Awo.iodur1: and \-Ir. a1\d l\-'lro. AyilnleyL:, for their love, care, íinatlcial

support úvl:"r the )'ear towards 11ur .academic pur?uit. God bks? you all

Also we would like to tlmnk vur families ami li-lends forlhcir suppGrl. Without that support we

could not have s11cc.:cdcd in i;umplcting this projec.t. In whok, we Wul1ld like tothank.e;'eryone
who helped and motivated us to work on this pn?L:c\.



ABSTRACT

e::-;
·:,:

Kcyword.s: Audience, I'nceptio11, llllj1ri11tcd Lng"o, Hdow-thc - Linc, Allycrtisemcnl

·]'-



TABLE OF CONTENTS

Tltk Page

Certification

Dedication

AckMi,.vledgements

Abstracl

Table of Contents vi-viii

CHAPTER ONR, INTRODUCTION

1.1 Background to the Study

L2 Statement of lhe prnhlem

1.3 Ohjü::tiws. ufrhc Study

1.4 Research Questions

1.5 Significance of the Stuciy

1.6 Scopi.:: of the Study

L7 Limitations to the Study

1.8 Operational Definition of Terms

CllAl'TER TWO, LITERATIJREREVIEW

I 3

3-4

5-6

Introduction

Conceptual Review



1,ç-/'

ij.:.t,fi:t The Concept ofCorpo-r¡ite Communication

l;_f.2 The Concept of CorpMate Identity

2,1.3 The Concept of Logo Creation

2.1.4 Background of Adwrtising

2.1.:5 Meaning or Advcrfr,ing

2.1.6 Cla?sificatiun of Advertising

2.1.7 Maín Types of Advertising

2.1.8 hmcti011s of Advertising

2.1.9 Oetenninants of Advc:rtising lvkdia

2.1.10 Concept ofBdow-lhe-T.ine Adverti:-.ing

2.1.11 General Overviev,· of Perception

2.J .12Features of Pen::t::ptio11

2.2 Theoretical Rc-..,iew

2.2.1 The Bottom-Up Theory of Perception

8 10

10 13

!3-15

15-20

20- 22

22-24

24-25

25- 28

19-31

32-36

37-3?

39 42

2.2.2 Activ¡ty ThLúry

J,3 Empiricàl Review

42

42-44

44-46

46-51

R?search Design

52

52-53

vir



CHAPTER ONE

INTRODUCTION

),? __

i?t Background to the Study

-?/
No·two c1uJie11ce can fü::ll1ally s,;e the same tm:ssage fflirn the same ¡l(:r.,rcc\ives. This is one l)f

the key features that m.ike communic-.ation dync1mics. The ideJ ofperccptlon has bu:n 1'.ubjcdcJ

to intellectual evaluation ovtr the }'Ciirs. Amon¡;: 1.he thought; tílat hnve emel'gL'd In !his m1dy

is the WOl'k of Hurne_ 1\i;;çorJing to Hunrn, a phihJ.?opl1er, 1/1e human tho11ght is unhounLkd. He

said that .ilthm1gh the huinan body is confim:d LD one plar1et, the mind (all rn.:im instantly into

the most .1.fr,tantanJ for remCJvc(J region ,if the universe (Stump & fieser, 201:l), He als.os,tid

lhatthecontents ofthe f1umdn mind can .Jll he roêd\lced l'ú llK· matr:riílls that arc given us by tile

senses ;rnd experiente_ c1nd lie c,1lled t11,hi:: 11m1erials ptK:epLi1,n?

Gamble and C.llmhlv (::'Ill)) (kscribié' commtmit:aliI>n ;1s belHg h'i¡;dkd in the ,if om

"humanness." This can be considered to k lin lip! desçripi:io11 since 11ur lives tmly 1..kpcml on

communication. Co111munlclilÍ{)n fonn_, thc Dentre of human existenct: l_1ç.ç;rnse il b the means

by which human lit-ings relate with their environme11t. ln fact, Intra-personal commtrnirnti,m,

which is the c1..nrnrlLmication that takes place wíthin ?i.;IC ?lrit?s that om: ;:ommunicatt.:s with

himself. This is very signifr;:attl because citir selt?identjry is a¡;;; n;sult of our communication

about oursclvt::s lo ourselves

-,\dvertisemcnts of any product? is always regarded as .a communication procc?s where the

·11.$.itder (advertiser) always have a mc.::csage to de!lver to lhe receiver (targeted audience ofsuch
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i?/
f¡J(_·. :?ent). Adverfüing is a markding commurllcation thal ,mplo)'s an ,lpenly sponsored,

_.1""( 1$)1?,l)etwnal message to prnmoteondl .i rmduct s..:rvice or ide.a. Sponsors. of advertising ate

typkaHybu,;incsseswishlng k1 promote their pr1Jducts orscrvii:l'.s. J\dvcnising is ditforcntiated

from puhlic rel;,ilians in that un adh:rliser pays for ,md lrns control over the me;;sage. It díffor;;

from pe11>onal selling in that the mó?agc is twn-pcrs,inaf, f.c., nor directed to a p?rlic.ular

individual {Eskil&on, 2017). Advi:rtising is cummunicated tbrougf1 various mas., media,

including trndition;¡I medía such as newspapers. magazh1es_ Ldc\•isiDn, radio, 01.rtdoor

advertising or dírcct mail; 11nJ nu\· media su-:h a? sç,11·ch rs'sults, bl1lgs. i,oc:i.il mi:Jia, wcbsiws

or text messagc':>, The actual presen!JtiO[\ L'i' thc mcss;1gc Ln a medium is rcfom.:d tn RS an

advcrtisement [advert rir 4d for sh0rr) (Sé,m1. 2017)

Advertising may bo0 CílTegorlzed i11 ,i 1-'?ridy oi i11duditJg by style, large!. m1dlence,

geographic scope, medium, or purposL•. l'orc:i.:ampk. i11 ririnr..idverfüing, da,siiicalinn hy style

can include display a<lvcr1.ising (c1.th wilh de.sign ckrncnts sold by size) vs. classified

advertising (ad? withoLJt design elements sold by the word or lir1e]_ Atlvc1iísing may be ln1;al,

national or global. An ad campaigll nMy bt directed 1,:,1-\•arJ ?•.msumcrs or to businesses. Tiie

purpose of an ad may be to ml;,(; :iw:m:.:11cs:-, (hra11d aJ\·?nising), Llr to dlcii an immediate sale

(direct response ¡i,Jvertisíng) (Bigm, 2018]. The term above the line (O'\TL) is useJ for

advertising involving mass medíict; more targeted forms cif w.lverllsing and prnmotion are

tfilferR':d toa:io below the !inc(I3TL). The lwu krm? dat?, b!!(;kto 1954 \,;•hen Procter& Gamble

)tiqpm paying tbeir adverti?ing agencies differefltly from other promotio11al age-t1.dés. In lhc
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??::""_Q'IUA{liSadYcrtlsing technology d.:vdopcd, a new term, through the line (líl) began to come

'
.. ?

-? referring to integrated m1vertising campaigns. (Clow, 20 ! 7).

As crucial an<l indispensable as commutlicmi1..m is to life. hnv.,ever, it is m1t independent in it:5

fimctions. The success c1nd ç1Tr.::ctlvenes? c,f communication hi:avily d?spends un certain other

factors,chiefamongwhid1 is the perceptu,11 prcicess. 11 is pos:,;ihle for.i Com1111micatorto enwre

that he has a dcl!T rncss.1ge, se11<l il thrnugh ;m appropt·iatt medium, :md even dimina(J; tioisc

as much as possibk However, it¡? impcissiblc for him to detennine wh.i.t the n;ceiver thinks

oftbe l)lc:,;!;age, that is. the receiver may re,eei\'c the ílctrni.! m1essage bili think of iL diffl:rently;

this is the releva.nee ofpo:rccption. Pcrctpti0n represcnb tbe pn1cess of making mc.m1J11g out of

experiences. Thi? c.tLld}· Hu.:ré: examines audin1ce pi.:1\:epti.:111 011 im¡ninted logo flS a t."Jol for

below lhe line medillnl of ad,,.ertiscmcnt of polytc:chn?c? in Nigeria wi(h 5pcc.ial atknlion on

the umkrgradllatcs of A'1raha171 Adesdny?1 P.:ilytc•.::hnic,ljoebu lgb,-,, Ogun State

1.2 Statement of The Problem

It has bcl:17 observed that the fact that a recci1-·er n:c·áve? the actual me:,?a?edoes not gu:u:a.ntce

that he interprets it in tlie way intrnded hy the ?C)Urct:. This can gives a solid tmcklng to the fact

thai an adven can bc given Jifti::rent inte-rprdaliüTh ha'>cd on ,vhal lhe audience sec? lt to be.

A scenatio ofa pai11 relievc drug to be adverti.\ed is 317 tuea uf about 8.0% of the pop1.1h1tion arc

Mu,-Hms, will give a vi•,:iti illustration to what amfoo:11cc perceptinn can lrn)k like. On the page

if lhe drug carwn is a gr,1phical reprc&entatiDn of an unhelllthy man who ta.kes the pain relieve

?-

,;

,)'ititg
and b?comes healthy. ln other words. the message the advertiser 9f this product wnnts to
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- ../??Í.·tfu,t,
''take this drug and be healthy .ind strong,",\ typical Mu:slim in this aren where

1tii,s,drugi3 branded wiltccrtainly have aconlrary interprctation te, this advert becau? Mus.lims

read·frotn the right hand side to the left hand side. ln ,;.\iL1rt all what is likely forth is Muslim to

read is a man wbo is healthy .1 strong thc11 tah? llie dnig: t1nd (n:¡:;Ot\lt: unhealthy. This is the

rea.<;on audience perccrüon in a communication proce,;.s is mmtly cc,n:'>idcrC"d paramount.

With so much evidences, logo \!f Abrnhllm 1\d;.,saay:1 Pol}'tcdullc has bt:cn in1printcd 011

locm:ions where mostofthe 11ndcrgrndm1h:s Df Abr.ahnm Adesanya PolyLechnic can always se.:.

Some of these students may likely see 1lv.:sl;.' imprinted l11g0s ni the ,c.hool .is a medium .:if

advertisement whik some will c.on?iJcr it ao jL1st a label t!'I iúentii}· that. object \1•herc the logo

is seen is a prope1ty uf Abrahmn ;\dcsanya polytcdrnic. This then bi1ih need for this. ?uidy lo

fü1d out if undcrgriidua1es of /1.hr.1h.i111 Adeoiin;·a r()ly,ecTinlc seC" imprinted kigo of Lhe

instítulíon a,<; a tool for be]QI\' thi: line 111..:di11:n
ofid?..:rlise111cnt for the polylechnic.

J.3 Objectives of The Study

1. To high1íght le\'cl of expnsurc ortht t1ndcrgré1.<lu,ne? uf Abr.:iham 1\Jescmya Polytcdmic tv

the imprinted logo úf1he po1:,1cchnic

2. Tú find out the kvd of prominence gl\'en to imprinted log() of .',braham A<lesanya

Polytechnic a? a medium of :idvcrtisunenl for the ¡mlyh:chnjc

3. ro asccrtajn the roles of imprinted !o?l) of Abrc1hàm Adcsanyo pL?l:,tcchnlc in creating

i,tarid rccognitíort fr1r the polytech17ic .imong the undergraduates of trie pOl)teçtlnic,
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• ,?•JJ?,;;J{l,,mti:fy
the effectiveness of lmprlnted logo 11í Abraham Adcsanya Polytcd111k in

}?'f:
?

,.· ?,i)mcrting the in?tilution identity among the undergraduate of Abrnham Adesanva

Pol)'tecbnic

t.4 Research Questions

1. \Vhat i.s the level of exposure of th1: utidergraduates of Ahrallam ,\<lesmiya l'oly1cchnic to

the imprinted logo oflht -polytechnic''

2. What is the level ol"promln1:nce gi\'en t() imprinted lugl., of /1,hn1ham 1\dc,,anya Pl1lytcchnic

as J. medium ofadvertis.:1nent for the µnlyttdmic?

3. What are roles uf imprinted kgo of /l.brnbm11 AJesany.1 p(1lytcchnic in Cíl'..'ltíng hrand

recognition for lhe pol}'1cchnic <1117,;nglhe undugr:1dL1at-:'> of the r,nlyttd,nil.:','

4. How eftCctive is imprinted loge of /l.br,1h?n1 Adesanya Polykdiaic in promoting the

im.1itufüm identity a1mrng thc under¡!_r.i<lti?te c,f Abraham Adesanya P0l;·tcchrtlc?

l.5- Signiflc-aucc of the Study

The study can be of academic :md so.:lo-e.::Dn,)rnic signitic,m2-e in th-: following \Vays.:

The m:magemi::nt of /üirnh11111 ¡\Jesanya Polytechnic wlll crnm':: to s,:;c the m?1-it úl'below Lhe

- line advertisement. Th1.: researchers shall dwell on 1ht impm1.a11ce DI paying more :.ttention

of the below-the - lin1c forms. ofad\·Crtísemcnt as It is <l form ofper5uasi·vc communicalion

that spePkS directly m ihe targeted audience

ThO,:·f¡Jbfü:s of Abraham Adesanya Polyte<:hnic thwugh thi? study will come to s.ee the real
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_' f ,o.tgailisatiom• ill the priva.te and puhlic: sections will come to see crcativ1: ways on

:tê}; ·bow- ro use below - the - lim: forms of advertisemmt in impro\·ing th.: awaren1:ss and

?nee of their brands in the competitive m1ukct as we have today.

\ t.6 Limitation to the Study

ThemO?l constant entity ever)' study mu-;,\ he foccd witl1 is limitatlt.,n?. Therefore, limifalion of

this study is timc u:mstralnt. The period in which the r(·stmchcr woulJ be cm1ducti11g rcs(;éitch.

getting information (data co\lecti1m) may rmL be ,rnougl1 as this resc1:1rd1 wmk dcméind;, more

lime is spent to achieve deslrabk rc?ult . .,\h.(1, Ti1,; ava¡\abilily of materiais similar to tht.: study

is one limitation.

Another limitation the researcher m?1y
be fa?cd >.\ ith is thi.: ir1::1d,;.quaLe ofn:?arcl1 materJ;i_l, as

this study appears to he so recent rmd new Ír7 tile ,10::ad,;11,ic envimmuen-1.

'!'he attitude of responde11t.s befrire tbcy re:,pulld te, the quc:?tions is aho allother .:hallengc Lhe

researd1cr may likely to fan':. Funds to finam::e m1wemenl from 1,nc plac? to am1lhtr for lhe

distrihuti<)tl ofquesfüinnaire arc mwtberchnllengc the: 1csenr?lkr Ille\;' likely fo.Le
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(l{'.(J.perationaIDefinition of Terms

Ai.11üen?e: This is defined as a ocdíon of ih.e community having a ?,articular interc?t or

conr11,:c::tion.

Perception; Thi, is the way in whic:h somiàthing is rcgar<l<>cL ur1derslrn>d, ()r interpreted

Imprinted Logo: 1l1is lcrm me,ms. to print a k1go of a 11mdm:l (•11 a pm1icul,n s11rtàce.

Below - The • Line: Tf1is i:;. rdating ta aJ?·ertiso::ment by me¡¡_ns SLlch a'> dircd mail, emaiL

prt,motion.il c"en1setc

Ad\iertisement: This is a noüce or anno1mc-:me11t in a public medil.llll prnmotin? a prDJuct.

?rviccorevcnt

:•·,-



CHAPTER TWO

LITERATURE REVIEW

2.8 Jntl"Oduction

This chapter will give a broaden understanding 1,I' this study as i1 íncludes literature revlcw of

various conccpL<; by ditkrcnt schob.rs starting from tbe relevant Conc.eplual Review to this

study to the review çif the rdcvant thcliries which will bc?t explain the rntiorrnk of thb study

and then to the Empirú.:a! RevÜ::,\'

The Conceptual fü:vie\v ?ill a11alyst so1m: rekvant rnn(epl', 10 this stlidy in {]tlier Lú e:;.tablish

some hasics understandings and isn0\vkdge on Lht 1,1ric 1mt.lct n:view. ·¡ he Theoretical Review

will revic\V some rdevc1nt theories to irnerpn:-1 ¡mt.! ,m.ilyk and exp bin the rntionak uf this

i.iu?y while the Empiric.ti Review is a rart ,-:in Its own ilim the rcsa;;ardio;I' analy;;;;s ;mJ makc.s

references lú m1othcr person's, work

2.1 ConcertnalRevie"'

2,1.1 The Concept of Corporate Communkatíon

Corporate communication is tile pro-tess lly whid1 stakeho\Je:rs pcr-ce,i\'i.: the organízailon"s

identity and by 1hal ¡;irm thi::ir image and the upcoming n.:puiathm. Bi,lmer & Grny (2018)

states that due to e-nvlninmental changes in 1he p:.t?t decades the m?ed has increaSOO for

strateg-kally rntumglng_ corporate iJentity. CorpL1ratc communic.ilit)n is the channel by which a

?rat? ídei1til)' is made known to inrema! as. well as external stakeholders. Over time this
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?? ... ?-?,iua}t intt'.dhe acquisition of a corporate reputation (Balmer, 1018). Van Riel? {20l5)

? • ·?E :•;corponll¢ oomm1.mication mix includes m;mi:lgemenL organizatirnml aud marketing

é,f:immunications. Aberg(201 fl) broadened Van Riel's c(1rp0rnlc comm1Ínication mix and added

elemenl-l such as organil.íltions' products and bd1avim1r

Organi1s1ions can communlrnte their adívlfüs through their logo (e.g. g11lfi11g: by a gúlfball)

and" deStlliation or locale by name. (Chech-T eek& !.,awe. 201 [)) Corpomtc- cçmmunkaücm is

ba!õed on the pn:mlse thatcvcrythin¡;an organii.i1tion Jm-:s, mah: and s.aywil! be communicakd

in some: \vay lBaker and Balmer, 2017), Rcmslein (20lll) points out th21t an mgilnization has

to embrace a holi:;ltc vlcw ufcommrnúcatiun sinix
y,:,11

arc c,:,mmtmicatin:¡ ID your sl:,ke!iolders

all the time. The communication could he: pbnned or unpl:11111,:d. it is still crca,Jng. itnprcssiom

corporatc communicatil'rt is every form, 1nmrnn crnJ mcdiLllll \-ly
which m1 organirntion

cornmuni?atcs with its o-t.akehulders. Uitlrncr & Socricn {2018) ?ta,e that ct1rporate

communicatio11 indt1dc-. what they call 1mcnnlrnlkd communicatio11, contn.1llablc

communlc.ilion, bchavim1r úfcmployees. i11dircctcomm11nicatio11? and visurd identity.

