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CIIAPTERONE

INTRODUCTION
1.1 Backgroundto the Study

No.íwo.3.lldience ;;an ac:tuíllly s.cc the s?mc messílge from the samr perspc-:tives. This is one ¡)f

the key featurl':S tl-iat rm1k.ccommunication dynamics. ll1e idea ofix:r¡;e??tiun has been subjected

to intellectual t.:?·c1luation o,¡er the years. Amv11g lile tllOLIJ:ihh th?t have emnged ir, lhis study

is the work of Hume. According to I lume, a philosophc:r, the bumnn thought is mi hounded. Ht

said trlat although the /1um,m body is confined to om; planet ¡h,c mind rnn romn inslctlltly int.o

the most .di<,l:mt and far removed n;gic,n úfth.: u?ivcrsc (Stump & 1-icscr, 20 l }). He J.lso said

that the çc_mtcnts 0tthc hu111,,n mind ctlll all be rcdu-:t:U lo thr m.ilcria!s tlwl arc given us by the

senses and cxpericnu:;, ;rnd lie c,1lled thnse matnials pét,?tp1ions

Gamble mid G,m1blc (:2015) desaihe wrrimunkation a, bdn¡; ln..:uled in the ;;:un.:: nf our

"humanne'>?-·· Thís ,:;an be considen:d lo be an apl de:;cription since uur ]j,,,es trnly dq1ét1d on

communi,:;ation. Communication form$ the centre ol'buman existence be.::111sç it is the means

by whkh human beings relale with their enviromrn:nl. ln foc1, intrn-per?rn1al rnmmunicaticm,

which ¡? the communic:ition that take? pla;;:c within ?elf, m.ü:s that one comrmmic11tes. with

himself, This ¡5 \'ery ?ignificanl because our sdf•iden1i?y ism a n.:sulh)f our communication

about ourselves to ourselves.

,,.,Advertisements
of any products is always regarded as a communkc:ttion proces:,; where the

[Jel}Qer-{advertiser)
always have a message to deliver to tht receiver (targeted ,rndienceohuch



itdvertis.ement), Advertising is a.mEtTketingcommunicatim1 that employs an 11penly spc:,nsorcd.

llOn-perwnal mes.sage lo promote or ?li a prúdm.:t, service ur [Jea. Sp..insors ol'adverti,-ingan:

typically busines5es wishing to promote their produm or s.ervi-:cs: Adv?rlising is Jiffo·ri;entiated

.from public n.:lcitions in th.it an advertiser pays for anJ hai; control (J1--crthcrntcs&1ge, It dítkn.

from ¡x;rsonal sr.:llirig in that the message is 11011,personal, not din::ded W ,1 particular

ind?vid_ual (E?kilson, 2017). Advenbing is cemmunl.:atc.d thrúl1f',h vari11us mc1ss media,

including lrnditional ma:Jia suL'.h liS ncwspc1pt:rs, m.1g¡¡z:in;.;?, tdevisl,,n, radio. 011tdoor

advertising or dir,ect ma.it and new media sui:h as 3,;;¡¡rch rc?uits, blog?., srn:;i,ll m;,:J\.a, web?ilcs

or text message-..;_ Tht- <iGt11al prr:scnlatil.lrt of th<' mc-'sJge i11 :i m,:Jiurn 1? n:ll,rrtd to Js an

advc-rtise1m:nl (:t<lvert N ad for shc11i) (S¡:>nn. ?.017:,

Advertising may be cc1Legc-,r]1-:d ill ;, vrniety 01· wi1ys, i11clL1ditl_g ta1·g.::t au<liL·nce,

can includê" Ji:.play advcnising (ads with dcsig11 fkmt:1\IS gc;]d hy size} vs. chtssified

ad..,_erti?J11g
(:H!S witholll design elemL'lltS suld by the word i)í line). /\1h'crti.,ing lll<lY bL' !()Cal,

national or gllibal. ,\n ad campaign may be dlrei.:-tcd tow<lrd consmm::r;,; or to bu?inesscs. The

¡,urpos.e of an ad may he to rc1isc awarcrtess {brnnd adverfoing), or to elicit an immediate sale

(direct resportsc- advertising) (Bigul, 2018), The term above the line (ATL) is used for

advertising involving ma:-s media; more targeted forms tlf adveni?íng and prom1.1tion are

-,.j;i::: .. ,

)l!)fl:.rred to as bdow the line (DTL). The two terrns date back to 1954 \?hen Proctcr & Gamble

;.???? paying their advertising agencies differently from other promotional agencies, ln the

"1



10JOs, as advenising technology developed, ii new term, through the line (']TL) began to eome

into use, referring to integrated advertising tiilllpaigns (Clow, 2017).

As crucial ªnd ill<li::;pem,able as. 1.;ommunicinion is to Jifo, hc>wtver, it i., not independeat in its

functíons. ·nie '>UCces.s :m<l effectiveness of CL1mmunication heavily dq1cnds on certain other

factor5,chicfamo11g \\·hich is the pierccptua1 pmccss_ 11 is possibk 0[()r a crnmnunlcau)rtocnsurc

that he lia.? a dear message, send iL L11rough ,m .1ppr1Jprinte medium, ami t·ven eliminate noise

as much Sb po;;,;.lbk. Ho1,-ever, it is imp¡_,?sihk for him tn <lcLtrml11c wlmt the rcceinT think?

oftlte messa?c, lha.I is. lhe receiver m¡i_y rcc.:iYt the ílCIL1tLI 1nes?azc but think of it diikren'lly;

this is the rek1·,m..:c, c,fper.:::cption Perccptitrn represents tl1e prn-ccss (,fm:iking 1fü\1ning out of

experiences. Thi?
st11<,iy

there examine:; :nH..llence pL:r;.;ept!o11 mi impri11tcU aluulfor

below the lim: medium ol'ctdvcrtisem<cnl uf polytcd1tli,?? in Nigeria with spccis1I an,;ntirm on

the unde:r_gradu:11es of Abr..ibam :\desanya P0lyti:ci111ic, ljc'.611 lgl-m, Ogllll SL,ue

t.2 Statementof The Problem

It has bcl"t1 obscrvL·d that the fact that a reccivernxe:ives the ach1al messaged11L,s riot guarnntL:?

that he interprets it in th;., w:iy inteni:h:rl hy the wun:e. Thi? l:a? gives a sc,lid baçking to the fact

thai a? fldven can be gi,1en different interpret.itinn.:- ba.,cd ün wbm the audience sees it to k.

A scenarii) ofa pain relieve drug to IJ¡: advcrtis.ed is an ?rea üfabout 80% of the populaüon are

'i,l .. ,

Muslims, will give a ,•ivid illustration to what audíence pcrcepticm cafl look like. On the ?ge

t;:,¢' the drug carton is a graphical representation of an unhealthy man who takes the pain relieve

rlnig arid becomes healthy, ln other words, the: mess.age the advertiser çfthis product wantst(l



?'
1

:,
..

_:pass is that, 'lake this drug and be healthy and slro11g.'' A typical J\,foslim ln thi? arca where

chi? clru_g_is branded will certainly have a contrary inttrpretmion to this advert because Mu:-Jim!ó

read from thc right hmid side to the left ha11d sidt:. In shon, all what is likely for Lhi? Muslim to

J. read isª mun who is hcnlthy J strong !hen t,;.kes the drug nnd become 1111he,1ltl1y. Tliis is the

reason audicnce pcrceptiotl in a com111L1r1ication prncc.?s ¡_5 nll)slly çonsidncd paPmount

With so much cvide11cc:;, log,_, of Abraham Aciesm1y-:1 Pol:,technlc has bee11 imprinted on

locations where mos.t of1hc undergr,1duc1t¡;s of A brilham Adesanya PolYtcch11ic can .11-..vays ?ee.

Some of these studcnl? may likely see Lht:,i: linprintd l"gos ,.1i" L111.: ??h,l1fl u? ,1 mtdium of

advertiseme-nt \1hile some will conslékr ii as just a lah?I Lil identify that, d:ijcu where the logo

is ?n _is a property of Abraham ALILsarr;·a ¡mlyltLhnic: .. This thtn bjnh need fol' this study to

find out If undci-graduaks of Abraham /\ilc?c1nya Pclytechnic s<oe imprint,;<l lo?o of the

institution as a tnol for below the li11e rmxliL1m ,.:.sf advertisement for the ruiylcchnic

1.3 Objectives of The Study

I. To highlight level vfcxpo?ure ofthc u11derg;ra<luatts of Abraham Adesanya Polytechnlc to

the imprinwd l<)go of the pol)'technic:

l. To find out the level of promintncc given to imprinted ](lgo of Abraham ,'\dçsanyti

Polytechnic as a medium ofad,•erfücment for the polytechnic

3, -To .ascertain the roles of imprin1e<l logo of Abraham Ades.any¡¡ p-0lykdmic in creating

brand recognition for the polytechnic among the undergraduates of the pi.ilytct:hnic.



,-I¡•

i'
,.:-:,l¼t To identifv the eff?1iv .

1
' eness of imprinted logo of Abraham Adesm1ya Po!ytcdmic in

promoting lhe institution identit) among the undergraduate of Ahrahilrn Adesanya

Pol)1echnic.

1.4 Research Questions

l. What is the kvel ()!" exposure oftlH: undt:rgr.iduíltes of Abrah<1m Adesanya PulytL·drnic to

the imprlnkd logo oftbc polytccbni-::?

2. What is tl1e level of rromint:m:.c given tu imrrinted ]LJ_[;O of Abralmm A,des111ya P()lylcdnic

as a medium (1fadvertisemi:nt kir the polykl'hnic'/

3. What c1re rolés úf imprinted lc.igo of Abralwm Al!e&:1:1)·ft pulykch11ic i:1 crc::1tii1);; brnud

ren1gnifü,11 for 1hc polytechnic ,1mo11g the 1rnde:·graciuates oftbe polykclmic ·,

4. How· dfccti1"L" i:, imµrinted logo of ,\brrth,rn1 .1\ck?a11:,,:1 Pol;tedu1ic in pr,:,moring tl1t

institutilm iJé1llily among the 11mkr2rad11alc uf Abrnhllrn AJc.o!I.TI}'ll. l'Dlytcchnic?

1.5 Significance oí the Study

The srudy can bi; nf ac,1Jemic and socio-cwm;mic ;Jgniiic:,nce in the foJlowing way y

j --

The m¡,¡nage111ent of Abmham Adesanya Polytechnic will crnrn: \I) \CC tile merit of below - tite

_ Hne advertisement. The researcher, shall dwell on the importance ofp<1ying 1mirç attention

ofthe below_ the_ line foITTIS of advertisement a,? it is a fMm llf pcr;,:.ull.si-..·c communication

?speaks directly tú t11e targeted audience

.\C,

:-¡;:?Publics
of Abraham Adesanya Polytechnic thmugh this study will come to are the real

1-'.tmiiilg of AAPüLY logo.
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ff,,,,
fêorporate organisations at the private and public ?cdions i,vill come to sec .::.reative ways on

bow 10 use below - lhe - line form,; of ad\·crtisement in impro11ing the awnreness and

acceptance üftheit bramis in tht: competifü,e market as we have today

f :.?.

1.6 Limitation fo the Study

The most C:Qns.tant entity ¡;very study must be faced with is llmitallons.. Tht!"n:forc:. limirmion of

thi? study is tl111c -:ot1strair1t. TI1e perilld in whid1 the researcbe-i-w<Juld be c:cir1ilt1ctingresearch,

getting: inforrnmi011 (data c.ollectiün) mc1y rmt he cnrni!_';h as this n:scarch wurk demands mor¡;

time is spent 10 acllie\'e desírable ri:.',ttll. Abu, 1be i11-Jil:tbllity ofmmeriílls similar hi irle study

is one limit;ui•Jn

Another fü¡lÍUition thl' r·cscarcha
111,1y

b1: fa..:?d 11-ith is the i11íl(kquale ofn;scarch rna!eri<ils:is

this study appr;ars to be so re,.;cnt ,rnd new i11 the c1.cademJ¡-; enviro11nie11L

The attitude oi' res¡,nndcnts b-efon:- they rc.?ptind to the 4ucstions is cilso a11othu challc11gc the

rescar<:.hcr imiy likely w face. Funds ro f1mmce movcmc11t from one place 1,1 1mDthcr for lhe

distribution 0r qw::stionrmire are mw1her chalknge 1hL.:c n::;enrcher
111.ay likely face



i.1 Operational Definition of Terms

.Audience: This h ddined as a section (If the crmmrnnity having :t parlicubr interest or

connec:;ion.

Perception: Thi<. ís thi: w¡¡y in whid1 somdhing i? rcgílrded, understocid, or interpreted

Imprint'"d Loio: Thi,- tern1 means to print a log,) or'a prorh1ct on :1 particulnr surfac,;

Below - The - Line: This ls relating to advcrLiscment by meCLII? ?ud1 ,:is <lirtll mai[, tmail,

_promolic_·,nal 1evem? ele.

AdvertiSCill('Ut: 'f11is is ll nulice (Jf :mllD\lllÇ1;'11\l;'J1t in ?I pub!ic meciillm
fl1'(1íl11'Li11_,,¡

ll prndtl(?l.

service or event



CHAPTER TWO

LITERATURE REVIEW
2.0 Introduction

This chapter will giw a broaden und-:rstanding uf this s.tu<ly as it includes literature review of

various concepts by difforent scholnrs st.;nlng from rile rel,.;1,.i:nt Co11ceptu.il Riwiew 10 this

stud
Y

to the revii.:w of the rdevant iheorl;;s ,vhid1 will best explain thi.: rmi,Huik nr this study

and then to the f.inpiric:.?l Re-viL.:w.

The Conccplual Review will analyw ?orne reli:v.i:nt ¡;q1u;epts to this study in '1lhcr 10 establish

some ba-sics undustanding? and knowledge c,n th{'. lopi? ull{!s'.1· reviev.-. The lt1rnrdi?;1I R?view

will rcvü:w som.,; relevan! theories to inttrprd ar1J a11dlys;.: anel c,:plai11 thç rnti(•nak 11f Lill:',;

study while thi.: l-.rnpirlcal Review
?).Jrt

011 its own tbM the re?tc.1rd1n analyst:s and makes

references tü ,1no1hcr f1lT?on's 1.vcirk.

2.1 Conceptual Review

2.1.l The Concept of Corporate Communication

Corporate communication is the process by whicil stakeholders perceivt· Lhe organizaliun·s.

identíty and hy !hat form 1heir image and the 11pc11mi11g rcpiitatio!I, Balmer & Gray (2018)

·>.
. states that due w environmental changes ín t.he past decades the m:cd has lt1crea?cd for

•·4;?-!,;?g?cally managing corporate identity. Corpnrate communication is the channel by which a

;wrporate identity ís made known to internal as ,,,ell as e-xternal stakeholders. Over time this



UD result into the acquisitio11 of a Corpurnte repLlt:ltion (Balmer, 2018). Van Rid;; (2015)

oc,rporate commurücation mix indudes management organizational and marketing

communications. Abcrg(2018) broadenciJ Van Riel's c,irpi_;r¡;_k comm11nicaticm r11ixand added

el?iei?l<;
such El<; orgatlÍL<1tions· products and beh:iviour

Organization? can communicate their activitícs tbrough their Jogo (e.g. gé,lfing by a golf ball)

and dc;,iinati0n 11r locale by name_ (Chech-Teck& Lo>ve, 2019i üirpmate comrnuniL'11tlon I,;

based on the pre111i:;.: that ever_'r·thillg ,m organiution doe?, mak.: 21.nd
s:1y

will he c1immunicat.::d

in some way (ílaker and Halmcr. 2017). H,:rn:-lcin (:.Wlt-l) pc,ints out that mi mgJnl;,atioll lias

to emhr:ice ? bolisti.;:. view ofcomnmlli1:atinn since you ,ue cz1mmLmi.:alÍJcg to y,,nr .,t.akd1ülders

all 1hç tirne. Thie ¡;>c_1m1mmication cC1uld bL, ph111ned c,r llnplanned, it is still crcaLin_g impression,

and as a r-csul1 ;Hi im¡¡ge is bdng formed. Tliis vle,1· is shllrtd by llaync? (2/JI 8) who stmest\mt

corriorati.: rurnmLmicution is t:very fi_irrn, man11Lr an<l mediL1m l,y which an or_gani7.ation

communicates with its srnkchtllders 13almer & Soenen (201K) state th.it ç¡,rpornk

communJçatiun inclmks what rl1e) call un.cunll'olled nJ1111rnmlcatlon, con1rnllablc

communication. bchavioLJr of cmph1y<c;;?, indirect tunut1Lmicati011s anel vis.tml identity.

Balmer & a,-,y (2018) argues forth.at corporateconnnunication mu?t ht expanded in a bigger

?rspectivc sin-ce they -categorize corporal.e communicatiun as prinrnry,.seçondary and iertiary.

Primary co\1lmunicatimi is expresc.ed thrOL1gh ditl"ercnl kinds o£ behaviour, both towards the

organization, but also towards lhe market. Second&y is the visual expression an orga17i:,:ation

sends out to people in form of advertising, graphic design, brand, logo etc "fhe tertiary



· D.Dmmunication is an abStractexpression lhátçomcs in fotm nfWmJ-Of-1\fouth and reputation

spfuoffs (13almcr & Gm.y, 20IS).

l.1.l The-Concept of Corporate Identity

A corpoTale identity or corporate imag:c is the manner in whid1 a c,::,rp1)rati\Jn, furn or b11siné?S

enterprise presente; ifadl"to lhe puhlic (such as customers all(! i1westurs as wdl as employccs)

1'hC corporate identity ls; typically vis1rn.fücJ hy hrctndin? and with the u".:c ¡,ftr.'1denrnrh, hut

it can íllso i11dudc 1bing" like product desigr1, aJ?-ertising, public rebtions ere. Corporal\"

identity is J prim:1ry gua I uf the corporate commtmications, i11 mdcr 11, rnainl::tin ?nJ bLiíld the

identity to .:ictorJ l\itf1 and fac.Jlitme tile corpor:,te 1111?!111.:ss ohjcc.tivL,s (Cle\·elcrnd and Laroche,

2017}

Jn general, thi,-, amounts W ,1 c11rronik tltle, l,igD (lugl)type ílt1d.1or lo-r,ograml ,1ml ?upporting

device:, comnwnl_y as?cmblect witllin a sct llf corporar? 1:uidclincs. Tht:sc gl!iJclirn:s guvem

how the Í(lentily is applied and usually irH.:lude ,1ppnwd cdour paletees, typefaces, page

lay?ut,-, fonts. ;md urher?

Cor¡>Oratc- hlcoli(\' as Iutt"gr.ited Marketing Comrnunk:dions {IMC)

Corporate idcnlily is the sel ofmuh.i-sensmy elemi.:ntsthat mmketers employ to ç{,mmunicate

•< -.
ll"V"isua! statement about the brand to co.t1sl1mers. These mu Ill-sensory elements include but are

?;i'i?.f;ot limited to company name, logo, slogan, buildings, décor, unffonn::, çompany çolouts and

?? some cases, even the physical appearance of c1istumcr-facing employees. Corp0rate Idenilty

10



ffftSOlldate? all aspect<;. of the orgamsatmn this 1mttate.s brand consom:im;..: \.l,h1ch rn lum

lns:?ire?
strong corporate identity. lo appredate this idea wlth heavier mental wdght it is

important to regard the difforent levds ofJI\K' inte-gration

The communkallon?bascd model, advanced by Duncirn :mó Morian;y c'.lted ln La11rie&

Mortimer, 20l 8) contet1d:; that there arc three h:vch ot Jlv!C Lntcgration: LJurKMI ;-,11d Mmiarty

affirm thai the lo•?cst levd of lMC integration is k:v.:I om, whcrc l\'!C decisions ;ire made b'r

marketing comnnmi.:.:a.llon lc?d message ?LJuru?s. These sonn::<:s íncluclc [lLTs(mal .srrles,

advertising. s:tk:s rrnmotion, direa m:trkding, p11blk relatloa.s, p;i.ckagin? arid events

departmems. The ?take holders coticemd ílt tl1is st.1¡:;e ar,;; con?umcrs, lnrnl rnmmunities,

media find intl:"rcst ¡:::rn1ip? (lJun.:an and \.1oriarty, 1998 ?s cil\:-d in Laurk & 1\-fortim.;:r,2fl1R)

Al the :,ecc,nd s,rnge of lr-.H: iritegr.Uiún OLrn(.can ,md /vl0rlm1y (a., .;:it.;:tlin Laurie & \fortimer,

2018) esrnbli,-,11 tlw level one integrntlon dcpcutrnents ?Lill have Jeci,,-Jon making p1.1wcr hut :ire

now guided by nrnrketing ki'cl message sources ,\t stage two integi-aliun lhe message sources

are those dep;irt1m:nts in ,vhicb pwdL1Ct mix, price mi,;, marketing CL1Hlllllltiic,1tion and

distribution mi:- are senkd; appropriately, oiakcholders :it lhis stage of iategrntion are

dif>1ributOl'S, suppliers and competition {DmK;,n and '.\1orim1y, Jt;9f: as cikt.l in Laurie &

Mortimer, 2ll 18). Jt is at this stage of integriilion tlmt consumers interact with the ori;anisation

(Duncan and :\.1oriarty, ]998 ¡¡s cited in Lmiric & Mortimer, 21)18). Moving forward, the last

,.-,

,

Qtil.g'e Oui1.cur1 ¡¡nd Moriarty's Cornmunication Base<l Model {as cited in Laurie .ind Mortimer,

•??l S) is stage three where message sources are at th.e corporate lcvtl of the organísation; these

:

message soorr.:es lnclude administration, manufacturing operations, marketing, finance, hl]r:nan



.x:-·

j?•-:--urces
ªnd legal departments. The stake holders at Uris leYel of ll\:!C integration are

f''( employees, inv?stors, fimnl:la\ community, grwermnent and regulators (Duncan and Moríarty,
l,95'S as clt¢d in Laurie & Mortimer, 2()18). At the final slagc-s of IMC jmegrntion, IMC

decisions are maJ,:; not only by corporate level departments but also by department,, classed in

stages õnc íl.ll<l two. It b the inclusion of all organisational departmenh by which¡¡ lwrí:mntaL

nonline.1r mdhod nf communicahon with cDn?uincrs is <1.::bieved. Uy unifying all fronts IJl'the

marketing firm, .::mnmunic.,niuns are syndironiseiJ lu xl1ic:1i,:; rnnai?l.:n.;;y. ?·-011s0nílnce and

ultimately stn,11g corp,1ra1c Jdemíty

2.1.3 The Concept of Logo Creation

A logo is a sy111b,,I ,)r di;:sign llSS:d to idrntii)' ,1 çi_imp:my Jr urga17i:z.alion, ns well flS its products,

services, employc:es, etc:. ln its simplest definition, .l. IL\;!.U iJtncltits, It is huw ct company is

re;::?gn!Ltd and remembered among others. It also funé:lic,ns <IS tf1.: face of ll bus.Ines:,..