Bal mitt & Gray (2018) argL1es for thcit corporale communication mmt he expanded in a higger

perspective since they cati:gorizc corporate tc-om1rnmication a:>. primary, sc;_;IJttdary and teniary.

Primary communication is express?d through differenl kittds of behavlom, bofü tuwards thi;

organization. but :ibo toward? the market. Secondmy i? the vi:o.m1l cxpressiün an organi:r.ation

seti.dS -oui to pe;Jple in form of advertising, graphil: design, brand, logo etc. The tertiarr
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2ol.2 The Concept ofCorporaleIdentity

A corporate idcntily út corporate imag.:: is the manner in ;vhid1 a corpur,1ticm; firm or b11sim>:ss

enterprise presents itself to the public (su<.:h as custoriKrS and investors as 1-vcll as employee?)

The corporate idcnlity is typlcíllly visualized b)' branding_ and with the ll?i.: oftrm..lcmarks, bl.it

it can al,;o include things like produtt design, advertising, puhlic. rel.1.tions cte. Corporate

identity is a primary goal l'ifthe corporate cnmmm1ic;iliuns, i11 cm.ler tn mc1i11tai11 and build the

identity toac-:ord with and foci li late the corp.:,r:1te hu.?iae?s objerfr,'cs (Cleveland an<l Laroe ht\

2017)

In general, this arnuunts W a corpora\c tilk, lr:ig,o [logolypt': anJ.im io13Dgra.m) ;rnd supporting

devices commonly a?sembled within ll sd of cmporc1H: guidelines, T?i.:,;,,:: guiddines govcm

how the identil)' ia applied and usually include appr0Hd colour palette?, rypefoc:cs, page

layouts., fbnts, and others

Co!po?tc Identity as lntc¡.:rated l\farkdin¡: Communications (JJ\lC)

Corporate identity is the sel of1m1lti-?11sory elements th.it m11rkctcrs. employ to communióte

a visual staternertt about the brand toconsLHneTh. Tbesc 1nulti-scnsory dcments include but are

not limited to company name. logo, slogan, building'>, décor. uniforme,, company colours and

_{iJiO:?C ca:.e1>, even the ph.ysical appearnnce of customer-facing employees. Corporate Identity
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\wtak.or ffl(lng; to understand this concept, it is b.:nefü:ial m cortsidcr exactly what

Consonance, ín the c(mtext of marketing, is a unified mes.?.igc oftCn:d to ..:onsuml:r? trom all

fronts of the organisation {L¡i.urie & Mortimer, 2019) i[l the rnnlext 1)fcorpmate identity

\-?
consonance is. the alignment of .i.11 touch pi:llnts. For cx.1rnpk, Appk has ?,rong brm1d

consonance because al every poim at 1shich the rnnSUJ\lL:T interncL, with th? brnnJ. ,1 consistent

rnes£age is conveyed. This is seen in Apple TV advertisements, the ,?pple SLme dt:?ign. the

physical presentation ofcl1stomcr fa(;ÍJlg /1.pplc empl11Fes a11-l the ai::tulll produ?ls, sucf1 as the

iPhone. iPad and Mad-fook laptops. Every A.ppk l1?lKh puint is rnnununicating: a unifinl

mess¡igc: from the advcni,ing of the brJnJ 10 thi: pre,ducl packaging, th;; message sent 1.(1

co?sumers is 'we ilrc simple. sophi'jlicated, l'l.111 and lfü'r friu1Jly'. Bnmd co11s,·;na11i::e .<..,o1idífü:s

corporntc identity ;rnd encourages iirmid anept,rnu:, ,?n t!-1e grounds that v.-he11 a i::onsumcr is

lhe m..:s.?age 1?

easier to 1rust and the t"Xistencc of !hi: brnnd Is e;isiu 10 1iL:tept SLrO!\J': branJ c0nsornmce is

imperati\'e to achieving strong corporale ldcntity

Strong consonance, and ln rnrn. strnng cnrpowLc ldi:mity ç1m be achleved thrmtgh the

implementation and int1_;gration of integrated marketing cornmunic;a\i(l!IS. (IMC). IMC i? a

collective. of concepts and comrnunJC¡,tions proi:c?ses. that seek to estahlish clarity and

co;si.'fil'J'ICY ¡11 the positioning ofa hran{I infüi; 1ninJ 0fcomumers, As espo,1scd by H[)lm (cilcrl

iJi- Laurie & Morlimer, 2011), at it;; ultimate ?tage, H11-1C is implemented at acmporate level and
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•• ;?J?:t:all a:spec1S of the organisation; thi? initiate? brnnd con?omancc whü.:h in turn
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iluipirts strong corporate identily. To appreciate this idea with he:avll'r mental weight it is

important to regard the different levels of JMC intq?rntion.

'?-,

Th.e commuriication•ba?cd model, tidv:mccd by Dunc.an ,utd lvloriany la? cited in Laurie &

Mõrtitrier, 2018) contends that there an.: tbre,; k\·els tli' l?IC inte?'Tation? Du11can and Morímiy

affirm that the lowest level of l'vlC lntelJrai:lon is level une where lf\'1C Jeccisiuns art mici..de by

marketing cnmmunicatlon kvd mes?lfge scrnrces. These ?ourn,s incll1dc pers,unal ?nks.

advertising, sales pr(m1ofam, direct markeÜJl['i p\iblk relatiam, pc1ckagín{! .:.nd events

departments. Trie stake hohkrs ccincerncd at thi., ?rn,;;e u:msurners ..
loc;,I rnrnrnunitics.

media c1nd h1tert:st groups (Dunç:m and lvk,ríarly, 19% :,s cited in Laurie & \,\onimtr, 2018)

At the ?econd stage of \lv1C intq;réllio11 DLll'C<m and l\'1,_·,riarty (a> citt:d i11 I .aurie & l\·fo1iimcr,

now gu_idcd by markelin_g h::vel mtssa.gl'c sc1ufi::es. At stage two iL1tcgrati1m füe message ?ourccs

are those dcparlmcnts in whicl1 pn1ducl mix, price mix, marketllig t.c,rnmlmiclltion and

distribution mix arc si:tlkd: apprc.ipriatdy. ?t.akcholdcr? al this ?hLge Ili integration me

distributors, suppliers and cl1mretiti1111 (Duncan and tforiarly, 1 [)(}8 J'"> ci1ed in Laurie &

Mortimer, 2018). It ls al this stage ofintegra1íon thm cormm1er? interact with the organisaliún

(DúllCS.ll and Moriarty, 1998 as c:it?d in Laurie & Morlimcr" 2CIIS)- Moving forward, the la5l

stage UunC11.n and r-,.fori¡\fty':- Cm1111mnicatio1\ Ba:'.ed Model (as cited in Lamie and Mmtu\H':r,

¡(HS) is stage three wherl': message SCJUrces are al the corporate level of ü,e organisation; these

_p,essagc
sources indude admini?1ration, mam1facturingoperations, marketing, finance, human

12
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and legal departments. The stake holder:-. at this level or IMC integration are

??, investors, financial community, go\'crttment and regulators (D1111c1.m and l\.·fori.-rty.

l9:9& as cited in Laurie & MortilnL,r, 2018¡. At tht final stage'- or llv!C integration, !MC

decisions are made not only by corporate level 1kpartmc·rns but abs1 by departnwnts classed in

stages one and two. It is tk it1c!t1s],_m of aH urganisaüonll! dc¡:mrtments by ,vhid1 a horiz(111tal

nonlinear method of oommunicatlcHJ with consunwr? is achlevs:d. J3y unlt?·ing all fronts of the

markeling firm. conimunicalions an: synchmniscd lo achieve con?i?ten?y, consonance and

ultfmatcly strong corpomte identity.

2.1.3 The Concept of Logo Creation

services, employees, etc. ln Its 5,impl?sl deliniliün, a IDgU idL'nlifics. It is how ? compttny i?

recognized and remembered ;1mong other>. It ;1l so functions n.s lhe lat.e' of a buslrn>:ss

Alago in

11 custom-lettered word. Om: .::an ?ee •?'hy ü1e tcrtn '1og0· ?.aughlon - it':> d;:ad catcf1y, Rm wlmt

people arc u?ually reforring L;l ,\·hen \he)' "ªY 'lugo' is a symb{1I, emhlem, monog.ra.m, i11illals

or any fonn of graphic: c.k•vice that rt:?)rcsenLs a compa11y or lis products nnd ?ervices. A logo

(or brand rnark) is the flag Dehind whíd1 prett}-' nrnch every ürganisation sla11ds. ;'\nd, jusl like

people, they come in all sari? of shap?--s, sizes and ;'arietks.
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_:::; ?jl\ ... ?ypart ofa project it pay? not to límit 0J1c's thinking to one particular appTúach. Be
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betler ibis way, or lhat way? Have li _gwl at comit1g up ,vlth ideas for all of the following

eat¢gorii.:i!i,é:ven if you have a hunch 1c1ho11t what the client will go for, Re-mwiber that there are

no hatd-nnd-fast ruks, so explore comhinations of Ciitcgorics a11<l ;:ro,sovcr b0ctwcen them;

sometime¡; lhat is where one find.;; lhe be?t idea,., ar1d clictfü, can n1:ike unexpected decisi0ns,

sotcsl thew.1ter.

U1gos come in all shapes and sizes. From \\•'ordmiirks 11' inrngc-ba_'£d mark5, there art no hard

and fa?t rules about which apprnach w,:irks be<;l. Lx¡1crimenL but 1-,,, su1-c lhe idtt)S fit the brlr:f

Thi:. following cxpl[l.i11s tl1c type or logo design iil'ílih1.hle for die grnphic? lllua1rator..:

L Letter mark: A ]etkt' mark higo Í'; 1ypo:¿1"<1phy base-d an<l e:,;i.:1L1sivi.:ly n1a<le up of a

incltitk NASA, rnt--l Q\:N etc, Tlic rnaln drav,•ba?k of-usi11g a letter mark is that If on is

mctaphtirically).

2, Word mark: As orle muy h;:ivc gui.:-,$ed, word marks ::ire ty¡iography based and usually

_focu:;: on the name oft lie business or brand. Tiils is olkn the simr,lest approa(.h, which is

why a
Jot of\?·cll•kr1uwn companic:- have opted fr.1r 1>,ord marks -- Coog\c, Fao'lbook, Codi.-

Cola. Dlsne'r' to name a fi,:w. Word mark? cm1 be a really effective way of making a logo

14
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e-speciolly usi,g fü1i,ctive oc o,igiaal bosi,ess name. Typographical

:Mffl.areve,y import.ant in the absence of any pictorial ele1m:nts.

l. Braud mark.: 1n contrast to the fü:,;l two types of logo. a br.i.n<l m.irk (abo known a.? a

pictorial mark) abandon:,; tcxtcompletcly. Applc':,;appl<::,Nike's s,?'¡_,osh and Twítto:r':- blrd.,

are alt examples of iconic brand marks. The l1és1 ?,ncs are simple, and thrivé as app ictms

and profile images in a digital :ige. ThL'Y are ;¡l.\¡1 often kner (tha11 typographical logos] al

conveying the mon:: ab,1ract or enwüonc1l qrn1litíes or yow· company images spec1k él

-thousand Words.

4 Combination Mark: Our fin.11 bas le kinLl of logo llSC5 a brnnd markalm1gsick a word 1mrk

or h:uer mEUk. This is probahly the mmt commonly thcd.aml well-kru.Jwt1 cxampli.:s it1Ch1Je

Adidas, Maslercar<l, and British ?trd, .1\rguílllly the b,;ât ofl:mth wmld?. the combination

mark offers the darity of 1ypogrnphy é.t!ld th.: vis\ial .ippcal é.>Í an l.::017_ A go-od plct0ril1l

mark can reinforce ur add value to an avernge- ,1llrd n?arh., and a good bnin,1 nt1me can ?dd

clarifi1cation tu what mig,l1t have ticen a cr:itifusíng or mMnin?kss f!rnncl n1ark. Thi? mak;;s

combínation marks ideal for 11e;v and i;;?tablished bnm(ls alike.

2.1.4 -Background of Advcrti?ing

According to :Nwanwene (1999) cited tiy Ogbu, T<Clmongo and Alaks1li (2020) mi'lrket message

is an old component c,f man's interaction and dnnvs lhe foRmOS"t ciJnCept about market

mess.age in reverse to the form oí man when snake sh(iwcascd evil apple to the wuman. llie

woman also introduced mall to the apple. ln his t1cootrnt, Sambe (2017), draws market ml':ssagc

,-?rsc 10 olden Egyptians by the time the Pappyrus pictures seen giving reinforcçment to

15



daimed the businessmen had some goods to sell.

Ehikwe (2018) on his part posits that adv.:rlising is {Jtte üfthe rno'.>t p,)werl·ui and okkst forms

ofbusim:sscommunication which has lis ori?in fmm the 1irnenftl1e 1ir?t exchange of products

in business arena. In thl: artcient times, tradL: by barter was fü¡; foreinost fDrm uíexr.;hange of

products while advertising was n1.inifeste<l by the dlspla:,' of g,xids ,,vhi-di SllLLg_ht tü inrúrlll

customers of what was available for exchange.

búhecontemporary bu?inei,s world, .:idwnisin? is a;;;mnpc,nL:m ofpro111,1tion in the marketing

mix which h.i:-; product, priLe, imd place as uthcr c·lemG!IS. Thie focus ,:,f adv;:rtising is to

inform cu?tomers Df available ¡itr,<l11c!s uml lilercby indure m Cl'oêate demand, facilitate

el!.change process and these are tr::rnslated into incrca:-t prnJuctirni. ,\1hetil?ing bas be;:-n

playing mn,ior roles in the sncíety by LC1ntriOuting t0 speedy ant.I niíl?:< ílow (if infünn.1tinn,

therchy increasing the knowledge bank uffü;_, pei,pk for their sccia\, eccmornic, teclinoloJ,cica.l

and pülilkal devclopmtnt (Ehikwe, 201 K).

According to Nwúsu and Nkcmm:be (101(1), íl? .l human activily, lldvcrtising is as old us m.m.

As.a communication., marketing or selling, promotional or nrnrkctittg cmrnmmication activily,

advenisíng is stil! ,is old as man. Thls is why it h.is been argued in some q1.1arters that fui.;

advertising act or activity actually ?arted in the Garden of E<lcn, when th.e snake promoted
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-----:.?PW.convinced

Adam to eat or consume the forhiddcn fruit ll is C\'en said that the

1 :f:'.\ ;?Vt-tt.'en'andwomen of the Stone Age had wàys of promoting, communicating infonning

?-:?
:,_.,

""t.Onvincing others to accq1t their ideas or materials in a marIDcr si ni ii.ar to \-...hat is done

today ·in the name of advertising. This school ,ifLhought would go furtlier to smtc th.it l'.,.eI)'

hUIDàn civiliz.ation in the pa&t had a mmihcr üf aeti\'itics, whi(;h hatl very clüse similarity or

resemblance to what we call advcr1ising ln present-day sv::ictics orcivili1 .. ation;,.

Ebitu (2018} is of the opinion that advertising is a? old c1s humanity_ f'wple were lntrnducçd

to some event?. foods, gümls, ideas an,I even pc:rsontilitie" by othc,r pc.:rsons._ Any pe!'?()n who

the tcch11ique of writing developed tf1e1·c: \,,as lhe nc.;:J t,) write kne1·s .udvcrtise ür lnform

othcf5; about their go,)ds or lnlention?. This in et'fr..::1 was ,1 forrn oft1J\•eni?illg:

Wells, Burnett and Morimiy (2017) a:;sert lbat, the hi?tmy uf a<l\·eni?lng hils b<een dy11arnlc

and unpredictable. They tlivitle the- ílC.:cuLlllt abom m.i.rket message illm qu;,rkr segments

Numbi.:r one segment was the era uf P?per111cSSil¡!.e. 1\dve1iisl11gs ,,ere firstly t'.ruupcd inst)"le.

and paper medium that circulêtted n1css¡iges, Tite n:sults 1)f su.;:b ag¡; were introduction of the

paper mes.sage. The second stagL: is Lhe industrial revolu?ion mid cm_er?cnce of rnnsumers'

societies. 1'h.ls was the era, advertising et1l?rged in sígnifü;ance :md w¡:ight, due to numerous

social as well as s.científic advancements. The cs?nce ofadvi.:rtísings system we.reio drive a

functional. and strong mes.sage unit capable llf selling goods to largely scaUtred markets.

agencii.:s, sciences afld ereativiüe-s. The
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• ??g industry grew to a rcmarlrnble point a? a .:onsequencl!, compelkd advancement of

? r;·,-?8!-'(lunding in adverti::;ing?{agencics, established research technique?) and move toward

a.period of plenty creatiYities.

Fourth stage is tl,at accountability cm which started in 1970s, Clients wanted advertisements

•'j
which birth revenue as \Vell as sdcntifü:c Lmpkmcn1c11lo11 as merch,mts rcmed experts wbo ?an

tm.abfüh some answer. During the early 1990s. adverfüing firms recognized that lts fate was

linked to tJ-u: global bu<;iness environml'nt

Ehikwe (2017), Nwost1 anJ Nkemn?k (:!.016) uplntd that in Nigeria the c;,rly ad\·crtis.ing

and the m?idcm advertising perinds or a?c.,, ,1s was die cast; i11 tht: ot\lcr parts oí the world,

were preceded hy the primordial and fü¡: pr<;-print media;1g;es. Su for .;:¡,nV<;J\Í\:nC<;, inc history

of the development of advertis.Ing in '\Jigeria w:is divided i11L1.J tiln::c !,rn?cs.

The primordial, ruJimrnl<iry. pre
- print mcJi,1 ,x L>.;rly stag,•

The print advertising and business ?r1)\'Vth stage

The professionalism and proksslom11izatiun stage

The primordial or early stage of the dc,.:dopment of a(lv<ertising is ln a lül of ways s.imilar ln

form to what ttie case was in the dtvch1ped countries. or Emope and lhe United States. cvi:;n

though in their ov.'n acwunt?. they did noi 1m.:11tion Nlgcrlu or indeed Africa, probably due tn

Ígff!)J1UICC,
bia?. negkct ür L11hcr such negativities that led to their perct:ption and pre?cn1ll.tim

·- -·: ,

.. JAftica ;ind Africans a? primitive, m1civilized, the white man's burden and so on. Nigerians

;,:?? their rudimentary adverfrüng forms that included signs., symbols, spoken words or the

I



models of advenising, slogans dances, drnms, gongs, song'> and many other méans

aewdties such l'l..<; community ¡¡ml ci,,11 development activities

And pe'rlmps, the greatest joy t}f lhe abü\'e true facts is ümt till')· arc still i,·crifiabk:. Ibi.<. is

becau? where ml,l?l, ir rml all, or tbe primor<lial adv,mising forms may lrnvc disappeared in

the United States and Euro?, or are found mainly ln their mLl!>eums, all of 1be primordircal

forms we listed above still cxisl and a? in use ii1 thr rural :;reas of Í\lgcrla vdwrn at kast

&et:enry five percent ofN\g1crians reside ln fac.t. they are 91 import.mt and Llseful to th;;: rurnl

àwclh!rs that SÇL.' them as lllllrl' credibk, :n::illahk ami ,1c,·c?slblc than the modem advertising

fonns oflelevisim1, radio. llillboarJs rulCi others, 111 mus; casn, pro.Ju;.;c, s.s:rvices, p(1li!ical and

development ¡¡dvi::nisirig campaigns th.,t do m•l incluJc thçs? existiri? prinl(lrdi;il forms in

1rying; lo inform, cduc.ilt':, motÍ\'Uk and com•inc-c the n11a.l Nig:cri?ns to huy, vok, Sli['.lpon or

accept whatever is meant to he sold to tht:m, will fail wodUlly. Thá-tfore, they should bc-

rl!'Cognizcd as re\c,,.ant and be Làtefully iflli:gratcJ ímc, the modem advcrtisl11g campaign plan

¡0 order tn achieve the cxpcded resul! (sak?. w1k etc.) ('-lwosu 1111d -;.JkemtKbt- 20l6),

N\\'osu àlld Nkeinnebe, l2016) .1ss1:n [hat, thc se,:;mid stage ofdcve!opincnt ofad•,crtising ln

Nigeria was the print media advertising and bu?lness grCJwth stage, was advan?tJ by two

major global forces- ¡he invenlio11 ofprinüag in 145() brought aboul the prim media. and the

itldusion offorcign m.ullinational into Nigeria ,.,·hkh le..! to growth in bminess dc\·elopment,

-.,'¥li';t¢h-
Df course requíied advertising. The emergence of photography in 1831 in the world

19



) ????r.
, ._,l.? models of advertising, slogans dances, drums, gongs, song':. and many 0th.er means

+..,, :.:éÍf'?ts to buy or ex.change goods and service<; (trade by barter} or c¡irry olher desired

a£.ti.Vities sllêh as community and ci.,11 development activities

And perhaps, the greatesl joy L)f lhe above true facts is tbat thi.:y arc sttll verifiable:. Thi? is

bOCauoo where m01;t, if nol all, oftbe primordial ndv;;nising forms may have disappeared in

the United States a!ld Euro?" or .ue fuuad mainly in tbti1· mu?eums, nll of tbe primordial

forms we listed above still i.:xi:c.r and ure in use iii tht mral areas f}i' Í\lgcrla wlwrc at li.:ast

se'trenly five percent ofNig:crians reside ln fa?-t. thi.:y are sn imprn1,,m1 and useful tu th;; rurnl

<lwe!h:rl, that si;i.: them as morL' credibk, ,n,?ilahk and ac,,,;;sslhlc than the modem advertising

forms ()flelevision, radio. hillboarJs a11d others, 111 must ccJcSt·s, produ;.;c. s;;nices, pDlitkal and

development advertising campaigns that d,-:, 11ot inc\uJe thcs;.'. existln? prinwrdi;il forms in

trying to inform, educate, 1m1tivílk llnd cominee !he rura.l ?i?crians N buy, Vllk, :<.lipporl er

accept whatever is me,int to he sold tü thl;':lll, will foil woefully. Thérc.fore, they should be-

recognized as relevant and be carefully L17tcgr.itcd lmo the modem Z\(hcnisl11g cmnpaign plan

in arder to achieve the cxpcded resul! (sale!,,. vr,k etc) (\.iwmu .ind "Nkem?dK· 2016)

N?osu and Nkemm:be, (2016) as';l:rt that, thi.:: secimd st¡igc ofdcvdopmcnt ofad,·,;;rlislng ]11

Nigeria wa.,. the print media advertising aml bu?lness gro,vth ?1.1ge. was advam:ed by twu

major global forces- the invention of printing in 1450 hroughl about the print media. and the



and penetrated Nigeria at this stage, also added irr1pews lo the growth of

1839 by Reverend T(_JWTI?cnd, the tin;t 11101.i-t:crn advertlsemcnt. 'lbat w? a classified

advertising and was .¡,_n announcement on shipping to dcmonstrnie the intimat..: relationship

between the TTHl.'iS media, business and t'Irnrkt.:ling, even ln tho? ,oarly period?

The third stage or phase of advertlsing'? deve111pmer11 in l\fgcria dc?cribcJ as the stage of the

deve!opinentoftrulymndern advertising in Nlgeria{N\vw,u & l\h:m11<::be 2016). '1\:drni<::ally,

it could he said to have actually starte-0 in the first qu,irü:rofthc 20th century mid h.ascuntinued

till the present. It ls indeed a pL•riod th:ll rn?rk?d 1hc rnpld groi.,th oftht: <1dwrtising indu?t.ry

or--fl.dvertising practice in all iLs fonm and rai11lflc:1tion?- A¡ this st;,:;:.: advcrtisíng in Nigeria

move<l from the print media or printed forms. to the i:kc.wmic mc.fül. w!1ld1 indmk: radio,

televi>íon a11d cim:ma. According 10 Ehikwc t)Cll 7) :idvcrtisin? media <1rc c11tç¡_,:orized inlo

four bn:md divisions hêlscd cin ÜJGir cl1arnctcri?tks s11çh as mtdi;i ,¡f pL1h!irntion and

the

tninsmission;

message, the message c,?ntcnts and other a3¡,cct? that <listinguish thi:1t1 like locaLlon ariJ !>ite

of medium, management of the medium, ,;tylc and rnamu;r of rrn.'SSl>gt: delivery anJ the

professionalism
in exe,?ution oftht': advertising. Ehikwc {2D lT) groL1ps advcttislng, media into

electronic or broadcast 11Jwrllsing (radio .:rnd telcvi?ion) nn<l print advertising {ncwspapct?.

tpagazines and handl'lills or fliers). The next is outdoor advertising (hil!bL1ard, sticker ;md so
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._:?.ll!liléaning

of Advertising

'1'008)', rtl.?aníng ofadvenising ab{1tmd. 1\ccording: rn Arens (19%) dted by Ayanwale. Alimi

ilnd.Aynabimipe (2019), adverfüing is de±incd as communica!Lon process, marketing process,

an economic and social proc;;:ss, a ¡-mblic re!atlon proces? 01· informcillon and pcrsu¡¡aion

pwces.s. Dunn and Barban (1987)cltedby /\yanwakd ni, (2019) vlewcJ íldvcrtising from its

fi.mctional per?pectlves.. hem::.c, they defou: it as a paid, non-perso11<1I cmnmunicatinn through

various media by business firms. non•pr<:ifit orJc!anll<tlion, anJ indi\·id11ah wh11 nre in some

way hope to inforin or pcrsu:.cide ml:ml:-ers of il particular 3uJicnn,. ;\forden (\991) cited by

Nwosu and Nkcmnebe (].[)Hi) apt that ad1•atising is 11sL,J ro .::slablish il basic av.·arcness uffüc

product m ser'-'ice in the mind of 1he potential ?.u,wn1cr nnd \n1ild lLp knowled¡;c flbouL it.

Koller (2019) sees .:1.dverlising ª"' onc 0f the four 1r1<1i>::ir
t,x1ls CLimranies u? t(l Jir,;ct

persuasive commut1in1.tio11 to target ímyers ,md rub\iç?_ ll cc}l1?i>(S ,:,L· nDtl-pl:r?01rn1 fonm of

A(,cor<li11g to Kolter

(20!9), the purpose of advertising is to cnhcmce pc:,te111ial buyer? res¡1un? to Lhe organizatiun

rmci its offering, emphasizing that '•it scrks l<1 do lhis providini infonn:nion, by channelling

desire. and by supplying rea?ons fcff pr;;krring a partiçlJl:u orga11izatlt11i's Dl'fCriug"

Meanwhile, Etzd, Wallo:r an<l Stanton (1997, p.4S) cited by t'.bitu (2018, p.112) ckarly

expressed
entire advertising as having four structures:

A verbal and i or visual mes?agc

,\ 5ponSor
wM is identified
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-•ing of Ad'Vertising

'Tódfty,ri:teàníng of ach·ertising ab,1und. Atcording_ t\1 Arens (1996) clted by AyatMale, Alimi

and.Aynabimipe (2019), advertising is ddintd a:sc(1111munication pmcess, marketing process.,

an economic and social µro¡;c?<s, a public relatLon proce?? or j11forn1ciciOn and pcrsu,1?ion

ptoces.?. Dunn and Barban (1987}cltedby Aymw1c:1ket ni, (2019) viewed adverlising from its

functional perspectives. hence. itley de-fine il flS a p:i.id, non-p.:1?1m<Ü cummunk-fltion thrnugh

various media by busincs5 firms. non-profit 0rganlz.1tiun, anJ lndi\•iJ\1als WhD me in some

way hope to inform or persuade members 1,r a p.!rÜcL1lar auJiern.:.c,. \·!orden (l'J91} cited b?

Nwosu and Nk.:mnebe (21ll6} apt that advertising ls \fü:J to çslablisl1 c1. t,,s¡.,; av;•¡¡n.:ness oftl1c

prcduc1 or ser\lice in 1he mind of the pcitcntiJl L:u,to1ncr <Ltld blilld LLp kiiowledl'.i.: abrn1l li.

Kotler (2019) sees ;;.dvenisi11g .1:s 011i.: of the four 11rnjor t<:iols c<:imranies u?e t(l Jireçt

pi..-rsu.Jsive
communication to targ_et huye rs and public?- ll con?i,ts ,:,1· no11-pL:r?o11al form? of

(2019),

and its otfering, emphasizing that ·11 suls lu do lhis providing infor1Mt.ion, by channelling

desire, and by supplying reascms foT p1x:krring a p,1rticular org1111íz.itillll's 11lfr:ri11gº'

Mcainvhile, Etzd, \Valker anJ Strmt[1n I 199?. p.45) cited by 1::bltu (2()18, ,-d 12) ckarly

txpressed entire advertbi11g as having four slructures:

A verbal and/ or visual message

,\ spon:.-or
who is identified
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Payment by the ?pon?or to media carryit1g the mc,sa_ge.

Concluding the pn>:mise, these authNs apt that advi.:rtislng then consists oi' every exr..-rcisc

,}

· involves in giving to ;m<lic-:nces a non -

privatL.:, identified spnnsor, 1111d pai\l for ickil abrnJt

products and organizations. Davies (l 99H) cited by Yink.u (2018) argL1ed that ';iidvertis.ing is

any paid form of n011 pcr:mnal media pr<esenunion ¡m.ill1Dling ideas or i:,:inc,;:¡,ts,goods or

services hy an identified sponsor''. /\rL'ns (1996) cilcJ by .-\y;:mwak . ..:tal (2011.J) c;,;.pr¢??ing

almost the siiJTie view dc-:scribc"> advt1tising :is "the pcrsu11;il ,ommunicatiml of information

identified spm1s.ors through varicius mediii'.

U means that the fact of advertising Ls t1) uerttc J.;n?wkd?i.: c,f the ad,nllsed prodiicts and

provides mes?age that would heir c.onsumers lo e;,;cufü: ¡rnrchasL·s 01· d10icc. 'fhe impact of

advertising as a prumo stra.ttgy, th,;n:fol'e, stm1d? 011 ils abiliLies to influcnc<e c.011,umcrs tl.Dt

01rty hut cvennially create brand loyally, ,\s Jn nutpul, 1mrny mark.:ter· ?¡,end a largç sum of

cash on adverfr>ing and product management.

2.1.6 Classification of Adnl'tising

;!

,¡f
Sine< advertising i; a sophisticated prndnct fo, a ,•a,iely of w,sc,mcc g,m,ps, ru,d is u?d tu

ri<?'.::, ;

.

implomonta wide rnngc of

fündiocs,

it isrn,t so simple rn dosiil\ it. It i; possfüle ro divide

¡'Ji
.

·'.<
.. -:??crtising

tnto 8 main categones.

;1·- ··:•,/



_probsional and other features, The more ?pedfü: product or ?ervice is lhe t1arrower is the

segment of the aLJdknce, l>m(mg which they can he adveni?ed (Sílndage, 2ül
7_)

By forget impact: Commercial (goods and service,) and non-'--- L'.c1mmerçj¡¡I (pulitkal
and social). Commercial adverti?ing is uwd to neme. maint.i.in ,rnd im::rca?c the demm1d of

certain products, creating lhe hes.t conditions for ?tLk_ :\on - curnmere-ial ?l<lh,rli,;ing can be

used lo attmct attentiun and creme a positive inwg? of an eHtrcp1-cncur or an erilcrprisló

(Sandagt:. 2017)

By distribution :ir?a - Glvbc1I, mtiorrnL rcgi0nal. ,mJ ]oi::al. Ciluhl advertising is a

rapid development of ecomJmic. globali1.?!ic111 in ?ttll'r21I: interc1ctivc vidcç,?, WúrJJ rn.Jio ílnd

Síltellite TV, the lnremet and uthcr latest rnmnrnnicatll.•11 m,1ls. Tluee ulhcr types of

adveiiising aimed at the populaiiori within the b011tidarir.::., of a _parti ml ar state, region, city.

town ordistrict(Sandagr.::, 2úl7)

iv. By the.,,.·ay or transmission: printed, electron
le,

outdtlilr ?1dvet1ising. (Sandage, 2{] 17}.

By the method impl?nicutatiou - textual, visual: lc•xtual advertising is dividr.::J into

siÕÍple and compk.\ and visual into srnlístiçíll a11d dy1lílmic. Simple text a,h·ertising is a

,:J.--t'.

?\ regular wall adwrtlsemcnt. Cornplex text advertising includes a set of bru.iL: componr.::nts _

t
Ql;M ?ubtitle main te:,;l module slogan etc A.san example ofstat1?t1çal ad,crt1smg c:an be an

1lppropnate photographic image or picture, :mi.I dvnam1" a<lvertmng ?LJch as i,.1doo. computer

'•m1íltmn (Sandage, 2017)

"
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<8f1tie:rnethod of impact- direct a:nd indirect: Direct .id verti sing is an advertising

:_i:•·pla?s y,s
in front nfthe fact this is the product, pkase buy iL. Here Is the price, phone

number, de. Indirect advertising is a phenomenon ofa differtnL kind. It operate? almost on a

SUbconsciou.s level. So Wl: do not even tlO!lcc that l-l'e absorb lhe advertising infornmtíor1

gradually (Sandage, 2017)

Vil. By the method of addressing - an imper:.onal anrl per:sonalizcd: Personalized

advertising is representt'd by well-known personalities c-re.11.pc:ris <Jftht: .:iJvcrtiscd product, !JT

consumers themselves (S¡¡nduge. 2fl 17).

viii. Hy the method of payment- paid or free: hee Hdvc11isir1E' ¡? rare. ln the most cr1ses-

il b a public or sociicil sidvertising, not ll.'r comrnc·rcial purp()sc? (S,1ncll1gi;, 2017).

2.1. 7 Main Types of AdYerti.-.ing

Sandage. (2017) idcmified the foJlmviTlg as the main ty¡1.:;e, of.:iJvGtising

Braud Ach·erlising: It is usually visual an<.l tcxtrnll ,l<lvcrlisi1Jg. Such i,dwrtising is

intended primarily to ílt.:hicn., íl highn kvd of consurrn:r rccogtiition of spteitic brands

(Sandage, 20 l 7)

Commer-re and Retail Advertising: A(h"eriising of H,i.? lype f,wuscs on thc specific

!it
production organization m product ?les. li c¡¡n be a sNvicc company or a shop. The main task

,of-the- commerçe and retail ad-.·crtising is to encourage lhe inflow ?f potential buyers by

.lnfm,ning them arn)ut the place and the main tentis of the prmision of i::crtain goods or
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-???-,?--? Advertising: One of the most prominent 1md !he m\)sl ínlluenti£1J !)'pes of

Jv. Advertising with a i:·ewhack: T1iis lype involve& an exchrmgi; of infotmdtion wilh

?_iaJ customers. Most cummon way is a direct mail lo specifo.: recipient:,; that hM the

greatest interest for advertisers ;,s a pos;-;ihk l1uycrs (e.g. in the form of rnll1.logs) (Sand<i¡,,,ç,

2017)

Corporate Advertising: Such adn;rtisi11g almost nevei· cont;iln:., advcrtisillg
information (in the convcntlonal ?(;nse of the v..·orJ}, Jml .>i.:rves fur tl1i;: prt·paration of lhe

public opinion (a cc11ain segment of buyers) to supp,)rl :he point of_
view qf tile adv?rtiser

(Sandage, 2017)

vi, Uu:,¡íoess Advcrfüín?: Profi.:??ionJlly-orientd advç.1·1i,ing. í11ternkd for distributiun

anwng groups f;)rmed by their belonging Tú ;:¡ p:irti:ular ;1ccupati,l11 StKh ad,,ertising ls

sp?ading rnain!y through spei.:i1.1li,:(':d µublil:ations 1S<mt.lag1;, 2017_)

vii. Public or Social Atfrerfüini,:: Unlike hu?iness a<l-..·l'nisir1g it is 0-ri1.;nted to the

audience, united mainly by rwpl1,; sociíll status - fi,r exétmpl¡;, sing]¡; motllt'.r.\, chilJlc,;s

couples, teenager?, de. (Sandage, 2017).

2.1.8 Functions of Advertising

,.;,?••

;:,,,

re are fom mam iunctmn? of<1dvert1s.mg ,1¡,:çordmg to Kotler(20l l))

nomic.al fpnction lhe nahJr¡,: ofthe econon11c.al fünd10n ofad;ert1smg is first of all lo

uU"lte sales and increa:,;e the volume of profits from the sale of a certam product for a
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";rij:¢.mit!fges people ro purchase. The more peor,lc havt- rc?ponde<l to the ad, tile hcttl.T it is for

tht:Cl;:onomy and the economic wdlbeing of societ;r· (Kotler, 2019).