A Jogo irl ibdf is not a hr1111d. The term loge- is 5-lJort f,ir l0g.c,type. grnphic designer ?peak for

-}
·

acustom-lctlCJ'eli word. One ç.a17 ?e ·why the term 'logo' e.aught on - it'a.lkad ?•üchy. But what

people are u,m:illy referring to when the;• say 'logo' is a symbol. cmbk:rn. rnrn1(1gram, initials

or any form of gn-1phic dcvícc th:it represents ;i. company or its pT()ducts an<l scrvice?. A logo

(or brand mark) ís the flag behind which pretty much e-very \"JtganlsmiOn s.tands, And,jnst like



f"'.?thecarlypartofaproje t't _ _ _ _

e;._

e 1 pay:- not to hm1t ant's thinking to ,me partirnlar ap¡mJach, Be

?:·· jdve.nturous ªnd try them all. What fit?? Whatv.'orks? Wfrnt docs nur:' Would this ic.k:a work

better th1S way, or th.'!t way? llave .a goal at c11mlng up with idea.? for all oftbc- following

categories, e\ien iíy(JU ha,•e a hunch ul:iom what the client will go frir. Remem her thattlwn: are

no hard-ar1ci-fost rules., ?o explore comhinatlons Df cll.tegories ,m<l aossnvcr hctwc:en them:

sometimes th.it is where one finds the best ldcll.s. :ind diems c;rn mah: m1c?p.:;:.LcJ decisíons,

sofostthc water

Lllgos come in ,111 ?hapçs and sizes. l·rnm \Vord1m1rk, 1(_1 im:1¡:c-hasc<l 1narh. thnc arc no hard

and fast mks ;1b0ut which approach works bc:sl. F:tpcrimrnl, bul bt ?urt tlie idtas tit the bric[

The foilowing l'\:pl,úns lhe type. üf
lr_;g1"i dc:s.í¡:,,n

av,1ilable fol' tlw gmphic, illustrn.lnrs

l. Lenc:r m:1rk: A kULT mark logo is typ,Jf:'riipby b??ed arnl .::xdusivcly mu,k up or a

cúmpany ill' brnnJ·s initials, mid j()r that re-as011, it's alsu kmJwn a,; a monogra111. Lxample$

im:-ludc :\;.-\S.·\_ IBJVI, C?N etc, The main dr.iwfo1à üf11si11g a letter 11rnrk is: rhm if on is

creating ¡_¡11 original brand, ircun be diHicultW crcule ?,,merhlng distinctive, ,?n<l people can

often be lcii guesaing what the wmpany a-ct1J3[ly does or wlMt they stand for (liter.illy and

metaphuríc:illy)

\Vord wark: As urn: may haw guessed, woni marks me typogwphy b:ised ¡;nd usually

focus on the name of the busíncss or brand. This is often tht ?implest approach, whlch i:;

why a lot of well-known companies have opted for word marks -G?Dgle, Fac.ebocik, Coca-

ColiL, Disne)' to name a fuw. Word marks can be a really effecti\ie way ofm?kinga logo

14



'

.]f -cl?r and legible, es edal . . . .

l'(:. P ly usmg drslmct1ve or Original bu.?incs? ml.me. Typographical
choices are very important in the ab?cuee of an)' pictorial clements.

BraJJd nrnrk: ln contrast to the fir.;t two types of lugo, a brnnd mark (al.'il1 known as :l

pictorial mo1rk) abandonste?tc1?mplctely. Apple's apple, :_,,.¡Jke's swoosh anJ Twiner's bird,

arc all ex,11nrl?s c1f icunic brnnd nw.rh. The hc?t tinca, .ire s]mple, and tht·iH ª" ::ipp icons

and ptufile iii7<1ge? in a digital a_?e. "Jl1cy are al?111dkn hcttcr {than typograrhirnl logos) c1t

Cúnvcying lhe mcm; abstract or em1_1tional qu;.dillc:; ui yuur cempany - im.1ges speak a

thousai1d 1st_1rd5

4. -Combina tio u Mark: Our final b.i.slc kin Li 0f]ogo U'.cs a brand mat·k alongslde a word mark

or letkr 111:trk. Thi"¡? proh;';lhly Lhe: nwstClllllln<)rdy LIW(.L :.incl wdl-kll(\W11 L'.\limrk? indl.ldi.::

Adidas. \.las1s•rx::ird, and f:lriLi,h Steel_ Arguably 1be best of both ,vmlds, tile wmbi1Jation

mark ofkr?; thl'. clarity of L_ypo¡?.r.iphy and the vi?uttl ;ipp?:il c,f aa icon, A gos1d pictorial

mm'k can ncinfon::e or :.idd v:ihie t-:1 an :lverage word mark, ami a gnml brn11J num;; can add

clarification 111 what might have bcrn a c.onfüsing ,,r me::rningless b-rnncl m::trk. This makes

comblnati(ifl marb ideal for new anel 1,;?1ablis.hed l;mmt.l.,lliik.e

l.1.4 Raekgnnrnd of Advertising

ACcoriti"ng 10 Nwarnvcne (1999) cikd by Ogbu, Tamongo ;md Alakali (2020) mmket mes.sage

jg an old component af man's í11tcraction and draws the foremost concept about market

.-_?,,.Jnessage
ín reverse to the form of man when snM..: ohowcased evil apple to the woman, 01e

1-.??an also introduced man rotheap-ple. ln his account, Sambe (2017), driJ.Ws markctmcssa&'C

in reverse 10 olden Bgyptians- by the time the Pappyrus pictures s.oen giving reinforcement-to



;?ants who came back ffilm escaped. Meanwhile, dming the first Greece and Roman eras,

if?b?I
boafd had been positioned on the entrnnce of marketing hous.c and ini<.mner? who

claimed the businessmen had some goDds 10 sell

Ehikwe [20 I fl) on his part posits tha1, ,1dvert.ising i? one oJ'thL: mi)St powerlLJI ,rnd oi Jest forms

ofbusitKss communication ,vhkh has its origin hom the time oftfie fir:,tc>.:durngt ufprodui:ts

in business arc1111. ln th-.:: <tnclent timc,;, trnde by bmtcr wac; the foremc,st limn of ,::,.:change 11f

products while :1dvertisit1g W.:!.S m;mifcstcd by the <li sr lay of good5 \yhich soHghl to infomt

customers ?,j' wl1at WJS av;;ilc1bk for exchange

In the co111cmr11rnry business w(idd, ;idveiti?ing i?,1 (ümpo11ml ofpromuti(m in the marketing

m?X ,?l1ich ha,; pro<lucl price-, ?nd pl:Ke uther eklllrnls. Tht of aciverfisí11g is to

inform c:ustlnnL'rs. r,1f available prni.lucts and thereby induce ,ir cn:aie dem:iml, fadlitate

exchange pro?·-:ss and these are mmslated inw ine-n:nse produc.tlun. Advcl"tisi;ig h:is hcc11

pla)'ing 1n,¡jur roks in lilt: :wcicty by (.ontrihull11g lll speedy ::md Jnfl>? lfow of informc1tim1,

thereby incrca,>Íll[!. the knowledge bank ofthe people for ih?ir sociaL cl:L111omic-, tcchn11lugical

and political tkvdormen\ (Ehik.ve, 201S)

Accon.iing to Nwosu 1:md J\:kemncbe l20!ti), as a hurnan acfü•ily, advenising is as old as man.

As a communicatiort, marketirtg M selling, promotional ()r marketingeom11111niC<1lim1 activity,

ad_yert_i?ing
is still as old as man. This is why it ha.s been argued ln some quarters that the

:,
•. ,advertising: act or activity actually started in the Garden of Eden, when tlie snake promoted

I-

and com•ipct:d Eve to eat m consume the forbidden apple, and Eve ln turn also s.uccessfülly
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promoted 1111d 1.:onvi1Jced Adam to eat or cor1sume the forbidden fruit. It i:,; even !'.<lid lhat the

pdmitive tm:n ªnd WOITI(,-O oflhl.'. stºncAgeha.<l ways ofpmrnoling, c-0mmunicating informing

or convincing. 01hers ló accept their ideas or material:, in a manner similar to whm is done

today in 1hC name üf advertising. This &1::ho()I of thought wiluld go Curthcr Lr, gf?te thal ever)

hu-malí civilí.z.aii,m in lhe past had a m1mber of activities, which had very dnse ;;ímilari[)' or

rcsemb\anct tu \\:hat wc call advertislng jn present-day su¡;leties 11r (;ivilin1lio11:s

Ebi[u (20 I 81 i? of the opinion that mlvcrti?ing is ílS oltl a.-; bumanily. ['<e0TJlc wen: introduced

to sorné events. food?. gmids, ideíls anJ even persnmlilles tiy utl1er pcrs01l$, /1.ny p<crs{ln wbH

wanted to exchan?c ílis goat for a sheep h,o t<:J í11fr,r111 lite sh?cp owner i1b011t liis i11tt,i1liún, /\s

the technique- 1)r writing devdupd thcri:: líl? nt:nl L<J write cLdveL1iscori11form

others al-iout their goods or lntcnti011s. This in dTect w11'.i J form of J.,;hL·rtisir,g

We!l.s, Durnell <md ?forimiy l2017) ;issert that tlié: bist0T)' uf a1.h•é:rtlsi11g has bee11 Uynnmié:

and unpr.:di;;L.ablc They divide the ac(·C111nt abriu! markd me.saage inL;J qunr1cr segments

Numberono:: segmenrv.,as lhe cru (lf Paper ni cs.sage. Advtsrtising?;,verc Íltsily grmLped in slyk,

and paper rncdiwn 1hat circulutcd mes:;ages Tbc results ofsuch r1gc were ln:r,1ductlon of lhe

paper ¡ne?sJ[!.e, The second .stage is. 1hc indu:;trial revDlution and cm?rgencc of wnsumcrs'

$0ciefü:-s. This wa!> il1e era, 1c1-d?,e11ising enlmged in slgnilicance and w_1;lght. du,;; io numerouo

iiàCial as well :.'IS scienti1ic advancements. "TI1e essence (I{ advcrtiAings system were ln drive a

f<?-?i;\.riCtiona1.and strring mes.sage unit capable of rel\ing gooJ,;. to largely :;c.tUtred market'>.