Social Function: Adverfo,ing information has Ii .signifü:ant iinpílct on tl1e forma!iün of the

consciousness of eal:h individuai. \\'hen ad\'trtising is. addrl•s.,;,cd to consumers, beside? th1e

ptflmotion ofa product. il also helps lo form ide1,Joglcal ,-aim,? 0fthe s0ddy <1m.l atthcr end

h&s an dlect on the chara1,,;ter 11f socic1I refotloric,; r.:c1usl:'s consumer instincts, encmm,ging

people to improve !heir fim1ncj,1] Slate; and imprm·e.s the ?ullure (•f COJbumplion. Comparing

different products rmd ser\'iecs, the comLI111c1·, !a ?ny case. toend;,. tu gd r.:ally rhe best lKnLlcr,

2019)

l\farkcling Functioa: Adverti,,ing_ i? an importam c,1mpm1ent of 11ml'kcti11g. AJvl·rfoing

entirely connected to the tJsls of market¡ng, 1\·h,=1st fin.:il .;im is tht full sllfofaction \if

customer needs conei.:rning goods anJ services (Kotler, 2CIJfJ)

C¿rumnnicating Functiun: A.dverrisillg i;,. also one oft lie ?pccific fom1, nr communirnlir,n.

It is designed to perform an ílppmpriatt: communicating fum:Lion, linki11g wgcther arlw:rtisers

and consumer audtcnce by the rne,in.? Df inform<ltion .:hmmds (Kotler. 2019)

,}

However, Stanton, (2018) opined that, ad\'crtising is an clement of pm111otion. IL not only

l)Uist.s in promoting the produí:I, but also affects the other wi.rlahlcs
o_f marketing mix which

;; , __ t,e explained below accDrdll1g to Stanton, (2018):

:??<
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•i?ttiiíng and Product: A product is nmmally a set of physical elemr;."nts. such as quality,

?:{? 'siu:, oolour and other feature?. The product may be Dfvery high yualiiy .At times, the

.f).fl!lduct is so dc?igncd lhat it requires careful handling ;md opera.lions. Huyers must be

informed and educated on the various aspeCLs of the product. Thí-'á e.in be eftOCtively done

through advertising_ Thus, advertising play? the ruk of information ¡¡n¡J edl1c-atic,n (Srnnton,

2018).

Advntising and Pric?: The price ih the <'X.Change valrn: ofth? product.,-\ marketer 11wy bring

OUj a yery high quallty product with additio11a! fCatur¡;s ,,s cornparç<l t(, <.'ún-tpdilms_ 111 such ,l

case, price would be ddi11i1-ely high. nut huyc·n m,Ly rmt k willing tu ¡ia:y a hi;,:,h prÍl..'c:
¼•oLlld

be definitely high. Herc comes a<lwrtising. AJ1·ntisi11g e.an LL)1wi1ic:e. buyas r.:garding the

superiority of the bram.l ,md tbus Íls \'aiiie for nk,m:y. This car\ be dlmc by assr¡ciating the

product wilh prestigious people, siluatilms, ,1r events. All?m¡¡tivcl;·, wil:cr1 a firm Dffers a llfü

price product the job <if <>d verti sing needs W w,•?:, thc: r?!-.c .1dvcmtc1g;c hy using hard hitting

copy: il is. not just enough lo convince, but it ls desirable to pers1w.de lhe buyer Thus

advertising plays the role oh.:om·Íl.'.tion and ptrs11.1?i,1n (Stanton, Wii'l)

Ai;fvertising and Place: Place rct'ers to physical distribution rmU the stores v.·hcre the gol1ds

are available .Marketer sl10u)d see to it th.it lhl, gli1xb ;,n, .1v.1ih1.blc at the mnvcniem place rmd

that too al the right time when the hllyers. need it. To facilitatt effective distribution and

\?.¿.• ··.
ew,,pansion ofm.u·ket, advertising is of gre.:;r sigr1ificance. ·1'hus advertí.<;ing do help inefft:clive

.:,

:;,,/,:ci?fion and market expamion (Stanmn, 2018).

21



:ii/#/'?
.

'

r1fJ:-: ????-and Promotion: Promotion con?ists of a.dvenising, publicity. persoital &c11i11g

•

A

??-;??·,??'.? ?let promotion technique. 131.1.slnessmer, today have lo face a lot of competition. EYe.ry

sellei needs effective promotion to survjve and succeed ln this competitive business w,_irld.

Advertisíng can play a significam role to pul forward the d11im ohdler, and to tounk:r lhe

claínts ofcompctítor. Through c-ffectivoe a<lvcr1.is.ing . .ot.:llers can face cn111petliio11 artd al»n íldp
to develop brand image and bra11d loyalty (Stanton, Wm)

Adl-·ertisíng anti Pace: Pace refers lo the speed 111 m<1rkr.:ting;decisl\m'iandílCt!ons. It invvl\.·c?

among other things lhe launch of new products Lirhr?nd 1t;1riatirn15:lt ?rc-,tlc:r?pecd than br:rorc

As and when new hrands .:ire launched, -íldvenl.sing plílys an imr011rtnt rnli.: of informit1.g,

cdJcath1g and persuading tile lott?tomers to huy the proJu::t (Stantún. 201R)

Advertising ami P:td,;aging: 'lhe mai11 0<1rpü?c ol"rad;:.:1?ir1g i? ]'l'OTtdiun ui the prGduct

during tran?it, anJ preservation of quJlily and 911.¡rntity. '-!owa<lays, marketers take fot 11f

efforts to develop :mJ Jc:sign altractívc p,1ckages c1s lh::)· Gíl.rt} adver!isint:r \<;l11e, A rn:ativel)

design pad.;age anrnct the ?tt,;ntlon ofth,; CllStOtlk'rS, IL alsc, -:,1rries tm ass11rnnce oí 411;\li?

and cre<1tc:ic Cúnfidencc in the minds of customers to buy the pnxh1ct (S!unlon, 2018)

Advertising and Positioning: Product positioning aims at creating and mai?tainin¡;: a distinct

image of the 1-,rands in the mi rids of the C\Jst\1111crs. l11rot1gh [ldvc1·1iai11g the': marketer can

oonvey the positioning uf the brand and accordingly can lnílucnce tl1e hlJying dedsior1 of the
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Any media thírt is.?elect.ed mu&t be capable ofacclimplishing.it least the three main o?icctivcs.:

Jtffluit reach thl': largest number ofprnple possible; lt mus! am;ict their ,mcnti,m; and it must

be economical. Stanton, (2018) hov,-c,,.er idtnlilie<l the followin? ,1s the determinants of

ad\lcrtising media:

The N11ture of lhe Prnduct: The rnJture of the prnclu:t ddem1i111.:s the choice o( the

advcrtisíng media. For ínstance, dneni!'l, tek\'i?iim, c,-:ilo11r periu<licals would be lk obvious

choice for products like fabrics and toilets rccq1Jiring •·i,u?I prnenrariu11. In this c011neclion,

management should develop a prnduct-mtJia m;itch (Stílnh:m, 2U If:)

Market Requirements: V.'hik s.eltcting ad\'eriisin¡"" medi? tlie compan)"s mc1.rket

requirements should be considered. \Vhen they lll<'t<l th,,;sc 1cq11irem1:ats, they len.d themschT?

to good u?é- For example, sp{xi.:ili,cd high fashion colour nrnguiílcs woukl b? the proper

me.dia for consumers with high income groups and sophi.?tic?tcd t:mes. Simil.:irly, ouldDor

media would be appropriate whcri consumer ilc-lion is to be indu.,;cU lit the p0int of plltck1sc

(Stanton, 2018)

,.iulvertising Obje<:tivcs: The advenising oh_iectives als.1 dcli::rmine the typc of media to be

,? PÇte<(. for example. the press i? preferred to project corp?rnte image while mdio arid
,,, ·,

'"\i?ision is relevant for product advertising (Stanton, 2018)
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tt'.t::?•-Stra.'tegy: The advertising media shoiild he compatible with t'1c distribution

,. 1???:ãdopte,d by tine company. For example, if lhe company Is sdliug tíltough middlemen
?:•

I" ,?'?•',
'1!1t1Qle?alers Md retailers etc., tht.'Il outdrnir íldvenis.ing media duly supported by television ..

_.

i,,?-'.
IMk,.,n<l cinema ck. may help to P"II th, prnJectom c,Cchaaod ,St,otc,o, 2018)

?

Nature of tJ1e Mes?age anel Appeal?: TI1e r..tture of c1Jvcrtising rncssagi.; appeal ,1]sl)

de.íerminef. tlu: advertising media f(ir a company. Th? media ?hou[d be abJc w carry the

mestsage and appeal to the right pcr5011s in the pnsrcc-live. Fur example, if1imc is the essente

of communic1;1tion. daily newsp,1per and raJi11 may be Ll1c; h<est chviü:. r--fass .consumptim1

items like soaps, toothpastes, hair oil etc. may dlC'krrninc tele,,Jslon, 11cwspnpl'r.? a? Ille best

selection (S\.;l_nlon, 2018).

Budget: The budget ,1vailflble frff a(hcrtising rurposc will dei:iJI..' rhe dL•Ji(;e of mediEl of

advertising_ Fm example. a manufactun:r h[J.ving C0111purntivcly !argc llmd? for aJv,.Tlislng

may choose 1elevísfon or radie, c,r both ns ;i mtdiauf:i.dveJTl5ing On tile 0d1é"r ílamJ a medium

or_sm;ill sized busines:mrnn may prefer newspapu and maga.zinc as nn 1;1dveni?itig me-dia

{Stanton, 2018).

Competitors Choices: ,\ comp,my <;hould also take intci aeccount tl1e l','isdom of ¡;ompetit(lrs

media choices despite diílt:rem:es in advertising objectives irnd apprnpriatiom. It is ni_1t

-.desirable to tiutright dismíss their choices._ Ge11trally, the: adv('r\ising m?dia used by

•.' ?petitors are preferred so as to make an impressive appeal fur the pfoduct (Stanton, 2018).
?.;•_;-.
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,
tt'.t::?•-Stra.'tegy: The advertising media shoiild he compatible with t'1c distribution

,. 1???:ãdopte,d by tine company. For example, if lhe company Is sdliug tíltough middlemen
?:•

I" ,?'?•',
'1!1t1Qle?alers Md retailers etc., tht.'Il outdrnir íldvenis.ing media duly supported by television ..

_.

i,,?-'.
IMk,.,n<l cinema ck. may help to P"II th, prnJectom c,Cchaaod ,St,otc,o, 2018)

?

Nature of tJ1e Mes?age anel Appeal?: TI1e r..tture of c1Jvcrtising rncssagi.; appeal ,1]sl)

de.íerminef. tlu: advertising media f(ir a company. Th? media ?hou[d be abJc w carry the

mestsage and appeal to the right pcr5011s in the pnsrcc-live. Fur example, if1imc is the essente

of communic1;1tion. daily newsp,1per and raJi11 may be Ll1c; h<est chviü:. r--fass .consumptim1

items like soaps, toothpastes, hair oil etc. may dlC'krrninc tele,,Jslon, 11cwspnpl'r.? a? Ille best

selection (S\.;l_nlon, 2018).

Budget: The budget ,1vailflble frff a(hcrtising rurposc will dei:iJI..' rhe dL•Ji(;e of mediEl of

advertising_ Fm example. a manufactun:r h[J.ving C0111purntivcly !argc llmd? for aJv,.Tlislng

may choose 1elevísfon or radie, c,r both ns ;i mtdiauf:i.dveJTl5ing On tile 0d1é"r ílamJ a medium

or_sm;ill sized busines:mrnn may prefer newspapu and maga.zinc as nn 1;1dveni?itig me-dia

{Stanton, 2018).

Competitors Choices: ,\ comp,my <;hould also take intci aeccount tl1e l','isdom of ¡;ompetit(lrs

media choices despite diílt:rem:es in advertising objectives irnd apprnpriatiom. It is ni_1t

-.desirable to tiutright dismíss their choices._ Ge11trally, the: adv('r\ising m?dia used by

•.' ?petitors are preferred so as to make an impressive appeal fur the pfoduct (Stanton, 2018).
?.;•_;-.
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.;:fi.i(f;??:?f.-?-?llltil•n: The company should take into account the circulation Gfthe advatising?,• ...
if\?. M®?a circulation mus.I match the distribution p.atLL'Til ofthc product. This applies to{t -tfi!;. prCIS media. Circulation s.flould not be c1mfüscd wid1 rcadership. Circulation mcim? the

nt1mber of copies sold af\:er deduction of free copi,·?, returns and other diírcrcnces bctwcrn
the total number of printed copie.? and tot:1) number snld ni full price._ lhe aLlvcrtising media

selected shúu]d have ffil'IXimum circulation, :;.uch as Hindustan 'f"i111es erc. (Stanton, 2018)

Medi.a Availability: The question ofrnedia anilability is quito:: relevrml while cow,idcring

ad?e-rtising media altcmativc.s bt:cnusc not ;ill ml·d(.l nt"t' avail;ible ID a company at all times

whent:?·cr required. f-\ir i1\SLa11ce, in 1973, ami l 974, ,min;:: to acute ntw.,print slmrtagc, ?pace

a','ai!abili1y in national dailil,? was :i. ro::al probkm I C:.ta11ELin. 2Dl8)

Pe11etration: How çan we ptlKtrate thc market 11w?t 1horc,\1?hly r1r bow can we rcacl1 the

greates1 nurnbl:'.r of potential ct1sUm1crs ls :il?,J an impot1an( factor intlu\:nL:-ing tht- choice ofa

particular advertising me-diri. Shall we rcílch housewi,·c5 íll the kitéheti-slnk by me,ms of

television or radio and wílich i? likely ID have the greater impact'? This facl should be

considered.

S1%e a:nd Nature of the Busio.-?" Ent.-rpri!.iJ: T'hc: size ,md nature (efthe bu?iness enterprise

also play an imporlant part in making a chulee for the advertising mcdi,1. Different media will

auiHo departrn?nfal :,tores, chain stores, small shops, mílnufacturcrs and producers i:tc. A big,,?
. . ..

'"'·l·;,_?ess enterprise may ,nakc use of tclcv1sion, radio and newspaper, h:;wmg nat10nal

•\t?ork, whereas a small unit may prefer local news.paper? and cinema-slides etc.
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?J _I
I J,?d.,??..: The company should fake into account the circulation of the advertising

---rr;..-:M:?a•tiirculation must m21tch the dislributi(in p.atLcm of the prnduct, This 11.¡,pfü:s to
• ?;:I:,.,
•:fe:; tl_li:'ptl'eSs media. Circulat.íon s.h\luld not be l:l)llÍl.1scd wirh readership. Circulation mcim? the

itwriber of copies sold after deductíon of free copk:,;., returns and other diílCrcnces bctwcrn
the total number of printed copies and total nullJber sold ¡¡t full price._ 'l'J1c advertising media
selected should have mtL-ximum circu!ation, :,;.uch as Hindustan Times ecc. (Stanton, 201&)

Media Availability: The question ofms:dia availability is quilo;; re-levrmt while co11sitkring

ad?ert_ising media alK-n1ativcs bt,:;:,usl, not ílll m?·1fü1 <1rt avaibble 111 ::i .:;oJnpany at a!J times

whenever required. For i11s1.ance, in 1973. c1ml J 974, mvin¡:: tü :.;c\lle JltW\print slrnrtagc, space

av11i!ability in national dailil,s was a real probh:111 t5tawun. 20H:)

Penetration: Hnw çan we prn?"trnte !ht rnarkei mo?t th;Jt'C>tl?hly or how ca11 we r(;:i.ch the

greatest 11umbcr ofpotenti¿¡J cushin1crs ls :..lso .in importMl( !:.u:tot· intll1cnóng tbt·,:;hoice ofa

particular advertising media_ ShaH we rcJch houscwivcs iH tlic kitéheti-slnk by me.1ns of

televli.ion or radio and which i? likely to h;ive the grcatef imp<lt.'.l? This fad should be

considered.

Siu and Nature of the Busioe?" F.nterpriiltl: !'he sih.: c1nd narurc (•flhe hou?ines;; entcrpri:;c

also play an important part in maki11g a choi.:;e for lhe :.;dvertis.itig incdi,1. Diíforem media will

4lritto departmentc1I stores, chai11 stores, small shops, mm111fam1rcrs and pruducef:i etc. A big

-

-;:.''.-ork., whereas a small unit may prefer local newspapers and cinema-slides etc.
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-=7 rm?tr:éobtept of Below-the-Line Advertising
?{),:

.- ,,{;i,i.?•:s ffliltketing -World, more a[ld more companies are leaning towanls below lhe line

f?:t?
.

"1i>tkoring ,.,;vities fo, rommuokalirn, ?d p,omotioo,, (Clmcle, 21tlS). ,\ltho,.gh hdow the

line advertising or promotíon U!Jl be ::.een as virnl cispecr1ha1 rcc1ches thcn1?tomers effiticntly.
It ís an advertising strategy in whicl1 11 product is promoted jn media other them rndin,

tefevislnn, billboards, print miJ film. 1l1ey .:;omm(mly i.ncludc direct tllc1il tampaigns, lrmk

shows and catalogues and tã.rgetcd .?erm:h engJtl{'. murketing. Tills adn:rtising type lends to be

less experience and more foctN:d (Watron?, 2íll S). lJdl,w-tfie-linc adv<criising sc,:;k., lõ rnch

a consumer, instead of ii mass aud]enu: Jirectly rnlhl"r than through <m intcrmeJiary such as

w!!h a commercial during .i teltvislon slm1,·. This t)-'pc of ,1dvertising is uften .::enn·ed 011

specific localities and i,; used to pmrnote products th:-.1 ;i consumer wc,11\s 111 see in ¡x.-r.;rn1, It

can be coupled with in store s.iles to help c.-::plain tl1e fr;iturc, ofthe pn,Uu;:r, (Asem::ih, 2018).

Similarly belo,,.· the line advcr!ising r.::.i,:hs;s far pco¡,k Out is mort' ?dcc.fr,·t abm1L lhe people

it reaches. In most cases, extensive marke1 rcscllrch is done fir:sL Lo identjfy a target niche of

hungry buyers. Once these potential customers are pinpointed, bel<)1?· the liné advertising

reaches them din;.::1ly in a mDre person.ti manner, Mn:11 a? direct mail .wm to thetr lenses, fo.ce

to face contact al a trndc show ur a pain search cngin? result whetl thçy enter a specific query

-h'·· (Pa¡,non.i,2019) .

.,?
\

?_;$></{.?-the-line.1Jvertisingacti\·ities can be classified as those pmmoüonal ai.:tivities that<lffer

'{\direct communication to the target audience. Such activities liksl e-mail CWTlf'llllgru;:,



•
J ¡_(!,bi;?uli.MtiVàtion whkh includes mail J.elivation corpc,rntc; ,u::tivation and ?oçiety:.;,;-

.

. ·: . .' -?:,;??::,,i·
'\.idl form the bas.is ofbelow-the-linl?markcting. rt Is seen as .in e:,sential clement of

'1:;-f'< · _fr)?a?liabie thread belwecn the brand ;ind consumer?, (Chavan, 2019). Below the line

,:·
·,

'?tingelfeotivcly boosts

,ab
aad gets 1h, brand close,

w

lhe 1>,gct m1die""· The vacions

?

marketmg and promotmn;;.l act1vít1es have gamed impetus Imm varii,us seclots aml rndustne?

?? but below the line marketing ;;ctivitie1> h:we become a ?tat1d-c1lone ,1nd un?v,erving approach?

for markctíng and sales. lf a comp;my or Jilm w11nts tG attain sutislantial brnml average and

drive branding activities. then bcl0w-lhc-linc rn:::rkding and promotion i? the .\lmng and

perfect option forcxcclfenc<!, (Baran, 2019)

ln essence. bd¡iwthe line ad,·crtising offers an illl<!lligcnt appruach1c• a c1,m¡1,11iy's m.i.rketing

plan, serves a direct line of comnrnnic<1Lioi1 anJ cn¡,1i:;:es. ?,1mpm1y·s Lonsumcrs directly,

provide:, a quick and n::liabk ;;oJuLiun 10 marketing ,mJ promtJlioníl] activitie:'., ptovldes a

tl?ible resolution for .ill consume? 1-1-orries, prm·id?s an dliCLe11t lra[king S.j•slem to know

where companies are fetching beHn r,c5¡1]ts mid i? tlicre a srnpc of in1pmvemcnl and a cost-

effective option catering for all sp<ccitic marketing and pronmLional needs of cnmpanic"S,,

{Cadena. 2017).

2.1.10.1 Benefits uf Below-the-Linc- Advertising

?i?\,V_ij_QW-lhc-!ine advertising h,1!,¡ plethora benefits far beyond rhc conventional or mainstre.1.m
·

?;.

?.tqjtdvertising. Donohue (20 J 9) captures tacitly that_ OC low the line advertising provides

-:,.:?!i.¡",fcomprehen¡;ive information to prospective consumers and cu.:.1omcn; about products



71?;'·
_ §=?•their Choice, convenience and compctitíon. It ha? Ileen conversdy btxn?e·

1?j?'·4fNit-a lot of ad\leniseinents ln r.tdio, telc\·isi;in and newspapers dn not really tell

ll0i9) funher observes Hrat lh]s concem with ncwness rdkcts a scnK-C ofbor.::dom and t.c<limn

_:?' -e,q:,osed by many consumers owing Lo repcali.,'<l expusLJrc to tl1c same adverri:;.emcnl;; via the
-1

·, ta4io, televískm and newspapers and magazines_ Relcw,--thc-11111; <1d?utising seeks to simplily
the messages or ínfonnation sent by the adwrtisers which rn,:ry rmt l',i;:: cio11c in tíl.::main5tream

medi!I.

Also, it help;; to attract the vie\Ver·s cu:,tomL,rstr, thi:: pmJuds ;vl1i;::h remains visible, perm:rnent

und inde[ib!e in the minds or the COJ1:';.umcrs and the public ;m:J c;rns<cs tbtin lo respond S\?iflly

to pun.:hase decisions, (Chinc:<lu, 20!6). Similarly, bd,rn--thl:-line aJ,-:.;1iising go :i inng way ro

reduce lhe cost of advertiscml,nl to the firms and arcíls both lhe I ir.em t.!: ;-mJ Lhç i!literate with

their usual illustration and powers

i

JÍ

Also, it ¡._ apparently clear that, below-the-lim· adnrtis.lng i8 cust cffoctjvc. While kJevisi(lll

and _rad!o adveniscmcnt tends W hit the pockél fw11k h.;,rd, direct mall mid ,;l,ar,;:h i;nginç

,nfltketing arc not only more reasonable but can be seaJeJ up m do\·vn in C(Jat much more easily.

lt is.also easier ro Ira.ck con\-wsiM with below-the-line methods. When rel yin¡,,: on klt:vision or

??- ""1ío advertisements, the only way lo gauge effecti;•eness i? to ask C{lstumers how they h-:ar

f!a:.'.Y, ·:, )abouUhe business. lksponses an., uften unreliahk. \'i-'ith .::-mall and &!.'arch engine nmrko:::ting, a

'?j\???• can tmck link dicks and e-mail opens with precisíon, (Ar?ns., 2018) fl is quite

·•¡f..:.,a11.I
IO note that bclow-the-li11e adverfoing allows t(.)r letter eng.¡gement with custQmeis.

"



.... l!leiow-the-line advertising i& preferable for fOstering a.:nmI rdati1mshir with potential

t:ü$tcimers. On the other hand, Brown (2013) .:1.?serted that, belo,.,·-rhe-lini: advertising are

) extremely targeted, results arc better in terms ofcmwersion?- Conversions :m:: twttcr when tl1e

ciomnim1icatíon is done accordlng tother;;ustomerwanls, DeJow-the-line proJn¡•lional cftürts are

foctised on spccífo: target group here ;:i hcllt:r reil?-h ¡;an be easily exs'.cured. tracked and

controlled. í'inally, below-the-line adverlis;i11glldsl:asy.;:C1ntr;:il,;The return from these ílctivitic.?

can« easil.Y tracked ad monitort<l and steps can be fa!m1 to improve pr(1fiwbility am.I sales

1,10.2 Example!. of Below-the-Line Advet"lising

It is unarguable that below-the-line advertising lrn? SC\-,,;rnl c,;¡1111ple,_ Jaiilcs (2016) ?aprnres

dearly four categories ofhelow-the-linc :idvcrti"ing ad J'.illows;

L Dir?t Mail M:arkHiog: \Vhilc direct mail rnn hllvc mixed results. whs:n used prnperly, lt

can be an effoctiv,c means of ad?·cr1ísi11g. Direct m:i.il campai¡,'lJS c1re flrni?-'?iomll;r' Jc?igned

and c-opy wri«.,rs are hired to çr;;at?. c¡.nipelling messages that tend tú draw the Jtte•1tion of

the customcrn. The c{1sts for direct mailings are directly t.lcpendem im the size r1f the

1
J

I
ii. Door?to-l}oor Marketitig: Duor-to--cioormarketingtakes selling lo a person;tl level, and this

,-,,JI,
h

-

d
·,· n,· hn'

.?' is one of the most common fomis of belov.·-t e-!me a wrt1smg. •!; tcç 1que requires
. •:

,:_

·.-r?\?tyhUined sale.s stafflhn.t knows how to build custotncrrdationships and can talk politely

t·?:·\;.;?-?

.

_ M t door-ta-door marketing campaigns Eire set up to pay on commission, so

l?".'4riomer.:;.
os

C!mpaign, but generally arc lower than most above-the-line advnti?ingtechniqLtes



} .{l '::.· ?•?·-1-?Iow atld sales people have rt1ore incrntive to make s11lct.. An e.xampk

? ,_ .. ??te-door marketing is insurance sale? an agent gives through their tcJTitory. knocks.-\,·?:·
,.•.

,: --?dóorsaml them tries to sdl a polky if the person is lnt(,n:,sted it1 Jc:Jmingmore about what

they have to oífêr.

??
ill. EXterior ?:11tio.n Mai-ketiug: Tiu: ?xterior ]ou11i0n marketing im·ulvl,s driving íntcrcst to

anewnt or sale through the ?tralegic: use of employees placed oubidc the location. Typicall)·.
these metfiods include ?dwich-brnud ,;tyle promotions or even drc?:-.i11g up tl1e employees

Jo a costume to draw more attention 11, the Jm:atío11. Thc.<:e employct.s may stand alorig-sidc

the rot1d, getling the attention ofpasslng drivs;r:, 11nd pass.engn?. Whik this tecJ1nlquc: Is not

often cmpltlyed, it 1,;an be bcnefid¡¡) for small ?nn1p:ir1ic•;, resrnur.ints ,rnd alllu de.1lert.

iv.
F:,_mail Marketing: The email marketing c¡¡,n <1hu l,1,; a form ulliek,w-thc-line ,1d,utisi11g if

a company conducts the c:m11palgn on its own. The company c-:,mmunic11e;. directly with lhe

consumer through thi? í\1m1 of marketing and Cilll dircL:: 111cm tu ,1 lancling page whert they

uio lcam more arlout what lhe company is offering_ Tlils ln nan give;. the 1,;c,mrany the ability

to mea:rnre campaígn eftC<::tivcncs,. Email marlc.:1jng ¡? generally inc:xpensivc, and results

can be good if1hc mail list is targctd and IT<csh and follow:-. d(,uble üpt-ia guidelines. DmJb\e

optil'l refers to the pw1,;css where con?unwr:; have to confirm lh?ir sub?criptllin to ao email

Jist before emails e.in he sent to them.



?, n:.ost· coneepts wítbin the saciai scii.'nte di?.iplines,, perception (or what other scholars

:-i-'"f•:,, ?"e ,., fo' as social perception) has been defo1c<l ln a \'aríety ofwa_ys siace ih t1rst usc1gt':. Frnm

,#iela:y man's perspective, peretption is.ddincd asan :J.(;tofbefogaware of'"nne's en,,.irnnment

thfÔugh physical ?1msation, which demites an individual's ahílil)' to umkrsta11d'' (Chambers

Dictionary).

However, many social psychologists have tended Lu Jtvelop the'. ?un;::ept arnund une ofilH most

essential characteristics tha1 the world around us b not psyd1(,lor;:ically llnifonn lo all

índividuals. This is the faCL, i,1 all probability, tbm acçm¡r1ts for the dil'foret1çc in lhe opinion5

and actions ofintlividuals/gmups 1hat :m: expc,sed h• Lht SíllllC srn;iul phenDmcnon.

According to Ndwn anJ Q1Jick (20151. pL,n;epti(.m is th<éc p1·r.\ccs? of int.cr¡irctit1g

inf?m1ation about anoth-..,r pcr?on." What this, Jeiiniti,,n bas clearly highlighted is. ,hat tlic

opinions one forms aboul m101her person 1.k-penrls mi thsc ;imoum of infornrntion avaifable 10

.Jj
one and the extent to which onc: are able tu wrrccLly intcrpn;t the inl(mniition you ha?·e

.,? i!,tquired. In other words, one may be in p()ssessiDn of thc ,<,ame set Dl information that ulher

J'gi people have on a part.icular situation, pcr?on nr group but ,till urriv..: al dift"erent condu,;imis

ft ?Ueto individual difforence? in the capa-city to interpret füe intOrmation th:.i one all have,

il.
t·""6and Na.rayan (2014) obviously share the main charactuisti-cs or the ahove definition.

?.:· ' .
.

-:_i-??-;.:,. they emphasise that percept10I1
ranks among the '"'important cognitive füctors of

31



,?,.',:'',,.. ,

l.'.:_?ôiJr.;, :or psych-01ogiéil1 mochrmism that enable people lO m1dcrstand their

i?;:? .......;.i]h their own word&,. "pcrctp1iot1 is the pnx:cs? whereby fK"?ple select, llrganise,

!-f..:-i;.-'?=.{?tnterptet
se»sorystimulations into meaningful infonm,tion about their work environment,"

'.,_? they argue that perception is the slngle most imponant ddcm1immi of hLiman behaviour,

·t ,,;,.ting fürtho, that 'the,e cao be oo beho,im" with,rnl pccccptimt." Tho"gh fowssiog no

j manàgeni in work sctting:s, Ra.ú and Narn.yan dra1s allcrition to the fad th.it sLuce 1hcrc aw no

sp?iti? strategies for understanding the perceptÍl'll of other?, cvcr}crne ,ippears to be '"kit wíth

his own ln,,entivcmcss, inn(wative ability, ,rnsitivcm;ss snd lntrnspcctiw skills to deal wlth

perception."

ir

From a third perspective"socialperception refers hi rnnstructing an L111Jcrotanciing ofthes(:-i.:-ial

world frnm the data we get through our se11sc?·· (/,-fübener, Del.ammt.T mid l\'lyers, 2íl\4)

Thu;., perception "rcfrrs. to th-: pro<:es,;; hy wbid1 we fom1 impres:;,lon', ui ,,tht'r people's 1T1iil,;

and personalities_'' One may have notiu.·<l 1hat by ri:krrin_? t1) "mir .senses" as the means cif<lat:i

COilection the authors may have placctl too much emphasis tm its peKep1.i;1n c;1mpone1lt, which

the_first t\1/0 definitions clearly avoided. hi other to ?hed mon: light LJn this concept it is

importartt for oil.e ¡0 pay attention to the follo;ving elemenb of tb<: above definitions tií

?ption listed by Rao and Narnym1 (2() 14)

l, Our attentíon, feelings and thc way we ¡¡ct are influenced by mir c11virnriment.

t. Perception helps you to gather data frc.1m your surroundings process the data and mllke



;??,J,:c
.Jn perception it is 5omctimes diffirnlt to separate the i11formatiot1 from the action.

. ?!.? ···;' 4. It is bas-k:ally a pmc-ess of gaining mental und!!rslanding.
>. '>

!:,·
:

,

1./.:
;:._

S.

?ercepti?n
guides

th?
perceiver in

hu?nessing,p_rxi-:essíng
a11d channelling relevant

,

1:1

·

mformation towards tulfill1ng the pcrc:nver'5, requirement? .

?- 2,1.12 Features of Perception

This ?ction is drawn from Nelson and Quid·.'s (2015, cuncisL, dcscrlptlç,n of the three m;ijor

characteristics that influL,nce our pcr.::cption 1Jíother ?opk

l. Percei•rers-Specific Charnderistirs:

.A

t

One of the percei\-'ers-specific factor? LhcJl inllLicncc pcrccplio11 is; familiarit)· v,·ilh the; ohjcct of

pcrceplion. Familiar[ry implies thm, comp,ued to 0tb1:rn. we at...- bccttn positioned to make

ob.servatiort? leading to better relatíve :ibility w ;irri ve. at superior <ledsions about a p?rtic.11lar

.situation. However, you mu!;I note that for you tu pr.;ri::.,,in,M1rnrnnc .'lt:-cur;,.11.:ly you must ba11c

iit;:
?à:·,

gétlerated accurate data on lf1at _pers1in Judng the st,1ge of ot-sen'ation. This is bcc,;;uw th<c

félationshi¡:i between familiarity crnd .'l'-'rnr,1cy ls not alwiL}''i Jircu, ·"Sumdimes when we know

il person well, we tend to screen out infr,nnatlon thlit is inrnnsistent wi1h wh?t ,,ve belk:vc the

-•{?isafs. Another factor that iriflucnces social perception is the pcrceiwr's attitude. for

since no woman has ruled Nigeria since its independence in 1960. you o1re likely to

-?
the attitude that women are íncapiible of handling the chalk:nges of leading thls

try, which has no empirical follfldation. Our mood is. anolher important factor that affects

-



... ?.J{::,f'
ri""

.,,:?;\Ul:?n it is sometimes diHicult to separate the infonnatilln fi-om the àC-IÍ¡m
•,,"\

,?!fSJ'??-/J, It is basically a process of gaining mental urnJersra11ding

'-·??-11
•,.?.· ·li? Perception guides the ptrcciver in harnes1>ing, proce,-sing am.I channelling rdevi:mt

-??:•i
information toward,- fulfilling the pcrcclver's rc4c1ircn1ç111s.

2?1.12 Features 1>f Perception

This section is dr.iwn fnrrn Nel?,r,n mid Quick's (2Dl5) rnncisl' de:,cription 0f1he Lhr,i;c rna_Jcir

characteristics t!iat Influence our pLsrccptiori uf mhcr pc,Jpk:

1, Perceivers•Spcdfk Characteristic!'.:

One of the perceivers-s.pecifo:: fadors that influence perception is E-tmili:;ri1ywith tbe objc:ct or

perce-ptiun. Familiarity implies tllilt, cotllp:ird h) úlkr.,. we arc lxtttr posiltcmml ID make

observalions leading to bcttc-r rt·lative ability tü arrive at ?urerim Jc¡;ision? :1b011t a p.:i.rtinil<ir

situatio11. However. you must note thi1t for you to perceive some-011e accmatdy y11u
mc1.?l have

generated accurate data on that pérson during the stagL: uf obscrvati1cn. This. is bec.au?c tlic

tolation?hipbetween fomiliarlty and accun1cy is not always dire<:t. ''Sometimes when we knm,

áp:Qrson well, we tend to s.cn.:er\ out informali,in thm ís inconsistent i.virh wh;,L we believe the

??!?Is. ·Another factor that ínfloences social perception is the ¡lerçci?·er's aniludc. For

_;;;?·Since
no ""ornan has ruled Nigeria since its independence in 1960, you are likely to

.. L-. the attitude that women are incapable of handling the challenges of leading this

try, whH:h has no t--ntpírical foundation. Our mood is another import.mt tàctortbitt:ilffccl:$'



._,..-,..,.-
'..?-,::-?eothers. Generally, th¡; differem:e In our reaetion l!) situations is a functil)tl

::1 1?.ofhappi.nes1>or sadness in which we find ourselves (i.e. uur mllnOs). ·rhus, we l.C':nd

??-•;,·
.

:?_:./??'.:·.?us.ily
remember information lhiit idemify with our moods tban tfmst that do no!

•

:?,
j\,¡:¡;ardingly, whenever we are in negative moods we gc,R·ralty tend to form negative

· impressions of others. The self-cm11:ept of thl' pc,ceiver is aJs¡, a crilirnl detem1ina11t of

,j perception. Basically, people that po>scss positive sdf-,w1ccpt? ttcnd te, peJ'(,ei,·e pc,sitiw

attribute? in other people, while, rho.se with n,;g;:itiv1.· s,:;lf?<.:illlCC])IS r<c,J)d lo pncci1c negative

attribulcs in others. Th"'refore, grcarer underst.:mding 11f sçlf allo-ws us tu fone m11,c accuni.tc-

perception af others

The cognitive structure. that
Is,

<1 person's thoLig:hL palkm ç,f thlnki11? ,;;:qm:illy J<.:tarnincs

his?er perception in SÍb'llifo.:ant ways. \",'hile S('nlf Íl)d[;idu<ils Me indl,mi to perceiving

physical characteristics such as hei_ght, 1.veight, mid appt"armice others pay more ammtion w

central traits or pcr?1mlity ,fo,positlc,ns. However, !h::n: :ire people that are rnpahlc of

perceiving all these traits a.t the same time instead Eir li.ic1Jasing on uni:, l.'lle ;ispect.