{?bcr three segment was resent advertisings: agencÍ<!S, sciences and creativities. The



·sing io<luS(ry grev.' to a remarkable point as a c\mscqt1e11c;c, ct,mpclld advancement of

.eUers grounding in advertl&ings.(agencies, c-st.ahll?hcd n::?arch t..x:hniqucs) anJ move tow mi

a,period 0f pl¡:my (;fC.1tivitic?

Fourth s.tl'lge is that ace-ountahilily ern which started iu I St7Us. Clients wanted adv1,rtiscments

which birth n::v;_;nue as \,•ell as scicnli1ic irnplcm;::ntatic,n 3, merchants rented tX[li.:rlS.,,vho can

e?iish
Some answer. During the early 1990s, àd'ú:rti?i11? lirms r.::cognizLOJ 11\;it iL? fate was

linked to Ilic global husim::,:;s tnviromnenl.

Ehikwc {20171. Nwosu and ?kcmm::bt (20161 üplned that, i11 '\Jit'eri;i, tile e,1rly c\dvenisi11g:

and the nlNkri• advertising periods or ages, ,1s was l11s,. L'?Si.: iti the l'lber parts c,f the world,

of the devclnp111ent of fld\.wtising la Ni geri<'- \\•J.s diviJc:d into three sLages

The pri111ordíal,
rudimentary, pre

· prlfll medi:1 or e;1rly stage

lñeprintadvertisi11g;tndbu:1-i11.:;ssgrow1.b3ta,;;e

iiL _The profes?lonalism
and prol"essiut1.iliz:ition sta¡:c

Toe primordial or early ,tage of the de?·elopmcnt OÍl1d,,erti?i11gi? i11 a lot ol'w,iys similar ln

funn to what the ca,,e wa? in the developed countrk.? of Europe ant.I the Lnit.::d Sta.tes, even

though in their ov.·n accounts, they did not m<:ntion Nigeria or indeed Arri(,a, probably due w

,

/.:,,. ?o/8nce..
bill?. neglect or ott1er such m;galivitii;sthat led to their

pcrc?ption
and pres_:ntntion

?;:-ea and Africans as primitive, uncivilized. the white man's burden and so on. Nigeriàn?

Y'-t-rneir
rt.afürn:ntary advertising fmms that included signs, symbols, spoken words or the
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mg, slogans dances, drums, gongs, songs and m,my other means.

·

lif''JIK!spects to huy or ex.change goods and serviccs (trade by barter) or tarry other desired

aeti'vities such as community and civil devdopment activities

And perhaps, the greatcf>t joy of thi; above true f,n:h ís that they are s.tlll Vé:rifiabk. This ls

because where most, if nC1t all, of the primordial atf,,crtising forms m_a:r·
Im\: Ji.?appc;:ired in

the Unit1,;d S\¡1\çs and Europe, or c1re found m,1inly iri their museums. ,11! of tile primordial

forms we li!,,kd ahove "till exist a?d ;:ue in uoc in the rL1r:il areas Dl' J\'iguia c1t lca?t

seventy five ren::ent of}.;igcrlans rtside, ln faé:t, 1hey aTL, so imp1lrilmt nnd useful lu the r·ural

dwellers that st"e them a? HlOJ'C cnsdible, anilable and a(:cessihk thJH the modrn, adverfo.ing

form;; oftelcvi?10J1. ra<lio, billhoards and others;. l1\ mc;st cdses, prnJuct, servi e.es. rnlltical ami

development adnarfrs;ing camj1clÍ!"!11S tbM cfo not indudi' these e?islirn;, p1i1nwdial forms in

U)'ing to inforin. ?,ducak, m,,tivak ,rn<l cmivinL:t: the rnrnl :sli11crians tD h-Lly, vole. suppo11 ()f

accept whak\·?·1· is meant to be sold to them, will t'c1il w,,efolly. ll1trefori:. they srmuld be

recogni1.ed as relevant a11,! be carcf1.1lly integrated inw the modern ad;•eiil?ing camp;i.ign plJ.n

in order to acliievc the cxpcctc<l re?ult (saks, vote ¡;l£.) (r-:wosu and Nkemm;lx: 2016).

Nwosu and Nk¡;mrtebe. (2016) as?én that, the second ?rnge of devel0pment of adverlisit)g. in

N?ia was the print mcdill ad\"erüsing and business growth ?tage, WllS ach•am;i.:J by t\\'O

major global !Orces- the invention of printing in 1450 brou?ht abllul the print media. and the

.· _ :?ion of foreign mo11inational inlli Nigeria wbk:h led to growth in hu sines? developmt;nl,

'.-? '

·,1:?h
of cou.-s.c rt"quircd advertising. The emergence of photography in I S3 I in the world

I



-;-.:.;?,/?? scene and i:net - • . _
,

./.'. _ _

P rated N1gena at this stage, also added impetus tu the growth ot

·, •

·adYertising in ;--.;¡gi;:ria. 'lbe first J\ignian newsp.apcr, the lwe lrohin v.-à? fir?i published in

ilfl9 -by Rcvl.':rend Tov.Tisend, the lirst modern advertisement. Tiial v.·as a classified

advertising and w:,? an fill11(1uncemmt on shlpping tú demon?lrnte !h,c intimnte rclation?híp

}
bctwi::en lhe ma,:,:-; media, busin,;.ss íllld milrktting. t-vtn in those c1irly perio<l:-

The third stage or pha,;e of <1dvertí::-ir1?•3 <l1::\•dvpmem ln ]'<igpill Jesnlhc<l ;_is the stage of the

development oftrnly modern advertising in Nigeria C',wmu &. 'Nkcmm:bc2ú lfr\- ·1-t:clmically.

it could bi: -;.aid tu have 1c1chrnlly stcnted in the fü,L4umter 0f1h1.: :COthcenrnry anJ hJscontinued

till the prcwrn. It is indeed a pctiud th:it mark,;J die 1-;1pid gmwth of the aJvtr1lsin¡:: indLJstry

or adv,:rlisint:; pradice in ,,li ih forms ,md ramit-1c.:1t11,ns_ A.t tllis ?,age, 11Llverüsing in Nigeria

mÕvcj from th.-: print mediam printcJ úmns te, th,; ele-ztro11ic rneJia, induderadio

television and e inenrn. According l\\ Ehikwc, (201 Í) aJ?·ttthini; rncJia ii.fe categuri:ll':.d into

four bro.ld Ji\·ision:; ba?ed cm their c-b:lr!ICkristks suc.h <1S mctli::i. üf µ\lbliclitiun and

transmis?ion; 111cLhc,d,; of message ,'fr;:.;eminalion, how ,.:co11su111cr? and the. pulilic n:ccive the

message, the n1essage cor1tcnts and mhi::r a.,pecls that disfü1g:L1l,;b them I ih liio.:¡¡tion and silc

•'.. of medium. nillnag,;ment uf the mcdl11m, style limi manner of mes?:i.gc tklivery and the

f

·,,,• ..\,.:&;....

,,',

professionalism
in exccutio11 c1fthe ad\'l>:rfüing. Ehik.we (2017) groups adv-:rtislng media lnto

.-,,

• electronic or broadcast advertising (radi(1 and televlsion) and print advertisi1tg (11ewspapers,

.;?:. fi:lagü.ines and ltandhills or fliers), The next is outdLior adve1foing (billboard, ?tkker and so

!-;·•

'\,,
'º



?:
_media ?cene ªrid penf.':tratcd Nigeria at this stage, also added impetus to the gr{lwth of

(; ·, advertising in :iiger-ia. The fin;.t Nigerian nc:wspaper, the lwe frnhin was first published in

1839 .b), Kevt::ren<l Townsend, the first modern éldverfoerni:nt Th.it was a dassifo:d

advenising and \Va? an anrn.1llneemcnt on shippiL1g fe> demonslrnlc Lhe intimate relationship

ber.vecn lhe lh<h'> media, bu$im.:ss and mttrketing, evetl in thc,se early pt:ríod'>

The third st.:t?l· or pbasL of advertising's develc,pment in l\igcria des.cribEd as llie stagc uf the

development ol'trnly modem advertising i11 Nig;eria{'lwusu & }-lkemncri-: 2016). Tcd1nically,

it could be soi id to h<1v? <Kluillly slilrted in th¡_· fir,;l lJLlilt1-'=J'Oft11c :rnLh ?muty and rt.is continLLCd

till the present. li is indi.::L·d a period thc1t m;irkcd tl1e rapid zrn-wlh of the ?dnsrtisirig industry

or 21dvcrtio.in¡; rr:Ktice in all its forms ¡rnd rnmif.<:atl0n,; At Lhls sta:;:s:. adw.·11isi11g in Nigula

mÕved fi-om the print medi;i cir printed forms IC• the cl<:ctmní-: mi.::Jia. v,lúd1 in;:lud<;; rndlo,

television klnJ L"inc:rn:i, According to F.l1i;;we, (21.1171 advcrti?in? rncdia are Cilkgmi/.L,d into

four hroaJ divisi,_ms based nn their cl1arcKtcrislics such ,ts media of pltblirnfüm =<l

transmission: metliods of message <li!.-semi11atinn, hmv consumer? IDd tlle public rceci,•t: the

message. the m<'ssage cúntcnts and urher aspçct.,; that distinguish tbem llh- Jo,;ati1in and site

of mediLJm. immagemcnt of 1ht' medium, style and manner or message dLlivcry filld the

professfonali?nl in cxcc.ution of the ad\'trtising. lihikwc (2ú 17) grnups advertisin:; media into

?lêi,,tronic or lmiadc:ast advertising (radio an<l tdcvislon) ;md print advertising (nev.•spapcrs,



l.1.S Meaning of Advertising

Today, .tneanltlg of advertising abound. Accurdillg to Artna.
( 1996) cited by Aymnv:ile, A!imi

and Aynabil11jJlç (2019), a.dvertísing is defined as communication pror.ess, marketing pmce?s.

an_
et'.:onomic dlld ?ocia! process, d public rel.ilion prnci;ss or informmion anJ pcrsua\itHI

process, Dun11 :cind l-hrlnm
( 1987) cited hy Ay.anw.ile d <1L (2{) 19) vie\.ved advrni.?ing li·c1111 its

functional pe1?pectives, hence, they ddine it :eis a paíd, non,pcrso1ul c,Jmmmiic.1.lion thmugh

11arious mcdja hy bu?incss firm,, nori,profit org,miTalion, and individuals wl10 are in sotm:

way hope!(• i11türm nr pcrsuaJ-: n1¡,mberc L•I· a rm1ic.s1kir audlcnu,, l\·lorcle-[I 1_1991) cited by

Nwosu and ?k...:rnndx: ¡:rn 16) apt that ::id,,enislng i!c. us-:ú !q establislL a b:ci.-,;:c .awars"ness üfthe

produ<.:-t (Jr •;¡;n jç,: in tile miiid of tbt: p,ikntial c11st0mer a11J [)ulld
11p ];J10wlt-JgL: ahout it.