;\ j, T:llltget-Specific Characteristics:

,.

\\?·Ill perocptkm ís .als.o infhlem:ed by certain charauerístlcs rhat arc spccitic to the ?™lll
.

f:- ·:·: ,.:?ived (Le. the t-.i.rgel). One of the most important target-specific characU:risHcs is the

•?,;.•·:·?-.:?arance
of the perceived. Some of these charnctcri?tir;::; include height, weight,.

:.1·.-_:

.

d =nder In addition the way you dres.? ?peaks .,,.·olume about the way

Ill
d age, race !lil ?V

• '

? perceived. More importantly, perceivers find it easier lo pick out lhOse
ap":ril:U:ià



"i!R<'? or new. Common examples of unu?ual personality traits include a very

an energetic ch.j]d as well as newnimcrs withi11 ã cDmmur1ity. Verbal

mmuóications out of which p.:rceivers.asscs? a tc1rget's voice toni.;. ¡¡¡xcat aad related factors
·

·-:?? m:o·affect his/her perception.

)
Furthemrnre, the nonverhal Communkc1tio11 rnnwins a lot of infomrnliori thmugh which an

individu&I is perceived. Eyt contad, facial e:xpressic,ns. b,Jdy m,,vcmrnt, ::mJ posture ctrc

feorure.s that _b'UÍde the perceiver's. Lmprcsslon ()fthe t<Lrgct. JJul, whik fal:i;il impn:se,ío11s km.I

to convey general meanings. 11011ve1'bi1l cDmnmniraüon p¡isLcs a chalkngc o-fhaviog dif!Crcnt

meanings ín dífferent cultL1rc?.

3, Situation-Spttifü Characrc-ristks:

This is a wry significant factor that .iffocts. the imprc?sion thm is forn11:J ;;l111L1L s;1mL,ünc hy an

indi\'idual. In other won.ls, the So-cio.I context of the interaction is a maim lntluenre. for

instance, anybody that interacts with the Cbicfcxcculiv..: or.a bank in ::1 r(,llli<:al rally wm1ld

eerta:inly go away with a different impression of hinuher compared to meeting hlm in hls.ih?r

bank office. "fo Japan, social contl:!Xf is ver)' impo1tant. Business disCll?s.ions after wotk.ing

.re _or at lunch are tahoos. If you try lü talk business during thc?e times, you may be

as n.tde." lñe ?lrcngth of situation¡¡! cues often provides clear indk.ations of

?i:;,.)?at are• acceptable within certain emirnnmental contexts. Tbus, there are particular

''ff .that influence the behaviour of an individual, which do not nereos.'lrily affoct the

--ition of that iodivíduaJ. This is·wbat is refen-ed to as the discounting principle in S(JCiàl



A- ,-:-e•:·
• An.:Ulusn:ation.ofthis principle i? wt:ien you Climl' in temt.:,,cr v,rith asociabk hank

/? officer that goes aht'ad to find uut ahout your pastime, and kno1-1-lcdgc of servic;;

4alivery in·thf Nigerian banking imlu-.,try, Would then hL, c\Jrrcd to ::itLribme this behnviour to

the-marketing officer's personality? You may not attribute this to his/her person.:ility "because

of lhe int1uence of thr: situation." B;:¡sicaily, in this context this ptrson is pro::.pectíng for

customers lo whom k intends to introduce lhl' service, ofhis.'hcr bm1i(

2?:!. ·Theoretical Rcyiew

The theoretical perspeClivc ln a n.:scarch dcricts the rcsc;rn::hcr·s 1indc1·sfandín? on the C()Ursc

under study. In allier ?vords, theor,;tic,?l persp.:;ç1ive5 pl::iy n rc,k ;is 1h,; filter for focusing and

bounding the data to be colkclc<l rhis study I$ anchored on Tht iJ0t[(Jnt-llp Theory óf

Perception and Activity Theory .

.2.:?.l The Bottom-Up Tbtury of Perceplion

Bottom-up prncessing Js an explàrl.i!ÍlHl for percep1i<)ns that start with an im:oming ,;tlmulus

'at'ld.warking upwards until a represeritation of the objcçt í? formed in uur minds_ This process

"'.''.¡_.

•??Er using only data that ¡5 available fr11m our .?enses.

'.'!,.,:,:_?

:?p processing can be defintd .as &ensory analysis thaL hegins al llic cntry-le\·el-with

??;?nses can detect. This fonn of proce:<.sing begins with sensory data and goes up te



,,.?//f{
;,:.·

'

? •iD;ticgratwn of th.is sens0ry iillonnation, Information is carrkd in one Jiroction
\???-t.

. ;?:/? wid1theretina and proceeding to lht: 1-isual cortc:x_

":)f.:f Tbis proct:ss suggests that proces;;ing begins with a pt'rn,pti(ill of the stimuli nnd is füelled by

:{
buic mech,nisms dmlopcd thnmgh m>luti,m Uolik, top-duac pmccssicg_ IH>ltcm-up

··1 PfóCcssing is purely data--tlr¡ven and re(¡uirr:_, mi prl'vious knuwkdgc 111·
li;:<11·11jng. Dc,trom-up

pfOCess.ing takes place as it happens

Th? theory of b-ottom-up processing wa? i11tr,)d11c,;;J by psychok•r.ist E. J. Gibs.on, whD Louk a

direct approach to the und1:rstandingofptr;;c:pliun_ Rathcrtli::rn belng Ueptcmknt upc111 kmning

.anõ c:uilt.:xl. Gibson felt that percepliun was a "whm you 51;"t ii,. v,.·hal ymi ¡i_.;:t" ]WlKess. Ile

argued thil! sensation and pcrccrtion Jrc tile same things. lk?ausc Gih.,un's thc:ory suggests

thot processing can be understood solely in terms of l'm'ironmcnlal stimuli, it jg Süllkthing

referred to as the ecological theory ofpLsr.::cptinn

Bottom•up proccs?i11g works like this

t. We i..."llpericnci: sensory information about the world .iro11nd m, such flS light !cv¡;ls from

our environment.
·

?lt:- The;? signals art: brought to the retina Trm1sducfo.in trans.forms these sign?!? into

fu .

.,.

??lm¡,ubes that can then be transmitted.

"¡;'.···

-ir?•I imp,l?s u-,vel along vis"! pathways to th, brnin, where they ootc, the viso?

íl,1
_·;,.:,; and are processed

to form our -,dsuo.1 experience,



down into it!> mosl basic clements

l&l.e:vitncc of the Theory to Study

This theory ís used to describe hCJw individucil's pen::cpticm nn at) entiry is íim11cd. Thç RCJttnm-

np theory of pe-rçeptíon <lcscrlbes the way Individual will per,;;dve <"ltt ub_icct a!-: a data driven

processing perception. This means thm. tvtry ímlividu.,l perceptiur1 ui Dl,ject ls b1Jilt ::is a

gradual proce?!-: of the sensors rnlleding lhe dnrn sud,;,.? poi111s, hc:,rizc:rnrnl or nTtical

lines, as the m.tln individuíll chnracluistks of the- ubjcct whi.::h are later ?-orincL"LcJ tri build ,1

mare complex. assembled surfaces ,1nd 5hapes in order to nemt'. L"omplcx perceptioH (Jf thl·

object he identifies .

.J
?'.
::iR.-";

1?;·:_i_)intffl'action through their use of lOüls and artefacts. Activity Theory offers a holís.tic and

,,

;?al method of discovery that can be used lo r-upport qualitative aud intcrprctatl\'e

\?,;i·.:t?vity theory ha.s been traced to the sooio-cultural tradition in Ru?sian psy·chology

'¡1: _Vfzo's and t930's. Nardi (1996) püs.its that "activity theory 1s cm1cerned with the

l!:??I development of activity and the mediating roll:: of artefacts. As the name 'activity'

2.2.2 Activity The-or:,-

Áçtivit)' Theory is a thcoreticc1l framework for the analysis :ind Lmdt:rstanding of hum¡,n



?.autijlX.1s" most times are the human beings eng:iging in the c1ctivJty. Alkr thc inter:Ktíon, botl1

the "'objccts"and the "subje<;ls'' arc eventually tr.an.,tOrmed.Thus. ,1ccordi11g lo Ruhin?hteln,

(19!6),
"subjects do not ()nly ex.pres? themsdves in thL,ia activities. In a ve1·y real sen,c, th.::y

are produced hy the "activities'' 'Ol1jects'' can also he s,1id lo ?hape the way humc1n Lieingc,

interru:twith reality.

Activity theory secs human beings (suhjccfs) residing i11 Jll e11vinmmcnt, J;, surrorniderl by

scríes or images (objects). Therdim;, in orJcr I(' 11nderst,1nJ lhe pt:ri;eption !lfhum.in beings

with rcgairds the objecb ttn:y arc surrotmJnJ witl1. it is i111purtant t,1 ,'.flrl)' uut an ,1rialysis of the

o{ljects. All human perception is shapct.l hy the
..

ol.i,i,:cts"tlicy arc cxpDsnJ Lo; thus perceplinn?

are created by the "object:<:''. The relationship the "SLibjnC has witl1 tile "c1h_ject" gives it íl

specific dirq:tion and brings out the desired pe;,n;eptlon. C\ms-.:quc11tly. actí,·ity füenr;,

hlghlights thllt the activities human t'cillgs engage In am mediated hy l(1t_1]s ln a hroad se.ti?

To-ois arc created and transformed duri11g the JcvL'lllpmcnt Dfthe ilClivity itself <1nd curry with

:tbem: a ¡,Mticularculturc-i_e. the hi>torkal rernain? from their devekipmcrll.

?·? the use úfthc tools is an accumulation :md mmsmisskin uf social knllwledge. ·roais

•::i-'?4'-•the pcrceplion (lÍ human being?. The activity theory also dtsçribes the way
, ,.

:.{'\~cf'!'partici)XltC in an envimnment u si rig objects either conscioJJ?ly or by hccn controlled

,; mo?t often geared towards creatíng a desired perception, Activity theory ?n also be



•' -?

,!(:;>.;,,!'
·-???-dÓfl·the·fact that the inti::ntions (if-individuals <Hl<l their pnccptions grow out of

:-'-',

.·?¿ ./.-l?ióg: .they derive from lhe objçcts. To put it <lefinitivel)·, :H.:ti;·itic, arc :;erit!S- of

?·
'

-?
ínunediatcand defined goal.

'

-J
J\çtivity theory has been of high impDrtànce in \'arirn.is. field? like cduca1iur1, management and

irtfoIT11ittion systems, m(lst e$pccinlly ln fields tl.1Jt dt.'.11 with human inkra.::r.ion, relatiüc1.?hip

antj_pe,rceptions. Researchers (e.g. Kuuui, 19%: Liaw, Huun¡;: & Chen. 2007). hc1vc come to

realise thal the activity theory is relev,mt rmd nee-i.ld in un<ler?1,1mling l1um,1n beings within .in

intricate and dynamic environment

.2.J Empirical Review

Cók¢r, lyamabo and Otubanjo. (201J) conctplLtali1xd !he 1·elatio11sJ¡ip hetwe<:ll wrporatc-

logo ?s an élcmcnl of the corporate idc11tily mÍ.\•:tntl c11&lom('r (K-rrnption iu a wholly

nnice -contex:f. The researchi:rs carry oul a révicw DI. the c:..:isting lileriilure in tile an·.1s of

?:qiorate idéntity and si;rvke qL1.:1lily wirh the aim of icicnti(ving ,1 slrong conceptual

';:,, ?und fur an emerging model ddini11g this relationship. \Vhile the:- -?ervice quality
i.-... ,

' _,

.,:'.:::,? :revealed that "?en·ke resp{ins1vem:ss is a crilic?il variahle Rir (JLlality in service

:·-;-, the-oorporate identity literature revealed five key models whkh formed the basis for

fín_??;:; c0nslituting elements of the corporalt: logo con?truct. The et17crgingmodel was

I r?utinized for lhe-oretical soundness located on the
principles ?r

activity theory .w¡ its



ffflmdAtioo. The model propCtses that sen·ice rcsprmsiveness m,:diates thc-

,·i¡:, betwee1.1 C<.rrporatc log._1
and cu&Wrner perception <Jflh¡; brami itself.

1'lle pàper tried to fücu.? on identifying how bt?t the rc!atiort,hip btlwc.::11 corpor.mc logo and

customer perception can be conceptualized From the UJTporate idcll1íty likra111re, five rnmlels
were reviewed: "the operational mod?I fur n1an11gin? cúrroralt rqiulíltion rmrl image

(Oray&Balmer, 1998); "corporate idtntity rnanagemc·11t ptc>1Tss model" (Smart, 1999): ""mudei

of corporate identity'' (Mdewar& \•/noldridge, WUlj; ''corpmute identity Jttrn.lcl" (_\.'[elcwar&

Jenkins, 2002), and "a new model of cmpornte idcmity -

.:c,1l'úrn.lL communication process

?mer&Gray,2000). The:.c modeJs dC'Jrly lllu?trnte !he concept Df,;:orpol':Jte JdrnLity and the

corporate visual identity ,;:onslruct, Tiley <1lso ilJlJnr.J.tc the ,ktcrmimmts of cor¡mrme vlsual

identity Jnd the pha,,c? leJding tu huildi?g, maimainin¡j and managing an 01·g,1_11i!.ation's

corporate visual identity_ Finally. the g:ip in the models was idcntifieJ as .i ba?is for

CQnçeptualizing the propo5c-d mrn.icl

?.;-.?borders on the relationship tliat exísts betv,een the wn-::ept of corplm1te vi.?ual identity
· -

en:? hand, and the notion uf ,;u?tomcr pcr?cptlon on the o1.her through service

¡?--?.:;:;. In the context ofa financial :.erYÍccs firm. for irn?tance, other factors could be

?"f,.y_,efor the finn's quality of service. This model further highlights the above-stated

,;:-,,.ship. The customen; are the "subjects" who are exposed to ''objects" sueh as the



-.k¡g(l:(thtougb its component elements). Thi;.; expos uni ís met.liakd by :mother factor

:?: thus leads to J.Il "oukome;•-conce¡,tualized in this cas.õ. ? the

.\. -?q;,non customers have of the llran<l

:1Th:weaknessesio th, fi"O key model, highhgln, lhe ,,,ct foe the ccemim <>f ,n ,mccgiog
'

modçl which will servel'ts anew concq1tual fr1m1ewmk w-,cú tockarly ex,1minc the rdatinn?hip
betweçn the concept uf corpomlc liisual itk11tity un the une h,rnd, arid cm tonier pen:cptío11 un

the other while abo exan1ining the rn[e rc?pc•n.?1veness plays in thi? rd.:itionship.

Not'withst:anding the idc.11tifkation of"serviL,c respu11sl\e11es.\" ,TS a ITil'ril,,tJn¡;variab!c in this

telationsl1Jp, tht: possibility of other factors niedic1.lingthi? rcbtic-11ship is lie1-çhy .x:lvmwledgct.l

Furthermore, by taking a cu¡; +rom the sçr,•ict ,¡u:ilitJ lilcrawre, ¡_•ontextwLl ?·ariiltiür1? may tLlso

occur. Nonetheless, service rc:;ponsi.·cncss appears t,) be a relevc1nt cc-mrihL1tio11 Ln the

lit.eraturc as a mediating variable in tfii? rel:itiünshi¡:,. As such, there ¡? the need for fürrlier

re5earch in terms of empírica! valid.itioa uf the theoreti.::al finding within .,pccifie<l hL1;;i11c?s

contexts.

Hówever, Adíele and OpMa, (2014} examined tile- impact oJ rnrpornü• idcütity 011 cu?tomer

·\.¿??liage of quoted Bank.<; in sooth-snuth :woe ofNigcri.a. Tht study concludcd that bank's
,.

';-- •.

?,..wJdcntity
affcels customer patronage. The study f)OpLJlatíon was 14 quote<l Banks,

11e-.functionally regbtered and liste.d. witb thca: Nigerian Stock Exchange (NSE_). The

·rt:;i.,rdata gencrnlion was the top level managers of the 14 quot.eel banks and custmriers.

_,;?, forty two (42) managers oo the ratio of 3 managers per bank constitu?od. our



·,?
• ,

j'j'-?btldenis lOr the study. The generated data wae prcsemcd and analysed w 11 e the

·f?,PCatman',;
Rank Correlation Cocfficicm (SPJ.:CC} st.:i:tistical looJ w:is U.'ii;d in testing tf1c

{stared hypothe.>cs. The result oftlll: analysis sl1LlWct.l 1lrn1 (iler.: is a positih: and significant
cortefatiun bctwcencorpor.tte identity and ct1?t()mcr pmrm1agL,_ The srndy spedfieally rcvcakd
th.at sign? and symbols signilicantly imract rn1 saks vulimK·, prnlit ma,-gin. and nis1,1mer
retention

Tb.e finding supports the vit-ws uf (Levy &Wt:ilz. 200 I). fhey upine<l tl1a1 any orga11iZ1.1lim1

ofcomm1micatrng their produds íllld service? l0 1il?i. c1Jst0mcrs bdkr Lhan 1hcir Cümpel[t11r:;.,

L1ltimar.ely

increase pc1tronagc thereby impading signifii;,111t!yon ir.e compétny'a ¡xoíiL level

_,J
ii:'-

.. _

The findings are consistent to 1h11t of (Kim ami \lJLm, 2009,t which
sr'.1Lcs th:1L ?igris :ne i•isual

CO.!!!municatiím tovls which contain tnfC1rmaticm to be folhw,·ed and i11Jic:m:irs of the right

direction, Signs are viral com1mmiciltio11 tools tbm CillllmLmicílte:H .::omrany c(l)'poratt image

11.aluesaJ'ld serves as implicit rmd explicit ClJmmu11icati()fl and Jirection.il indicators. Sigm t,c,ip

,af'iml in reducing customer crowding, organizing cu?tcmien in an orderly manricr and helps to

rganization's rules mid employee e:xpl.'cted hch,1viour

,fll:service enviromm:nt like bmiks, the physiç¡¡J envlronn-icnt'!ii1s m1 impact on Sales

¡.:.-.;-,¿__Oyalty
and ultimately on r.hc business owners or organ¡zation (Baker et a! 2007)_ Well

.ted customer retention programs that an: communication and tactics driven.,, which stdve



customt:r service are grncrally used to encoumg<: customer's loyally in .1

'N?bly, I.his findings support the views (_,f (WemT&K.1minoff 2005). They opined thr1t Signs

IJFl!!plrticularly importar11 in forming first imprc??ion for comrnLrnirnllng new ?ervice concepts,

for repositioning a service and in highly çompeliti,,r imiustric? whnc uist(m1ers ar( looking

for cues to differentiate organir.ations. Signs Jispl:iyc<l on th.: cxn.Tior (ff l11kriL1rofa structme

are_examples
of explicit communications. Thcy c;;n be .ised ;;, l;;bds, for directi(,11al purpos<.:i-,.,

and to Climmunicate rules of behílviour.Signs haw? cllsc, been found 1,? redm;e percei,·¡_.J

crowding .ind slres? in a hanking setting: (\\·'L·nl"r<.l:.:Kc1rni;iuff 2005)

Remarkably, when b:rnk:,; L"!Ticiemly us.:; their signs t.i r?du-:e rnslL'm?r uowti¡ng in tbe hall,

commmllrntc their values and '-'PtrCttiüt1:ll p::th:ms, an<l for irnpliccii and explicit

communication, the re.suit is that they will end up lncrcas.ing their rnnrnncr level of

satisfuction, retention which V-.'ill eventually imp<tct on their volume (Ji-lrnns.ac1ions and proíit

margin. Every firm .,;hould, ill principk, s<:ck profitable growth twcr maximum s.aks. Fm

?p!e, profitability ¡11Jex aud market shm, s.lLidies (PIMSJ lüund tbat strong pos.itive link

oists: betv,een sales volume and return on irwestmcnL (Hooky et al, 2005). Similarly, they

·,-?-that superior (ctistomcr patronage) likely results. ill superior financial performance

'?lit}'), Front the forgone discussion, it is 1herefore evídcnl tl,¡¡¡ a firm's level of
,.

"'•:::? cuns proxy with its kvel of sales volume/volume oftmrmactions, profit margin and

,

mi::r retention rate. Signs on the other hands, are particularly important io forming first



,
..-----;.·•.,_.:,.;;.

-? -:
,?ntiating a company's producl from com¡,et.ing industries, and in rçJLKing pen::t:iveJ

· '1. ¢tê:wding i'lnd stress in a hanking setting (Wcner&K.iminolTW05). Frnm lhi? discussion, the

:¡ Í'OS.éarcher!. have ample empirical cvidenLe to crnicluJL tbat signs pD,ltivç,ly <mJ ?ignifo.:antly

, fut communicating new 5çrvici;: concepts, for repositionJn_g a Slnicc,

affectcustomet patronage.
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{ 3?0Introduction

CHAPTER TltREE

RESEARCU METHODOLOGY

Thill chapter de:,crit,e.,, the mdhods i'l])]lliL·d by the resemeher te., c1chicvc rh<: objccti,,.·c? Clft!Ji:,

study as stal-:d in the chaptc:r on,:; of this werL Tlli:i ,:;hapter is bLZilt ;iw11nd th.:: fo/Jc,v,,fog ,uh

head]ngs: Rcseiêlrch Design; Population uf tht Stady; S:1mplc Size: Sample IC.:;hniqu;;:
Research lm;.tnunent; Validity and Rc]J[Lbility ofihe in?m1mrnt MeihoJ uf fhrn CollE.-ction;

and Methud ofData An.1lytis

3. J Research Design

The fúCU".i of this study is to find 011! audlrnc¡; p<crcepti(,n 'n impl'ink<l logn ,1s a wol íi1r beluw

the line medium or advcrtis.:mcnt nf polyteclmics in í\igcrla with

undergrat.luates of Abraham Adesrmya Polytechnic, l_jebu I.?bc,, Ogun St;;ite

attention on the

:,j

lna bid to provide answers ll:l the res.e,mh qu;,,:?tions cifthis study, we employed Lhe De?crirtive

(
,,

·sµrvey Research Desigfl- A descriptive survey attempts to estabfü;h the rnngt mid distrihution

;JfsÇ,me social characteristks, such as education or training, occup?fü111, aml location, and to

•

e Survey Rt:search Dcsignenahles the researc:herdescrihcs event ln question and use

g
dali! to explain and predict the situatior1? that n?;'olve around this study. Also

st
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f.h-l<:
'=T?:iptiveSurvey

resea.rch provides room for lhe rescarc.herto use s111all groups of people U)

] -??nl larger groups.

,'

Tb.e major source of data to draw conclusion l°i)r this ?Ludy ls the prlrnJ.ry se-mee which will

make use of the distribution (1f qucstionmire items te, elkil rc:;.¡mnse frc,111 the pop1ilmion uf

thi? stu:d)'· in acüin:lanc:e to lhe research qticstions.

3.2Popnlatioq of the Study

The population of this study refers tu all ?tudems wh.;:., me ,-ílr,,lkd for rhc 2i:,20J?02 I aca<iemk

session Dr all faculties of tile $C:hool. From to[:1l m1mbu r,f 1hc studeub whD arc in for th<:

202012021 academic session, the popubtlon 11.•a? úr?wn or ,;vça exarniri(;J 11, :iddress the

research problem or meet the rese?f'Ch objectives.

According to the report from the adml%ion L111it oftbe i1istitution, the tuli1I num her of students

who enrolled for the 2020/2021 ílrndenii-: scs.?i,m >tuml apprnxlmatcly at Two Thous:ind and

Seventy _ One {2,071). ThercfOre, the p¡1¡rnlati1Jn of this study stv,id ,1pprm,imately al Two

Jt Th-Ousandand Seventy-One(2,rJ71).

?l :J..lSample Technique

latléirtp1
tú colhxt data IT{1rn <-25 students ot Abraham Adcsariya Pol)ech111c ( .\!\POLY),

Jt:SOmeho\s- cumbersome and pmntless if 11 p11m 1s not properlv made Therefore. we

? lisiag the convenience s.fllllplmg technique to distribute and colleçt the que.stionmure

trom t.tie respondents ofrh1s study



('\?•icncesampling is a ty , of, · · . . .

:? ,.,I,'?:,??
.
.,

P onprobah1Jny sampling 111 \.\.·h1d1 fX-'ºPk are sumple<l

,: ?j)ly because they ílre 'cmwenienf sources of Uata for r;;se;:m;hers. In probé:bility sampling,

'j
e

? element in the population has a knovm nonzem chanu: ofbeing SL'b:;kJ Ll1rough the use

Of a random sdection procedure. This means only tho.,e whc, rm.: avallabJe- will bl'. gi1•en lhe

questíorrnaire items to fill fmd return iinmeLliatel)".

3.4Sam ple Size

A lotal·m1mbcr of Three lluni.Jred <m<l T1venty Five 1)251 rcsrDnJcnls cci,i':,titutt ihe srun¡1Je

of this rt.·sc,1rch. Thi? ?ainple siLc was r;ott...:n using ?urvL·y /\fonkey S:crn1;1le '}ju Cakubtor

(Online) with the population of 2J)71 aml Ccinfidenee Level ,11 ')5% a, well <is having the

Margin of Error to be 5 %.

3.5Rescarcb Instrument

Since we consídcr using Dcscriplíve-survey method, lt b.:comts, impurtant for the n.:?archets

to consider the questionnaire .is tk iilstrument to be u,ed for lhe purposL, of this study

Thç.qucstionnaire items will be made up uf lWli sections. The first ?cdion is sd to collecl the

?]4emographic
data of the respondents while lhe si:ctmd scgmcnL? will be set rn dicit response

"f? of the four rcseart:h questions as highlighted in lhe chilpter one of this work.

:

.--ji. the questions In the qucslíonnaire ilems will DC <lcscriptivcly constructed where the

ndeii¡s will only have to either agree with or dísagree to the statement in a logical mariner.



"i,,?.,t
¡\ .?ilie.approval

by the supetvisor, 325 r:opies oi the qucstkmnairc will 1-.L.· dbtributed to and

'{
.?ted from the respondents who are readily availQl.ilc 10 rill iL 011 a 5pol

i ·1?6Validity and Reliability or the In.strument

To ensun: the content validity and tt"liiir>ility 0r·1k qu¡:sfium1,1Jrc> (tcms ur·1his stud:·, it is not
enough lo depend on the: supen.·isor\ currellion a11J co1m1wnt? (>11 the qu,;;?1ionr1aires copy
submitted to her. Thcrefbre. tlH: re?e<ul:ht"Vi ar.?o u1n5idc1•ei.J ernp!oyi11g pifot Lc,qing of th,c

qUCl\.1ionmiirc ilcms runong tiice studell!s c1t the kvd two in thL· ücp.1rL1111:m of M,1s?
Cmnmuiiicílfüm of Abraha.111 Adc.?<1u,va R.Jíykchnic ljebu

thCH¡lJ?tionnaire Lopy bdOre cmbc1rki11g on the timli:1¡:,:;J1lk•ng the entire
SLL1de111? . .f-fowen,r,

1L¡v,1liJnkthe relinbility1d

the results gotten from thcpilotte\ting r.Jttlwquesiirn111;drc item?\'cill nul [wl1,wd inthech.1ptcr
fuur of this study but only to ,,a!idnte th(, rE:Jiabiliry ,)f Lh<" m.::n?uring in?trum¡;nt

(questionnaire)
>

1
?

j?
3?7Method of Data Collection

I?.;·••··
.- :1t1; ai:cordance with the samp[ing tedmi4ue adopt1;d for this Stc1dy whid1 is Convenk-nc:ç

-?\ iempbng, the researchers ""If! ensure darn shnll onl¡ be gotten trom 1e?11ond-:1lb whu ar?

,-W••'""""""'~••?
•••?•
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·,,t,.:, 'J_Method of Data Analysis

::¡
,•

N( dl\la geocrntcd fcom the di,t,ibmico """ <c;llcclio" of q"cstio,rn"icc rnpb from the

l'?ndc.nts will be analysed in the Chapter ÍUllJ' ¡,f iliis sntJ)'. Thi_, resean:hcrs will employ
quantití'!livc aml interpretative analysis. 1\ i>Íll1plc ptrceJlli1gc mud¡, ,:,¡ cc1lc11J¡¡llng w011li.l b.::

adopted to communic<1lc the- fn;qucncy of,,ccurrc11c.e ;1fvc1.riabks. All Jat.i. Vi'iH he flfüti)t.c,d i11

tables., the tables will tic Used to prnem rek\.'ant infor1rrnlio11.
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CHAPTER FOUR

:)II DATA ANALYSIS AND INTERPRF.TATIO"'1S
f.4.0 Introduction
'Tile prim:,iry focu;; of this study i? to ü11min,e au<lien;;:e per?crtíon on imprhllt<l lugo a;; a lDlll

for belov.· - the - line medium of c1dveniserrn:111 of polytcchni?s in This i;h;,ipter is

concemcJ with the preseti.l.ltion :±nd an,ily,i? <)f dala gath,¡,red chrm1g_l1 the use ,Jf qut?ti<Jnm1in:

distributt·d and providing answers to the four (4) TLsscard1 q11t?lÍ•m? ofthi? stud}'.

In this chapter. lhe data collixted wen: rri;.setfü:d iri tahul1ii- form. ,1rmlyscd a11d imerprekd Lic'.ing

frequcm:ics and percentage;, Al ihe end nt cad1 t;ible, rnmm?nt? \\\"It' 1m1<lc to rdafo the-

responses of the respondents

The copies of questionnaires were distributed Jirn:tl:, by the researcher <mJ 1,1-ith th? aid of

hired research assistant to the rl'spondcrns. A tmal num her ofTlm·e HunJl'?d ;m<l 11.vertly-

FiVe (325) copies were distributed bl.It a (L>rnl m1mbc-r uf J'hrcc HL111<lrcd and Twenty (320)

copies of q_11c:?tionnaires were retrieved and mrnlyzed, All d,mi prestn!L0d .'lnd anal?·zd stem

(tom the Three Hundred and Twenty {J20) copies retrie-ved wbile fiwi (?} questionnaire tllpies

'Were void and null

a systematic tabular represcnfation of respündents' responses on percentage of



.·?·:;_ ?:DemographicsData

,.,_·:---·r??;r
'1

1 ?: Reru:carcher's field surve) (2022)

:, Í?le I above shows that, 47% of the rc?¡,omlents Me male while 53-?ó uf lht: rcspc,fldcrit? am

j'l_

ie,male. This deduced that there arc more female ifl the populatic1n Dtthç
;,t11d:,e

Ta.6le 2:'Age l)ístribution of the Rcspu111Jenls

i Response Frequenl·?

?

16-20 ¡¡_o

J
21-25 2()[)

J JI a??:?ove ??

J., llource: Rese'!::??rs field survey (2022i

3211

?·.
a,: 'f.Jble 2 above shows thõl.t, 25% of The popubtioll .art between the

é1_gc.?
uf \6-20; 63% arc

?,,_J,etw_een21
-25 years, 9% arc behvet:11 26-30 yt:ars, ,vl1ile only 3% arc hetween the age of3.1

¡,

'.p,cla&ove.
This shows that. there ,1remore )'Ol.l!h ill the populiltion of the slurly.

Pcrcenta"L":e?
47%

100%

Pen:entai:e
25%

100",í,

,?,?dentsDistrib11tio11by tht!irdas.'i/ len\

---,
lte$poJIR _!ire?uency

NOl____ 150

'--¡ .:•liJfi
50

?=·t:' ;?

?l ;otal 320

::;carchers field survey (2022).

PercentaJ?:C
47%
17%

23%
17%

100%



above shows that, 47% of Lhe respondents. are currently in >ID I, 17% of the

·?•?cn"k ate in ND 2, 23% of the respornknt« are i11 ND 3 while ;mcither 17% of the:

;•,-

j
'<teapondents are in ND4. The inference drnwn ti-om tbis istb,1t, majority ,1fthe responJrnts arc

:1
m'.NIJ2.

? llcseilNh Question I: Wlrat is the frvd ,?t cxp11,rnrl! ,lj tht u111f.!rgrad1wre,· !If Abraham

Adesanya Polytechnic tn the imprinted ioga of lhe pofríedmic'?

Item questions in table 4 -
8 of the research instrument "·ert" u:snl w ?uswer Re?e:m.•.h

Quevtion I.

Table 4: Are you a student of Abralrnm Arlc?a11y,1 Pohtt·dmic'?

l?
OP?,??NS

I .FRECt?iNCY
I

No??un: ITOTAL 320

Source; Reseílrcher's field survey (20221

¡

·{
f ,,

•.:: ,'Polytechnic. The infer<!nce drawn l'rom this result¡? Lh:it, all of the roru!ali(m prupmlilm iirc

?;· i?s of Abraham Adesanya Polytt·chnlí.'.

? ..

PEKCENl?AGE
100%,

IOll'Y,i,

;Tàble 4 above ?how5 that, 100%, of tilt resrcmdents ar" ;;LuJ?nb L)f Abrnlrnm Adesm1ya

It S: Do you kn.ow if AAPOLY ha? corporate '.oeo?

orttONS -
FREQUENCY

Yes 300

?<.

""'N°';º,??:::_:::_:::_:::_?¡---

2U

••?:;_ .. Not_!.Ute

,.,,;.''.··1úTAL""'-cc-,-.-,,:c7.=sc
JlO

¡

ili "'gearcher ? field survey (2022)

PERCENTAGE
94%
6%

1011%



d?S.above ?hows that, 94% of the respondents are aware thJt AAPOI.Y bas a corpornle

:j ?::-and only 6% arc notc1war-e that AAl'OL Y híls a corporate logo_ The inforencedrawn frllm
?I[''._

;'. ;1?_,jJrismult
is that, majority of the population are aware ollh,; exls1e11ce of AAPOL ·y cl1rpomte

J' k>ll<!,

?

Table 6: lf?·es, l1a,,e vou seen I his lol;":o recen Ih'/

I
OP1}0NS

I
FR,FQllEI\C\;-

) es 3UCI

No _

Not sure -

TOTAL JUO

Sour("e: Rcscar{;hcr's tidd survey (2ú22)

recently

P.ERCl:J\TAGE
1001_'.'i,

Hlfl%

'fable 6 above shows that. JOO% of tile resp011dent; hne- ?!"m AA]-'(lL V IL>gG rci.'rntly Ih:

inference dr;.m,n from this n;:s1.1l! is that. maj0rity or (he populmion kn,t sc:i.'n AAP<}L'{ l,1g¡1

T:11rble 7: Can you reco¡:::oís? it if seen"!

?-

r-.-
- -

OP???Nª.
FRE(??11?:NC\'

t -

No =- 40

?.
-

??;r? ?o
? •s..i,.., Jle,earchc?•, field "'"'Y (llll2)

Iii--?_-_?
-

...L·.·1
· ... ·

.

e .
h

, SS'V uf the respondenl'i said they cc.in ?Cllgalze tht Ai\POLY logo-,!·:ll.?7 above s11ows. i: ª" 0

?ll%..

said they cannot recognizeAAPOLY lngü lfsccn. The infen:ncç drawn from thic-;

,.
'"' ... ., ...... ,,..,_,._.?·-····

PERCEl\"TAGJ::
88%
12%

100% _\



,'

if ·??

,.: -o.:·,f-;Bblel;lsthlltherightprescbtationoftht!logo'! ?
'1'. ,_

¡,
..

:,··¡_
OP':IONS

--1-
-?FRICQUENCY

J'.
• \cs

__
W

i No 280

:
Not sure

?

TOTAL 3;0

Se?ree_:
Re:-carcher's fü:!d survey (2022)

l'ERC:;?.IAGE
- ?IWO%

Table 8 above show:; thc1t. 12'.Y'l of the rcsp;:rnde11ts ,Lgrttci 1ha1. die
im<l!'.'<" thecy

;;,1w 1? the rigl1t

presentation of AAPOL Y !ug0, 88% said tbe image shown is 1101 the right ])ffscntaliun. Frnrn

lhe rcspomi:? derived tu item 8, it c,rn b(, ckJuced 111,11. m:1,i;:il'ity of the 1'n1mlati1m v.·bo opined

that, the ilrn1gc i.? nnt the right p1esenfatin11 ,d AAPULY
1?1.?c' ,1ern;illy 1·ci.'(,gni.'c the h),gu

very well.