Koller (2019) :-,té? advc:rtisirig Dm' uf lhe four 11wj0r touls rnmpmiles use to dirl!cl

persLJa,;iw· c.0111m1miL:aliw1 tcJ target buyero,wid pLtblii.:,. 11 ?1_)11sis.ts of 11on•p?r.sonal forms oi

co-;un.unk,ilion conduckd through paid mecti.1 under clear spcmsor?hip, Ac.cllrdi11g to Küllt:r

{2019). the purrose ofadn:rti?iug ls to enhance. potcntiiil b11y<crs re?puns-: to the organization

and its offering. emph.,is.il.ing that "if s-:d.s to J{J tills pmvi<ling i!1fol't11flllút1, by ch:rni1clli11¡;

desire, and by supiilying reasons for pn:forring a pélrlitu\arurg,mintion's oíkring".

Meanwliíle. EucL Walker and Stanton [1997, p.45) -:itcd by_Ebilt! (2018, p.112) ckarly

wq,tess?d entire íldvcrtisíng as havíng four structures

A verbal and/ or vis.mil message

_ A_
spoii?or whD i,,. identified
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iv.

Delivery through one or more media

Pcrymem hy füe sponsor to medi? C:irrying the message.

Concluding tlic prembe, thcs.e authors apt that adwrti?ing tf1cn con_sists of c,•cr_y c:-.:ercise

involves in giving to audiençes il non private. i<lentitied sponsor, and paiJ for idcíl. aboLJt

products aiid nrgm1iz.ations. Davi.::, (I ll98) citeJ hy Yirik;, (201/l) argmxl rhm ''adt·ml.sing" is

any paid ·form 11f non - personlll media presentation prrnn01ing id?as or conccpk goods or

servíccs by ,m ickntilied spons,ir". Arc'llS {Ill%) dtcil by Ay;i11w1:de, e1 a] 1:2(11:)) L:C:-pn.issing

almost the .,an7L' vil'W describes adverti5ing 21., "Ifie pcrsc1n,1I t.'.l1mrn1miL,clliun rif· information

usuatlypaiJ usually ptrsuasive in nature-ilt:>11ut ))roducts (güod,;:mJ ?e!'Vk-ss) or ide;is b)·

identifo.;d spo11,urs throL1_gh \•2.1·io11smedilJ"'

It mean? 1lia1 lite fac¡ 1?1· :iJvcrlisi1ig tu (rt.'alc knowledgL, of the ;:¡Jn:rl1?<'.d prU!.luct:, rn1d

provides mec-,íli!C thal wuulJ help consumers to exe-?L1lc p111·chases or choke. The i111pan of

advertising as ,1 promo strategy, tlicrdi1rc, sfands on its aliilities to ir1\1ui;;nce comumer.. n11t

only but e;-cnCttally crc2.te brand loyalty . .i\? .:m output, m,tny marketer? -?!)Cll<l a large sum of

4: ?hNI advcr1i,ing ;md product managemem

l.L6 Classification of Advertising

Since adwrrjsing ¡5 a sophistic.ated pwduet for D variety of consumer group1-., and is used tt,

,,?plement a wide range of functions, it is not so simple to classify
it..

It Is possible to divide



·ey target 111.arket kgmentation: In this ¡;ase, it should be darlfid that the
sigmentalion is. ª division of the consumer audience 011 segments by typical social,
profosslonril and other frature?. 'f11c more :,pe¡;ific prc>du1:t or ?cniçe is Hie m1.rrower is the

segment of the ;wdience, m1wng which they Clln be .c1dverli?ed (Simdage, 2017_)

fl)· target irnpact: Com1rn:rcial (good.\ ¡,nJ .\ervices) and non commucia! (political
and ?ocia]). Co111mercial advertising is used lo create, mainlain and inçre¡ise thr: dcm:rnd úf
certain prodm:b. creating the hi::st conditir,11;; for saJc. Son - cc1mm1Crl'i1!.I adver1ising can be

used to llllr<.Kl <ltte111ion .;nd create.; pü?ili;'e imar¡,, of ;in entrenr-:11eur or :rn enterpri?c

(Sandage. 2()!7)

By di.?trihution :1rca - GlobaJ, mliorrnl, rc¡;i,JJJ:1L and Glolnil advenisi11g isa

rapid dcveloprn;.,nt of cc.:onomic gl(1b¡¡Jlz.1ti1m in geíl.crnl: it1knic,tive viciem, v;orlJ r"ldio M<l

satellite TV. Lhe Internet and ulhcr latest crn11munícili(.111 took Thrtt 1)li1tr lyp?s of

advcrti,;ing ainis:J at the pc,pulaLliin within lhe boundaries uf;; parrkular ?tate. region. dty,

town or dístrkc (Sandc1gc, 2017)

iv. By the \lil)' of transmission: printed, ekctronjç_, ounfom íldYerlising. (S:;11dage. 2017)

By tltc meth11d implementatiou - textual, visu::1I: ·1.:xtual advertising is divided intli

simple and complex, and vlrnal into statistical and dynamk Simple text c1c.lverri?i11g is a

?lar wall ¡¡Jve1tisément. Complex text advertising incl tides a M.t of basic components -

fflk;·suhtítle, main text module, slogan, etc. As an example of ?tatistical ádvertisiag can be an
?;

;?\ .. ?Opriate photograpbíc image er picture, o1nd dynamic adverti1sing such a.<; ?·ideo, computer
';-·r

,,
?:õma.tion. (Sandage,, 2017).



Polirical
Advcrti:-.iqg: Orn: of the most prominent and the moM influential types of

advertising. A positive image of the politician i? fom1ed (Sandage, 2017)
iv. Advertisi11g with a Feedback: This l_ype ín,,o)ves an ncha11gc ni infornrntirn1 with
potential C1JS!rnrn.•r-?. !\-lost common way [s a direct 111:,i] to ¡;p-cci:fic recipient? that h;is the

'.-· --- greatest interl.'_<;l for advertisers as a possible buyers (8.g, in tile form of catal1Jgs} (Smid,1gc.

2017).

Corpor:1tc.- Advertising: Such adwrtising iluw.?t never cnntain., <1dvenising

infommtlon
{ i11 the i:c_;mTntiorm[ sens? <Jf the wmd¡, ,md servi:s tór tltL' prcp:tr<1li()n of the

public opinion le? Lc1iain •;e_¡;mrnt of buyers) ln s11pp;irt the
p11i1:1

0f vi8\V of lhe n,·1"e1tiscr

(Sand!lg(.'. ?017)

vi. Bua-int·ss Adv,.,rfüing: Pmic?slom1lly-orien:,.;d ddvertising, ii,tcndr=:d for disrribution

among groups 1!lm1cd by their bdongit1[! to d rrinicuLu· ,:iecupatinn. SL•d1 .idvtrtising fs

spreading mnlnly through specialized puhlic.itioJls [Sanda_ge, 2017)

vii. Publi\'. or Social Advertising: L'nlike buslntss advertising, it ¡,, 1_1ri<:hh:d to the

audience. tmi\(;¡j nrninly hy prnplc Südal status - for cxa1nple. •,ingle muthefs, childlu;.s

couples. CC(.'ri.'.lgt'rs, etc. (Sandage, 21)17)

2.1.8 Functions of Advertising

There are four main functíon:; ofadve11isin_g 3Ccording to Kotler (2019):

f·i, ?- ?nomk.-l Function: The nature ofthe economical function of advertising is fü.?tofall to
•)··-

?l?imulate sale.? and increase the volume of profits from the sale of a çertaín product for a



certain unit of time.
Advertising informs, creates the tk-Cd for a prndw:t or service, fil'ld

er.courages f)eople to purchase. The more people have resrondcd to the ad, the hcttt:r it is for
the economy and the economic

Wellbi.üngofsuciety (Kotler, 201?).

Social Func-ticui: Advci1ising infom1aiion ha? a signillc:int impact 011 1he li.1-nmiticm ofthe
consciou?ne;?s ;Jf each indi,·idua!, Wilen advertising b addrc-?sd tu rnn;,umers. be?ides tht:
promotion ofª prndun, it also helps ID form iüeok1gical v.:iluL·s of1hc ?ock1y .:md at lhe end
haS an effect •111 lhe cliarnctt:r of soci,il n:lallons: causes Cilll?L1mer in:;tl11cts, ?·ncournging

2019).

Markcling Function: ,\dvertising is an lmponant enmponcnt of m::irkding, Advertising

entirdy c11nnc,:tcd to the task!; or 111::irketing, fi11.il aim is th,;; blJ siltisfadion oi"

customi:r nlxd;; conn:rning g1wJ? ami services (Kotler, 2()19)

Communil:atinl', Function; Advertising is iilso cine of the specif'ie form3 of crnnmunicmi,.m.

Jt is design.-tl 111 rerform rm npproprialc crnnmunicating Junction, linking together 11<lverti?ers

anciconsumcr audience by the me,111s ofinfon11ation chànnels{Kotier, 2019)

However, Staiiwn, (2018) opined tfo1t, advertising is c1n ekmeot r,r prartwtion. [t not onJy

·::,. ?sts in promoting the product, but also aíft-cts the other rnrlabks ofm<1rketing mix which

;e;? be expl;tined below according to Stanton, (2018):



.Ailvertising aud Produ.ct; A product is 1mnnally a set ofpílysical ckmcnts, sucíl ii,<; quality.
shape, si;,_e, Cúiour and othtr features. Tilt prndu-:t ma_y be nfvery l,igh qHality .At times, the
product is ?o designed that it reguires cardi.JJ hanJling and operaLl0ns. Duyer.\ must be

informed and cdm,:.._11cd. on the vat·ious a?p<XG uf the p1·0duC-1. This cm1 be eff.::ctiv,,ly done

through ad\·ertising:. Thus. advertising plays the mlE.' of information anJ ccduc,ition (Slanton,
2018).

Advertising ar,d Price: ·rhe price is 1he cxch,rngev::,fw.:oftf1l' prvducl. i\ mark der may bring

out a Vt:T)' high q1J.:1lity product whh acldiLioml f-:.:1l11res cb rnmp:ãreci to wn1perih,rs. 111 sw.:h a

caSe, priçc \\'Ot1ld be- JdinJtcly l1igfi. B111 hu}'ns m:ly ll<JI be willing Lç
p?1y

.u
hig.11 pric? would

be definite!? hi_gh. Here cotm:s advertising. Adv1:rfülng CílJl nmv(ncc huyer.> rcg;uding lhe

superiority of the brand íllld thus its VJ[u¡; money. Tl1i,; ,,an be June
l>y :1?s0Cl:iting the

product \\:Jth pn::?tigi0u? peoplac, sítl.1J\Ílrns, or events. Alternatively, 'Ahi:ll d tim1 0ffrrs J ]rJw

price prndliCt the job 0f adverti?ing needs to s!rcss the pri.::c íl\lVilnlar,e by using b<1rd llltLing

copy; it is not just crwugh to r:,invinc-e, but it is dc,sin1.bk to p?Úundl" tiic buyer, Tbu:;.

advertising play? the rnle of convlc!Lon and persuasii_1n {Stm1!11n. 201 f()

·'.:!
Adverfüing 1md 1-'lacc: Place refers to pby?iciil distríbt1tion and the stores wlinc the good?

àrê?àifable /Vlarketcr .?hould see to it that the goods arc :±vaJlable at the con\·eni,.mtplace and

that too at the rigfir time when the buyers need iL To facilitate effrctive distribution and

?jo11 of 1m1rkct. adverti?ing is of greatsignifk,mce. Tbu? adver1ising do help in dfectivc

i?;;
__?d.Ístribution

arid market cx).),'IJ1sion (Stanton. 2018)
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?erti,iqg and Promotion: Promotion cnnsists oi" advertising, public.it;t·, pi:r?on;i] selling
a:Jid sales pron1otion technique. Busirn:ssrncn 1\iday have 111 face a lot of i::.rnnpc:?itlon. Every

';!¡·•-- seY:er"flet:.ds eflectivt.: promotkin to ?un.·ive ilnd succ.:;e<l in this competitive bllsiness world

Advertising can play a significant r<)le t.o pm forv.-im;\ the claim of seller, and lü co-uJfü:-r the

claims ofco1Tipctitor. l'hrough dfecti;'c•Hherfüing, -?clk:1·s c,m façec.ompcti1i,1n rmd ¡¡]so help

to develop brand inuge c1nd branJ [oyalty (St?nton, 2(JI 8).

Advertising and Pace: P.::ice n::fástú lhe speL,J inrnarkcti11r, di;_,ci?icrn? nnd anirnh rt invo[ves

among other Thin¡;s the launch of new pr,x.luc¡g or brnnd v:i.ric1tirm5 ílt greater o,ps:."d tfmn before.

As and 1vhç11 m.:w branJs are laundied, ?J,·cr1lsing play> flll im¡11wt?:lt rnic of informing,

educating and pcr:nrnding the ç.ustomer., to buy th'.: r,rvduct [Sfanton, 2018)

Advertisin? ;md Pa?kaging: lhe main purpo?e oi pnck:1.gihg is prokc!lon ,:,f the product

during transit. ;111d preservntíon üf i.¡m1liLy and qu,rntily_ "\'(lwaday?- rnMkekr.? take lot of

\

efforts to develop and design atn;i.ctive packages ,1?
117'?}' entry aJvcrtising valL1e. A ucatively

design packag<: attract the ?ttcntmn [)fthc c115tomers. ll Hl.?o c.::urie::. an assurnncc. of quality

and create> confüic11te in the minds 1ifcusto1ncr? to b11y the product (Stan!cm, 2r)l 8),

Advertising anrJ Positíoning; Pr0duct positiotJing aims at creating and malntaining.a di.stinct

£;;;':.: image of the !->rands in the minds of lhe customel'5. Through adverlising tht; marketer can

?-;?,_ c:on'Vçythe pmitioning of the brand and accordingly çan influence the buying decision of the
·'"

'?}{;:?-audience (Stanton.2018),



:?Lt Determinants of Adverti.sing Media

Slanton, (ZO\&) opined that. sdecfo)11 of.1 right Lype oflld;•eni?ing media is" dlfticult task.

Any media thar is selécted must be l:<}pable rif¡ll.'c,1mplishing ar lca.\t the three main objectives;
It musl reJ.{:]i the largnt numb-er ilfpcopk po,-sil,1?: it mu?t ,inrnct their attention; a11d rt must
be economical. St<mton., (2018) hmnivtr idenliried tf1c /;JJk,wing a.s the determinants of

advertising rnet.lia:

The Natur(· uf the Product; lhe n::iture cir füe prnduct dekrmlm:; füe clioicL, oi the

advertising mC"Jia. For ir1stan¡;e, cinc,m:i... tele\'isiun, c,Jkur ptcriodi..::;i.]s WúulJ IK the ob\'ious

?hoice for pn,duc1s llkt fahric? and toilets rcqt1iring vhml rrEsentatlun. ln tl1is co1u1c,:;Li<111,

management slwL1ld de\-d(Jf) a rrt1d1zct-media mc1tc!i {Stautmi, 201 ll¡

Market Rn-1uirl'mcnts: Whik selecting <1d?·en:sing media, ilitc .;;oinp<1a:,•0? nvirket

reguir?ments ?h(1ul<l be consldcrcd, \Vhcn lhe;- mc.;t these rt.'t¡uin:mcnts, rilcy lend thern?clves

to good use. ¡:.·¡Jr ex:m1ple, specialised high fa.-;hi1m cnlo11r mag:.tincs would 1-:c tbe prnpcr

}. media for cmbltmers with high income gr.-1ups arid ?t1phiatlcatcd rask?. Similarly. outdúór

m«lia would be- apprnprlatc when Cllnsumer action is to he induced at lhe point ofpurcha.-.c

{Stanton, 2(118).

M'rerd('ling Objectives: The advertising objectives also determine ihe type or media lo be

. :.-??1¢d. ¡,·or example, the press is preferred to project corporate image while radio Emd

,o''•·.'·

=r.vision ¡? relevant for prcdudndvertising (Stanton, 2018).



l

.J)i!ltributiuu Sfrateg}·: 'fhe advertising media should be compatihk with the distribution
stl'alegy adopted by the

compaoy_ For cx.ainpk, if the compariy is selling thmugh middlemen
WholesaleNó and retaih::rs etc., then outdoor advertising medic1 duly suppclrkd by television,
radio and cint.·m;i.eti.;, ITJay help to pull lhe rroduct out ufdumnel (Stahlcm. 2018).

Nature M the 1\-:fossage aQd Appeal?: Tílc nature of advertbing messc:_ge app=l al?o

determines 1lis'. ci.<lvertísi11g rm:dia for <1 c<Jmprmy, Th-:: mei..lia .,hoi.1ld bL' able to c'.atry lhe

message ,md arpeai to the right persons in the ptrspcctlve_ FDrexmrtplc. if time is Lh..: ess?nce

of corninunié'..iti,m. daily new?paptr .-¡nd rn<lir:i ma,,- 1-:,c the best ch11ice. t\•faô.? cons11rnpticm

items like soap?. tuothpastt,, hrllr oil i:tC. may Jctnmirie Li:lcvisíon, n;:w?pílpns. as the best

selection (S1antú1\_ ?0!8_)

Budget: The hudgei available fix a<l\·crfoin_¡,; purp?,1,t, will dc-cide th;; cl1oice ,1f media üf

advertising. exJmplc, a manul;tcLun;r hving c:omparncivdy l:ngt funJ? fix advertising

may chrn1w 1ekvísinn ur radie, ,,1 holh .!Ii; f1 mei:fo.1,,l'aJvcrtising, Un the other hse111d a mr::Jium

or small :,.iled htisinessnrnn may prefer newspílper mid m:tg:-,z;ine ª" ¡¡n advL•rlisiag media

(Sfantõri, 2018),

Contpetilors Choice.!l: 1\ cornpan)' ?hould ill,o llikc iato <KCOllnL lhe wi,Jom of competltor;;

Qládia choii.:es dt:spite differences in advertising objectives and appropriallon?. It is nut

?::..<.• ír:ablc 10 üutright dismigs lheir choices. G?ncrnlly, the advert[sirig media used by

?:
.. ,;petitors arc preferred so as to make an impressive app?al for the

p_roduct
(Stanton, 2018),



r
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; MrdUI Cir<:ulation: The company should wke intíl account the cin::ulatiün ofthr., advertising
media. !\-iedin Cln;ulation mll,;t match the distribution pattern of the pru<luct. This appli.ts to

the pre?, n1..:-di;;. Cln:ulation should not be confüseJ with readership. Circulmi(ltl means the

number Df copies ?old after deduction of frel' copies, rcturn? c1.nd other ditforenrns between

the total numhcr of printed copies .111d wtnl nurnber snld at full pritc. The a<lvcrti?ing media

selected sl1rn1ld have maximum tlrculaüon, ?ui::h .,? Hindu,t.111 Times etc. (Sum Lon, 2018)

Media Availahili?·: The qut;stlon 1,t media avail,1biliL_,- is quite rele\'ílHt w}1ilc ?D11sidcring

advertising mcJia ¡¡]tern:nivcs becalm: not all mc:Ji11 are ,w,1tl:ibk lr1 ? ?ompílny at all times

wRen¡;vcr rt'quin?d. Fm irisnmce, in 1973, anel i07,J, r:iwing to awte new.?prinL ?h,wlllJ!<', spaec

availability in national dajJies was a mil prnbkm (S.tanwn, :iül 8).

Peoetra1io11; l !ow c:rn W'-' pL'ndrak lhe markc! musL th,m-:,ughly 0r hc,\v (.:sin we reach the

gr?alest num lier LJf potential customers is .ilso at1 import.int factor Jril1t1rncing the choice ofa

particular adv;;rtisirig media, Shall we reach housewh'es at lhe ki1chc:11-sink by mc;:in,; of

telcvi?ion or nidio and wl1ich is likely to h.<tve tite greater impatl? Thi:, fac¡ should be

considered.

Size and '.'!ature of the Bu!lines? Enterprise; Tbc aÍZl' and mture oftht business erfü:rprlse

tbo,play an important part in mnking a choice for the advertising media. Difforent media will

j:?·to
dcparuni;:ntal stores, chain stores, small shops, manufaciL1rcrs llnd producers etc. A big

"·.,,..,.:_ine?s
enterprise may make use of televísion, radio and newspapers having national

nct\l,'Órk, whereas a small unit may prefer local newspapers and cinema-sUde.s etc.



Concept of Below-the-Line Advertising

In today's marketing wori<l, more and more cornpanie1, arc leaning towards below the line

mark.r.-1.lng activitie? for comnurnicalion and promotions, (C11.-,rles, 201
8)_ Altfiough below the

line ad•,crti;.;ing or promotion can be seen as \'Ital asr,ci::t tbaL m;chc's the customs:rs efficiently.
It is .:in adi·i;rtbing strategy in whid-1 a prnducl i:; promúlt<l in media ,1thcr tha11 radio,

tele\'isíon. billb,1ards. prllll ,1nd film. They commonly jndudc direct nwil i;'1111p11ig11?. lra.k

shows mid <.::Jl;:'![Ugucs and t;ugetul search engine m<1rkcti11g, This<Ldvcrlising typ;;tcmis1o be

lessexperit:rKç ami mure focused (W:itro11s. 201?). Bclow-!he-lim: &1\·crtisinp. si::i;b w fl:1td1

a consunH:r_ i11?1t:c1d uf a mass ciudiem.:c ,:Jirectly n1ther l11an thro1Jgh nn inttrmnfünv such as

wilh a cci111111c'ffial during a tdevisio11 :'.bLJw. This lyp¡,; of advertislng is 11lkn centred on

sp?cific Joc;1liLic.? and is used to promote product;, tliat ii co11curm,r wants to St.'"t in p;.:rsoa. It

can bc ú)Upkd \\'itl1 in store sales to help cxrl.i.in Lhe t"c:at11rc? Dftbe prod:1d, (.r\scm(lh, 2018).

Similarly belc\\\ !he line adverli:>ing reaches far people: but is. more sek<..'tivi'. aho1.1t lhe peuplc

it reaches. Jn nios.l case;.. extensive markd rc.\.Carth is ÜlHK fir.-;L m identify a lc1r?cl niche of

hung!)' buycr:s. once these potential cu?tomers :ire pinpointed, 6.::-low the line aclvcrtising

®Ches lhem directly in a mori::: per.\on,11 mariner, such as di red mail
?c11t to their kns:es, fore

to faci: contact :it ci tradc show or a pain search é:flgine result when they enter a specific query

?1- _::,?-àinoni.
20 19).

l? t?
·

·

-?-?,;;""'.•the-line advertising activities can be classiffod as. thosi: promotional activitii:s that offer

?: direct comrnunication to the target audiente. Such activities like e-mail _cnn)pai?