Research Question 2: JF/rnt i.? rhe level üf expornre •f lhe m11lt!r;:rudu11fr.1• of Abruh11m

A.desonytt Polytecltnk '° the lmprillfe;I fogu 11ffhe poly1e,:lmfr'!

t. Item questions iu table 9 - 12 of the rrscflrch instrument wen.· used to answer Rcscnrcb

!; Qiwtiê,112.
,,

:j:. Table 9: AAPOLY logo is imprinted Oil àllllo.?t all objed? in tbc s¡-:hnol premises,

;;;;_.._

--
OPl'IONS FREQl1ENCY PERCE!\TAGE

=-- Strong!):" Agree
l 80 56%

?-- 100 31%

,-:§t,_.,,.m'?' ,à



'?l-
-,,i

:/11!i!>ie 9abo,e shows that 563/, úfthe ,c;poadcnts agmd that, AAPOLY logo is imp<ioted m,

t_··;á1$0St all ohjccts in tile school pn:mises. 31% agreed whik 5% slrnnglv disagrt:cd Lll This
?-

.
.

¡ àssertion and 6% disagreed tha1, APOL.Y
Jog,:_,

is imprfok<l lm alrnos1 .ill Dh_jc?-t;; ln the schmil

premises of Abraham Adesanya Polytechnic. The inkrc11?? driw,11 fri:,111 tfils rcsuli is that,

majority of the population of the study a?retJ Lh.it ,\f'OL Y loge, ls imprinted on almo?t Jil

o?jects in the school premises.

Table 10: I can mllnfüm up to S objt'ch in thl.'?chool prtmis,·s where l han· S<:en ;VI.POLY
lof!D.

OPTIONS
Stmngly Agn.:c

Agree
Strongly Disagree

DisZlgrcc
Neutral

TOTAL
Source: Researcher's fidd survey {2()22)

FR.E-QLEr>.rv
11:rn

100

15

].(l

320

PFRCFNT AGF,
56%

1-00¾

Table 10 ¡¡bove shows that 56% of the resplmJcnt:,; agreed tl1at. ihe?' can melltion uµ tú 5

objects in the school premise? where thc:y have ?ten AAPOL Y logo. 31 % .igreed while 5%

strongly di?agrecd to this as,enion ,md 6% disagrcd The í11fere1Jce drawn frDm this result i?

.? itis more established that, APOLY logo is imprinted on ,1lmost ;111 objects ln tbe school



?-.
, ,'ttre.l:l?t?:!??

bas gi.-ven a high prominentl' to their Jogo as form of adn?rtisemcnt

T.'"!.Y"St?;:?:?!"? FRE•::><cv rER?;??AGE

t
·

Strongly Disagree
- IOU

DísafSréc

--
!O

Neutr.:11

TOTAL
Sonrce: Researcher'? field survey (2022)

320 100%

Table 11 llbove show:; that, 63% ofthi: ri:spo11,kllis ,1¡:;1·eed th:1t. -'\/\POLY ha'; giv..:n à high

promí11em:e lCJ thtir logo as form of ildvertisement for the pol:,1eclmic. _; 1% agree-d >lihilt: 2%

strongly dí?:igrccJ W thb £1ssertion and}% di?agreed 10 tbe ;1ssenio11 that, AAPOI ,-y ha? gi\·cn

a high prúmlnence to their logo t1s form of adverfocmrnt for th:: pulykd1,1i?. Tb<c: irtference

drawn from this result is lhM, AAPOLY has given ct hi_ch ¡)1\1minc11cc Ln their lugu as fórm of

advertisement fo¡· the poly1cchnic.

Table lZ: Ou the scale of 100 ";1,, to what pcrccntngl' du you think AAI'OLY has

adverti!il!d the :,r.chool through their lngü?

OPTIO? fRi:,QUF,:'ICY

t :6-=-?? ??)

.. ,.., 51?75%
115

?\--- 76 100% 40

? -i-:.-.?- TÓTAL
320

·

· esearcher's fiçld survey (2022)

Pl':RClG:'llTAGJt:

28%
36%

16%

10-0%

Above shows. that, 23% of the n::spondenL<. saíd AAPOLY hao ;;dvcr\.iscd the school

·--?éir Jogn between O and 25 percentage, 28% said AA POLY has advertised the school

'their logo bet',1,'.1:Crl 26 and 50 perce-ntage, 36% said AAPOLY has 11.dvertlsed the school

ugh tlieir logo between 51 and 75 pereentage while 16% (If the respondents said MPOL y



,.:--i??;?
tbeschool through their logo b¡,-tv.cen 76 and 100 percentage. This mrnns.that

'""
oitbe respondents opined that, A,\POL Y hasadvertí,1;;.,d the school thrm¡gh their logo

reh Questjou 3: Whal ure rofe:i· of imprinted io1:o 1¡f AhrahamAdesrmya polJ,te:ch11k

,,.
: ?ing lirond recognition for tite po{ytí!chnic among t/Je unde?r11duate.1· ,if Jhe

·:-iptyteêbnic.?

I' ::Jtt:,m questions in table 13 - 15 oflbe rcse:1r.:h instrument were used to auswer Rest'arch

?: . Questio11 J.

?
...'

?-

1:

t

_Ta.ble 13: AAPOLY Logo is nry uní4ue in crcaling Lirand recng-nicion for the institution .

OPTIONS FREQúEI\CY PERC:El\?l'ACE
Strongly Agree l 81) 56%

Agree 100 31%

Stron}!;IY Disagree 15

Disaíà.ree

Neutral
TOTAL

20

1%

J20 100%

Source: Re-searcher's- field ?urvey (2022)

:! Table 13 ab?we shows that 56% oft be resp(1nJtrm agreed tl1a1, 1\r\POJ .Y I ,pg,1 is very lmiquo;

:!:,. ln êrealinS brand recognition for the institution, <1grt:eJ ,vhile 5% .strongly disagreed to

1;? ?ertion and 6% di?agn:cd that. Al'\POLY Lo_g1J
is very tmi\iue ia creating br11nd

idon for the in<ititutian. TI1cc inferccnce drawn from this result is that, majority or the

tl of the study a1,-reed that, AAPOLY Logo i? very unique in creating brand

'nfor the ln$titu1ion.
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"'Fl,.4: Hardlv. willa day pass by that, a student will not come across AAPOLYl01-:o.OPTIONS
FREQUEr,i'CY PERCENTA<iE

Strongly Agree J8u
-

56%
Agree 100 31'1/o

Strongly Disagree
---

15 5%
rn?agn,;e 20 6?/o

Neutral
l'OTAL

J?!Jdilli'Cie: Researcher's li..:ld s.urvey (2022)

320 100¾

i' ·TaMe 14 above shows that, 56?{. of\he r,:;spondents .:igrr:1..:Ll Lhat, hard]?,, will a day pas? by that,

¡·
astudem will cc,tcom, moss AAPOL Y l<>g<d 1% ,,g.ee,i "hile 5% mocglydi;,,g,ecd ,.,this

; -,ssertionand 6% disagrcé<l lha(, hardly, will ,t<lày pd,S by 1h,1t fl nudtllt will n<:Jt<:Dmi:,across

? ;AAPQLY logo. The inference drawr1 from this resi,lt is ih.at, maJ(irity ufll1? pupulation oftbe

;; ,$tlldy agreed that, hardly. will a (.lay p,1ss by that a :;tttdtnt will 11ot -:L1111.; am):.S AA.POLY

! 'lego,

t:fab,Je 15: The role AAPOlS lugo ís playing in ..:m1ting brand n:cogoitiou for the

-

im co.nnot be underc-stimat?d. _

OPTIONS FHEQUENCY PJ::.RCENTAGE

Stronf:lY A rec
1 ¡¡I)

Sir"";,,?:,.?-..-.c=======?--+.c?
Disagre<:

:¿i-'!''-':ªc!eL<!._I=====?-=,-:;,-;?-,;¡¡---
,archer's field sur'ley (2022)

56%
'"" 31%

5%

,u 6%
2%

a.U 100%

:-above shows th11t, 56% of the respondents agreed that, the role MPOLY logo is

ii1 cruating bnutd recognition for the institution cannot be,unde?imated, 31 % agreed

5% sttoff$lY ?tP ?is userti()D and 6% d??-tl),e? AAPOLY l?oJs:

--?
.,,



'p¡,moting the instltutio11 idelllU)' 11mm1¡: the undt"rgrrrduiiu of Abraham Ade.muya

iii' _fdlyuchtric?

; Item qne,tion> in table 16 - 17 oftl" ,c,rnc<h ia,trnm,.,, '"" """ to""=" R,?acch

-----..;. Question 4.

1
3
;-=
i:

Table 16: Is AAPOLY lo?o df?tfü'C in promoting the in!i.Ollltiou's ide11fü?, among the

u,ndere.-aduate of Abrah?m A1.ksftuyii Poh-tt'chnkº/
OJ"TIONS

I
FR_EOl'l''.NC'\·

Yes 28fl

No 40

Not sure

TOTAL 320

So'-"rce: Researcher's field survey (2022i

1'£RCF.NTAG?

-¡
118':{,

12%

HJO¾

ing the instltLition identily among the undergraduah: 01' Abraham Ades.ariya Polytechnic,

'.d
AAPúLY fogo is not effective ín promoting the institution identity among the

•. ,-.? of Abraham Adesimya Polytechnic. From the responses dl>rived to item 16, ii

.

,\;'Jll'-::""'rl that, AAPOLY logo effecti\le in promoting the instllntlon identity among the

.

{'_';ate !)f Abraham Adesan}'a Polytechnic.
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Ó;t?;¿??tive,
to w?i;entage ¡? it?

0-25% ? __ FREQUENCY

26-50%
75

?-- 51-75¾
90

T,'. 76 -- 100% 141¿

f.·-
-

'HlTAL
I

320

}':
Soure?; Rcscan.:hcr's field survey (lü22)

PF.RCEl'ffAGE

::l6%

JD%

!00%

r
Table 11 abo,e shows that, 23% c,f ,he ,csp,,rdrnts said AAPUL y lo,,, ¡, ,ffec<iw itt

promoting the insti1Uli<m itkntity an1ung thi: LU1dergrndt1i1tc c1f .-\hrnhnrn Adc;;.;rnp Pülytedmir

between O and 25 r,ercentagç, 28''.'<, ?aid it is efkctivc hdwt-cn 2{, aml SO percenru.lc'.::, 3ti}ô said

itiseffectin: lidween 51 and 75 pntent;igç,vllik ](;,?,;, LJftlll' respondcllls ,;iid A.-\T'Ol.Y logo

is etfecfr,,c in promoting the imtinni,)n idetitity 31:1L•ll? !hL' umlen;niilualc of Abraham

Adesariy.1 P1llytcehniç betv,-ct.·n 76 and l(Jlt per?c,nrn;::e. Tbis m..:an? tl111L ,\,\POLY logC' is

effective in promoting tlK lnstitutilm icicnth:y among the unrkl'_g_ntd11at.c l>l A brilham A,k?anya

i- Polytechnic.
I:·
;, 4.2.Dlllcus?ion ofFipdings

:i• JlESJ!:ARCH QUESTJON I: Whal i? lhe le"·cl of cxpMnre uf thl' undergraduates of

\??ra•am Adesanya Polytc-cbnic to the imprinted logo of the polytechnic'!

:-:?__:,,,

:' ?? aim of this Research Que?rion was Ili highlight level of expo»L1re of the

:;::--,?
.. ??;,_te:; of Abraham Adesanya Polytcdmic to the imprinted logo of the pelytec:hníc.

·te findings presented 1.1sing Table 4
- 8, it can be said thcJt, majority of the

grad.iates of .Abraham Adesll.TtYª Poiyteclmk lire ¥ct)' much exposed to lhe imprinted,

logo cf the_ pob1cclmic,_ The cstudy fo\Kid 01Jt M 100"/4 of the
re?.n:¢ool&: ?'??iff:·

,J
,,·

1 r,,
.J

'•I·' . '1¡
•,_



'!lie. iafercnc¡; drn.wn from lhis rc?ult b that, all ,ii' lhe

,,

aifon proportion are students of Abraham Ade5ctr1ya Polytechnic. The study Ji?cüvered

_,
)líati 94% of the respondents arc aware that AAP01 y li,i> a _corporall: l,1g1l í11e inforcm:.e

¡¡:tdrawo?romthi.?resultisthat ni.t"orit, f 1

!!!!!!
.

-
' J )O ti?•¡mpulatim1arcawareoftheexistc1iccofAAPOLY

?

?rate logo rhc s-tudy realized lhat, IOU% ofth<c respo11d?nts bave seen AA.POT.Y lo<,o

lt
_,,,!y. The infm,ce dmw, from chis '""" is ÜML m>Jocily cA th, ,1,p11lotirn1 hoce se:,

¡

AAPOL Y logo recently. The study founJ nul LhaL i:8% ur the rcsp•::mdents s::ii,i they can

?- recognize lht- AA POL Y logo if seen. The inl?renc,e drnll'r1 frnm this result is rhat, majmity ¡¡J

(• thepop,lalion can rewg,i,.e AAPOL Y loge, wh,,, sem The slody k,o,J ,,m that, 1)% of\hc

? respondents agreed that, the ím,1¡.¡c rhey saw is tb<e

i\

Sr/4 said the Image 5hown is n1_it the right pr.:si:nrntlon f'rum the re5prn1,1:s Jcri\,ed to items,

i'
r it·oan be deduced th¡it, majority oi'tf1e púpukition who úplned that. ihe i11rnge is. not the right

J. ·pré?tation of AAPOL Y logo uctually c?n rewgni7.L' tl1e l(lgo very well.

i
i:'1.IIISEARCH

QUESTION 2c What is tho 1ml

?f
prnmim? ,;,.." to imp,i•t?t 1o,n 01·

?uàam ,\desar1fa Polyt?bn1c a? a medmm of 1\dyuhsement for the pol,-·tccbuic?

'

pri;,:,?r1U1tion of A/\POLY logu imd

•?:;::::· logo of Abraham Adesanya Polyttthnic as a med!U:m of advertlsement for the

'.·file.From
the findings presented using Table 9- 12, it Qin be said thaL, AAPOLYhas

a high prominence to their logo as foon of advertisement for the polyteçhnW, T.he study

d o1.1tthat, 56% .of-.tb.e ?_pOOdents agteed that; AA.POLY logo is??:?.!! atmostãll

1-?};.,:?--?-•..,1tr;£k/



in 1ht: ?hoot premiScs ªnd '.I I¾ <1gteç.d, The i11fere11cc drawn from this result i& that,
.

y
of lhe population of the Sludy agreed that, APOI.Y logo i;; imprimed 011 almost all

,?:!$ in the school premise?. ThL: '>lll(h f
_,_,__

·
,-

OumJ CJtlt Lhat, 56'/'i, uft.hc rc?p1mdmls. rigr?cd lhat.

?fffle:y
can mention up to 5 objects in the school premises whnL: th?y hrwe ,?c11 .'\.'\POL Y Jogo

m
::and J l% agreed. The inferem:-: dra\?11 from thi'i rc:?ult is th<ll. it Js m0re esc;;bll=sl1cd that,

( APOLY logo is imprinted on almü?l all ob_jects in tlie sdwul prcmisL:s. lhe swdv found ,mt

I:-

.

r
that, 63%, of the respondents agreed thllt, AA POLY 11?., gi\·cr1 <1 high prumincnL-t"C to their Jogo

n

ws form uf advertisement for the polytedmic J11d

r result is that AAPOLY has given rt higl1 prornir1e-11ce to liieir
IL1::-,,1

as form l1réKi1·crLis?mem for

i

t?

the po!?technic. The ?tudy found uut tklt, 23% 1l thl" re-spo11d,;11t<. slli<l AAPOL y lias

( advertised lhe school rhrciugh their lugo betv.-cL:n O mid 25 r?n:nitêl?<', 28-0,;, .;aid ;\,\POLY trn,

B

The inkrrnc,;; Jrnv.n frc,m thi?

àdvertised th.e school through th,:ír logo 1->ctwecn 26 mid 51) percentage, 36'% sai.d /\,\POI.Y

has advert¡sed the sch!Xli through their l\1go between a111..I 75 per,:e11ta.1cjc whili; 16% of the

? l'tSpOndentS said AAr(JLY has adv;.;rEised the sdwol thrm1gh their hig:o between 76 and \00

iJ?reentage-.
Jhis means that, m?jority of the re?pondcnt> oplncd thm, AAPOLY has advertised

_,\?!.?ool
through their logo.

'
?,ç:



:CH QUESTION 3; Wbat are roles of imprinted logo of Abr..!h:tm A.desan:,·a

lmic in creating brand n,•coµ:oilion for th? polyk.:hni¡: am¡rng tho: undcr,-.;raduat'"s

polytechnic'?
?,¡
:!:''
f \ The primary aim of this Research Questi(ln ,vas ll' .1scc11o.in the rC1k.<. of im¡,rinttd loge, of

{"
[

::

Abraham Adesanya polytechnic in cre.iting bnmd rcc¡,?17itic,n for rbe ,¡1c,lytcclmic llmDng the

?;_
undergraduate.? of the polytechnic. ?-rom the findings prtcsented usin,Q, Table- 13 15, it can be

f
!!Wd

th?t:im?rinted
logo of Abraham Adcsanya pul:,•w;,;hnic

pbyed

a virnl role in creating hranJ

t·
recogmtton tor the po1ykcíln1c. among tile u11dergr?du;1tc, oi LI«: p,)lytt:chnic. The st11dy founJ

?
out that 56% of lhe responden!? ::1gr,;:ed thaL ..\APULY Lo_?o is n:ry 11niquc in cn::acing brnn<l

?!?

recognition for the in,timtion and 31'}0 agreed. The i11t'"c--r,;:1içe dr¡;wn frnrn Lliis result is that

f majority of the population ofth(; study c1greed th;1L A.A.POLY Uig(, is >·ay uniqw? in creating

? btaad recognition for 1.hc Jnslilutitltl, Tht." study found nut that, 56Q,,;; ollli:..: rc?pmidents <igreed

i:

=í::.··
that.hardly, will a day pa,-s by that a student will mil come acrn?, AAPOLY lci?o and 31%

ii ._iJgnled, The inference drawn from this res.ult i? that, mc.Ljllrity of the population of lhe study

::é'
?\?d thii.t. hardly, will a day pass hy that, li student will not come across AAPOLY

l1Jg1J.
'(fa·

??d out that, 56% of the respondents agreed ihat, the role AAPOL Y logo ís playing ¡11

'?•t_

Ç\-%uld recognition for the institution cannot be undert:?timated and 31% agreed. The

?Jn1wn from this result is that, majority ofthe population of the study llb,rrccd that. the

,•::._POLY logo ls playing in e-reatlng brand recognition for th<.: institution cannot be