•.Wibitions, brdnd aclivation which includes mail actiw1.tior1 corporate uctivatio11 and society
l!lietivation. a!I forrn the h.·h•is ofbelov.-thc-Jin,e mmketing. It is seen ,rn a11 l'"ssentiaJ ekmt11t uf
creating a ri:Jiabk threaJ hetv.,eenthe brand anJ consumer_,, (Chavt111, 2019). 1:kl{l\',' the line

marketing effectively boosts sales and get?thc bmm..l closer to thetargc.>t audience. The ;·arimis

marketing anJ ¡iromotíonal activitlcs have g11.ined irnperus fn,m various ?eclnrs ami indu5trics
bui bdow the line marketing .ictivities h.:we bcc011ic: a st.ind-al()nc íllld u11swt-rvlr1g ,1pprm.ch

for marb:1ing éLnd Silk?. If a company m film wants rn attain sub$lêrnlié!I hrand ílverage and

drive br-..1nJill? ctctivities: th ... n below-lile-line m.1rlu:Ling ami prnmmion ¡._ th? strong and

pcrfcci optirn1 ll1r excellence, (BarM1, 2019).

In ess,:m:c. hel<.111· the linl'" é!Ü\·ertising dfrrs an intelligc.>nl u.rrrnn.ch r,:, a ç,:,m¡w1:, , marketing

plan, S!.'rv-:s a ¡[ir-:d line of c,o¡rnmL111irntirn1 anJ engJges con1pc1ny-_, consume-r;, dir?ctly,

providt>s J quid, and rellabk ':'(>lLLlion h:) marJ.:.ding ami rr<1motio11-:1I :1c1ivitks, provide.? a

. f
·

flexible rcsuhni.-111 for all consumers wurries, providts an d'ficiL,nl tr.acking sy?u.:m t<-:- know

where compc1nic:S .uc fetching hctter rcaults ::mci is rh<'.re a scope ur lmprovemern and a cost-

effü,ctive optit,11 c.atering for all specific m.arkding and pmrnotiDnal ueeds or companies.

(Cadena. 2017.>

Benefits of Below-the-Líne Advertising

i:.;,_??lllc-line iidverti?ing has plethora benefits far bey?nd tbc conventit:inn1 or mainstream
'?

:;?. -_:· ..
-

0 nohue (2019) capturcs tacitly that, below the litJc ;.,dvertislng provides
I

¡1t
toadvert1:smg. 0

J and comprêb?nsive information to prospective consumers and customers aOOut·prodti?



:/r ...eby facilitating their choi • .

??-
cc, convenience and competitíllrL It has been conversely been

-argued thal a lot of advcniseme-ots in rndio, tek:visic1n nnd newspapers do not really tell
consumers ahout thc uniqueness oflhc _products but they tend jw;t irrelevant storie?. nunohuc

(20t9) furthi:r çibs.erve? th¡jt this eoncern wirh newness rdlttts a ?cnsc nfbmcdom a11d tedium

exposed hy m:.:in: consumers owing tu repe.ited c,:p.Jsure to th;: smne ¡¡J;·crLii;cmcnb vii! 1l1e

radio, tel(,:vi<;iun ;md newspdpers and m.igazim:s, Iklow-the-lin? cidvcrtlsing seeks to simplify
the mc?,-.ige\ or information stnt by the: ?dvertiscrs which m¡¡y not be ?fone in th.: ml:l!n?tr.:.:1m

media.

Alsa.lt helps h a11r,ic:t the vil,wcr's CUS!ümcrs lo the prodm:ts wl1ich remrllns viSlbk, p,;;nn::111cnl

and indelibk [n lhe mind? of the COtlSlllne,sand the public ?nd CílllSc'ê, tkm lo K?,JOlld swiftly

to purchase decisiLlllS, (Chim:cdu, 201(,). Similarly, bell7W-The-!jne a<l?ertising go a Imig l'i'il}' 10

reduce lhe cost .,r c1dvei1is.:mi.:nt W the firms and ;,,reas botb 1he liter,1Ll' anJ 1:hc: illireratc with

their usual illustf;1tirn1 and pDwers.

Also, it is app,m:ntly dear that. below-the-line íldvenising ls ci:,.st effective. Whik televisión

and radio adn::rtisemcnt tcnds to hit the pocket book hard, direct mall an<l search engl11e

niarketing arc nu! only more rcaso11able bul can be sc:okd up or down in C()Sl much more easily

ltis-àlso easier to tra(.;.k conversion witíl below-the-!incmctl10ds. When relying ()n \devision or

, ,._i'QdjQ,,a4veifo;enu::nts,
the only way to g,rngc eft'ectivencss is to ask costumers how they hciir

;?--the business. Responses ;ire often mi.rcfo1ble. \Vith e-mail and seal'Gh englru.: marketing, a

:?:-Fl.?
.

k. link clicks and e-mail opens with precisíon, (Ai"en&, 201!1). It is quite
I

-
........

? can trn"

v-:,rtant to note that below-tb¢-line advertising allows for letter ?nga?me11t with <lu.s'totn4rt.



?·?:ffi4J·¢-ritical in a 21st centu O

.

?J?-: . _

ry usme;<;s landscape whcTe reputation ma1ters m(.1re thm1 ever.

::,.":_ Ãbqye-t_he--line melbods are great for ?1ting a íliUllt DUI there and dt.:,,doping brand aw,ueness,

but below-rhe-line advenising is prden1ble for fostering ílcnial rcl,tti1mship with potential
customers. On rhe other hand, Bmwn (2013) asserted !hat., below-thc-lin<c ai..lvcrfüing arc

extremely targetéd, results. are better in tcnm Df conversion,. L\mvcrsio?s are betkr when trie

communication is dune aç.:;on.ling tnthe.::u.,1:omi::rwants.Bclo>v-the-lin..: rrnmotiotlal efforts are

focused on specific target grollp here a hetter rc':,l.'11 Cilll be c11sily .cx«uteJ. trnekcd and

controlled_ Fin.111.1, hclmv-t..hc-line a<lvcnísiug haseasycünlr.il?. The ret11rn 1·rn1n the?e .¡ctivitles

can be easil_; tr.:H:kcd ad monitored anJ steps cíl? b:c t[i);r:n üi impJ·,:,vc prnlilability aud sale,s

2.1.10.2 Examples of Below-the-Line Advertising

It is unarguable that below-1he-lifle c1dverll.',ing ha, <;çvcral exnmpk.,. Jnak\ ().O Hi) uipturc,;

clearly four cak?_uri<es of below-the-line ad\0crtising ad follow$

i. Direct Mail J\'lílrkt'ting: While Jin ..·ct mail c:m have mixed r..:?\llts. ;vhen usni properly, it

can be an effCctive mean? of advertising. Dírect mail campaigns art prnfossíornlll;t <lr:?igned

and copy >Hitn'> :ir?, híred lo create compelling mc??agc-'; tliat tend
tO

draw the .itteminn of

the customer?, n,c co?ls for dirc.:;t mailings ar1,; directly di;peudent on tl1c ::,ize of the

ea,np.aign, hu1 generally arc lower than most abovi.:-tílc-línc advertlsiug techniques.

lfl.'i:;.t.tm? of thi: most common fonns ofbelow-ihc-line advertising, This technique requires

¡

·-

?f:;:=:?,lytrnin.:d ;;ales staff that knows how to build customer relationships and can talk politely

to ,customers.. Most door-to-door marketing campaigns are set up to pay_ on commissiOJl, so



••from coslcan ht:: kept low and sales pe1)ple ha,,e more in.;rntive to mak.e sales. An i;:xample
of door-to-door marketing i& insllrancc sales, .:i11 agent gives through their territory. knocKS

on doors.and thc:m trie? to ?ell a pt.1licy ifttw per:;on is intne.?(ed in learning more about what

they have to offer

ili. Exterior Lot·atioo Marketit1¡.:; The exttrior lotali()ll markeüng inh_1lves d1·ivi11(.? inteK>t ((1

an event or ?tie through füe !strategic use ol·cmployeL,? rbced outside tilL· lucaliún_ T)·pically,

these methods include sa11dwich-bc1ard ;:!)·le prumr1tio11s c,r e1en Jrc,s.,ing up til;; ,?111ployee?

in a costume io draw mare dlln1tion to tl1c locati,,n. Tilt<;e emplDyccs rnzty st,md alongside

the road, getting lhL, attention üf pa?,in? drivers and pJssrngcra. \Viii le thrs technique is 11ot

often employed. it .ccrn be bene.fü:ial for small cr,mranie?, restJma1n;, cmd .:iulLJ 1fr.:1lcr.?.

iv. Email Markding: The email m<ll'keting C<!J! aJso be ,i f6rm ufrn.,Juw-thc-li11c advertising if

a compJ.ny .:11::duc1s lhe c,imp<1-ig:n iHl ih 11,,·n. The .;nmrany communicates diteé'.tl_v with Lile

cÕns.Umer thrnugh thi<; form Df rnarkctini .ir1J C-<Hl dJrtct tbem I? iL ktmJing page where they

can learn múrt' abuut v.-hat the rnrnpany is offorlng_ This i11 lllr11 give? the e-0111pJny tbl,ability

to mensuré campaign effr.:tiveflc'>s. Email markeilllg is generally inexpensive, and result:.

can be g?,od iftlie mail list i? targr.:tcd and frc.?h and follows dmtble opt-in gulddines. !Jwble

optin reter? to lhe proo:;ess when': co11sumer? have to confinn their suh?cription to .an email

list before cm,1ils can be ?ent lo them.



it'Lf.lGeneral Overviewof PerceptioQ

Like mo?t concepts within th¡: social science discipli11cs, perception (or what oilier !;Cholars

refer to as socíal perccpfo.Jn) has hcen defined in a v11ricty of ways since its fast u_,a.gL,. rrom

the lay IT1íln·? pcr;,pcctivc. perception is Jetincú as an act úrhóng awiHc sll '\111¡:'s cnvironm1;int

íhrough plly?í1:.li seflsíltion, which denmes <HI imlividu<11's ability to unciersrnnd'' (Chc1.mbcrs

Di':!ionary)

However. inan:· -;ocial psychologists have tended to devel0pd1<c conc.tpl im:ninJ 8/le (1fits most

essential chan.1(·1cri:-.tii;:,; lha! tbe world Mi:,und 113 i;s nuL psy?huk,gic-iilJy urdiJmi tv all

individuJls. ·111i? ia Ilic faci., in ¡;,ll pmbahilily, tlMI accou11ls for til;_: <.lil"lcren<.:c in foi.:: D[JiniDns

and actions oi' individuals/groups that ¡;,re, l·xpc,?ed t<J tile ,;am<c: soda!
phe110111<!1i-:111

Accordíflg to ;--.Jc:hon nnJ ()L.llck (2015). ··suc.i,1! percçpfü,n is th;: pmc:c:,:: ,,f inti.::rprL'ti1ig

information abullt another person." What thi? dclinltion bas clearly highlighted is that the

opinion? one l(irm? about another pc-rs.on dqichds on the amollnl or inl\mnation <1vailable to

one- and 'the extent w which one are ahle to correcll_y interpret the infonnation
y

Du have

acquired. In olhlT word?. one n1ay bc in pDssession l1f the s;:1me se1 of informatlo11 ÜH1L other

people have l'Ii ,1 particular situation, person or grour but still ,urive at different coni.::ILi?ions

·aüc tyjndiviJual differences in rhe c.1?city to interpret the lnformation thal om; all have.

'?;.
:•,-< at1d Naray:.tt1 (2014) obviously share the main char::icteristics

o?
the above definition.

jl:::-;-,·ever, they emphasise tha.t perception ranks among.the "import!lnl cognitive fa.e.tors of



or psychological niecha11i!lm that enable people to undc;rstand their
-environment. ln tlleír own wmds, "perception is the process whcrnby people .select, urgani,c,
and interprut ?çnsnry .sliinulatíúus into meaningful information ::ibout Lht:ir vMrk c.:111/ironment.'·

They argui.: that f)t:rccption is the sirigle most irnr0m:1nt ddcnnina?r of hL1mct:1 behaviour,

S1ating further I hat "th¡;re can be no bel1llviour witliClut pers:c.:ptiil11" Thot1gh foçu??i11g 1m

manageí:'i in work Stllin_gs. Rat, and t\ílrayun dra>v alli.:;nti?1n to the fact that sirKc.: rhcre are no

sped fo.: strnkgii.:? for understllndlng the; penxptiiJll ofotbers, n•c,ry¡_i11e appear5 te, lit ·'left with

his own in1,emi,.cn¡:ss, ínniwative ability, sen?ílivcm:?\ a1i.i introspectiv? .,kills 11, drnl with

per_çeption"

From a third p¡;rspi;s:tivc';s11ci..il pcrccptil11-, reten; w consrr;1cting an L1tLcier;,uu11.li:ig ¡1fthe soei_;;\

world frnn1 th? d,11,1 we get thrnugh 0t1r sense?" (lvltchenel'. DeLr1m<1Ltr m1J 2014).

'llius, perceplion •-refers W (ht;: process by which wi; form imprcssiom oi uth.::r reople's trait?

and pcrsom:dilic?' Oni; may h,1ve noticed th11c by referrinr,rn '\Jiff se11se.s" as tilt rm:ans 1Jfd..it..1

collection the rmt!wrs nwy have placul !(lo mud1 emphasis un its rmu:ptirm çornponen¡ ,1-his:h

the firsl 11,.0 ddinicions clearly avoidi;d. ln vlhcr lü shed more light <.m !hi? con,:;ept Lt is

important for one to pciy Jttention to the folk1wíng elements of the abovt d;;fmitíons úf

pewption fü,tc:d by Rao and Naray.-m (2014):

l. Our attçiition. fedings and the way we act are influenced by our envirorimt.:cnt.

:;a Perception helps you to gathi:r data from your surroundings pnm:ss the data arid make

-?> sense out of íl



). ln pérception it is sometimes difficult to sep:irate the i11fonm1tlon from tbe :iction.

4. It is basically a proccss of gaining ltlcntal underst::mding

j. _Perccptinn guidçs the perceiver in harnessing, prnc.cssing llnd chanm::llillg relevant

it1formation lowanls fülfilling the perceiver's rnquiremeills.

2-,1.12 Features of Perception

This scctit1n is drnwn from Nelson zmJ Quid'? (20!51 cci11ci?c dcscripliun of the thrci; ma_ior

chamcterlstics ihat i11flucnc,;; our perception úf olher people:

l. Perceivers-Specific Charncteristks:

One ofthl:: petcL'ivers•'ifll'Ófíc factms th,il ititlL1ern:c p.;:rn,pLicm is familiarity wit), ü1e object c1f

per?eption_ familiarity implies that compared lü other.,;, \1-'c ar.:: btner p,1slti1m?,d 10 make

observations leading to bettc:r rebtive ability tú c,rrivc al .sup,;:ric,r de?.isions ubCtut a particul;;r

situation. However, yo Lt must rmle that ft,r you w percci,·i.; ;,uJ11eo11e a,:(;1m1ld;r ;·c•u must have

generated ;;ccurate d,it.a on that p,;;r:;on during the 5rn?e oí uliservation. This i? ku1us.e the

relationship b(.·cwcen familiarit)' and accurn?y is not alwa}'S ,lirco::t. ·"Sometimes wile11 we kno>\

a person well, we tend to ?creen out infonnation thal is i1ic01isi.?Lent wlth what we belie,,e the

person is like" (Ndson and Quick, 201:5i, whis;.h c:on?titutes a nmior dang<:r iti pel'formanre

,;·
·

.. ·.. d, ... ·a
'-'! ?:?t.-e, sínce 110

woman ha.i rule N1germ smce its m epcmknce i11 1960, you arc likd)' tu

-

the i:ittitude that women are incapable of handling the ehallenges of \eadlng this.

... mtry, which ha? no empirical foundation. Our mood is another ím?ttant fuctl'.lr that affects.



.•:WDY we perceive olllers_ Generally, lhe dífference in i;iur reELctiot1 tü situations is a functlon
ofth?sfate ofhappine:,;s or sadri?ss in which we fim.I ourselves., (I.e. our.moods). Tims, we tend

to more easily remember information thu.t idelllif)' with uur rnMds than those th.tt do not.

AClco-tdingly, whenever We are in ncgmi\•e amods we. gc11crnlly trnd to form ncgacive

impressions of other?. The self-Cl1ncept of 1h;; peri::ei1.•cr i? also a criticc1l dete1111inanl ol

perception. kasiudly, people that pD?s1:ss positive ?elf-c,:-nccpb Lc11J Lo pmilivt

attributes in uthc1· pc,1ple, while, lhos,; with 11cg:11lve scff-um;:-t:¡ib temi tr, perceive n?gativc

attTibule-s in otl,crs_ Theret\,re, greater u11{krstamling u1·?tcltall,1w? ii? ro hwe 111,)ts' .i?curnte

perception of others

The cognitive." :-.rructure, rim! is. a persc,n·s thcn1ght paskm Df think.i_a:g n¡Lredl} !.k1uminc,;

hisfher perr:epti,011 i11 s.ignificcrnt wa-,s. While: im.lividuals arc: ins:lincCT to per.:tiving

phys.ical drnmc-1cristics such as height, 1,1-eight, and appe?rnJ1ce C>thi;rs ?\ay more i1Uentit)n lo

centrnl traits or perarn1c1lit)' dispo?itinns. llowev?r. lhnc arc: prnplc that ::ne capable of

pe;ei;ing; all thc:•se tralts- a! the ?.ame time instead 1,1· llK'LJ:'.?Írig llll only ünt .aspee:!.

2_ Targct-Spe,iific Charnctcrbtics:

SociaJ perceptinn ¡.-, c1lso influenced by certain c-harack:ri::.tlics ú1at iirc, ?pcd lic ln the per!;On

tieing¡,,ercclveJ u.e. Lhe target). One r1fthc inost impurtanttarget-specific chamewrisLÍc¡¡, is the

',¡ :J!ll'ysjt;:al appearance of the perceived. Some of these charactctisHcs include hi;tght. weight,

•;??,ated age, race and gender. ln addition, tile way you dress speaks volume about the way

e:= are perceivi:d. More importantly, perceivers find it easier to plck out those appearance



.lfflfis that are unusual or n-:w. Common examples ohmusual persnnality m1its \t1e1L1de a very

taTI person, an energetic chíld as ;vell as tiewcomer? within a rnnm1u11ity Verhal

communications out ofwhicl-i p1.:rceivers assess a target's vr1ketnne, acte-nl and rel:i!ed factors

also affect hi,;;/her perception.

Furthennore, the nonverbal Commu?lcallon contains a lot 1Jf ¡r7formatirn1 thrrn1gh wlii-:h an

ind?v\dual
is perceived. Eye contact facial ..:xpr1;ssirn1s, 1-mdy 11mvcmtnts .:md poslUl'i; are

fearnres that guide lile perceivo::r's impr?ssicm of the rnrgct. Rut, while facial impt'<'?sicms tend

to cun\•ey gener;il meanings, non\'erba1 cll!l\Jmmic:rliun pm<:? n dmlkn_¡•y; ,11' b.ivillf'. diftCfcnt

meanings in ditlcre11t cult11rcs

3. Situation-Spccilic Char,1ctcrisfü-:s:

isformedab011! ,,r,n1crn1eby an

individual. ln (lthcr w(ir<b, 1h,o So;,;ial ccmteoxt of the intcrn-ctilm ¡,; ii ;m.jor mílue11cc. f¡¡r

instance, anybody that Jr1tcrn ..:ts wilh the Chief o:.ei.:l.!tin llf :1 b;u1k ill a µditirnl rn!ly w,1111\1

cer.taín_\y go awa;

l11his,'ller

bank office. "ln Japan, ?odul contc;,,.i is very imporl<111r_ Buslnesi; disL-ll5'>Ímts alkr working

\tours are or at lunch are taboos. lf you try to talk bu?iness during th<:se timcc-, yot1 m:ty be

perceived as rude." The strength of sit1,1atio11al cue,; oikn providi.:s clear indication:; of

lid1a,viour that are aeceptablç within certain en\'ironme11talc011le.xb. Thus, there arc parhculnr

'\?ations (bat infiuence the beha,iout nf m, infüidual, which do nm mx"ssatily affect th,

•

::s.po:;itioo of that individi.utl-. This Íâ wh1:1t is referred to as the discounting principle in "social

41



?on. An illustration ofthi? principle is wheu you uime in contat:l with a socl<1ble bank

n,lltketing officer tilat goes ahead lo find out ;;_hout your pastime, and kn,lwledgL: of service

&livery in the Nigeria.ri banking industry, \\\mid thc11 be rnm:d to nrtrihute this bs:h?wiour to

the marketing officer's perst)nallty•) You may 1101 altrihute this to hi5:'hn ¡:.e1·w11.a)lty because

of the Íllílucnce of the situation." Dusically, in this context, thi? pcri,C•l7 is prospecting for

customers to whom hi: intend;;; tu introduce the service:; (if ILi,/her hrmk.

2.2. Thcorcti.cal Rc\o·icw

The theoretical perspectin, in a 1·es,;rirch Jcpi?ts the r?st,1rd1cr·s underst,rnui11g on the cDur,,e

under study. In othel' wc,rih, theorctic:'11 per?r,::\:lÍVf'°> phLy <1 rr,lc a? the tllk1· fí.Jr fr,cusing aml

bounding tlie dlita to be collect?s<l. This ?mdy ;, <ttKhon.-.d on The U,:itt11rn-up Thú1ry of

Perception .;nd Activity TheDry.

2.2.1 The Hfittom-l:p Theof)' of PerccptioII

!{- Boumn•"P prnceS<i"g is"' c,pl,m,tio" fo, ¡,e,ccptic"º tb,O sc,rt with ,m i,;c,;mi"g stimc,l,s

and working upv,mrds
until a repres?ntatlon of the object¡? formed In our minds. This prncc?<.

s.uggt:sts that om percepmal experience is bas.eJ entirely on the sensmy sti1mili that we pie¡;c

tog?;r using only data that is available from 0ur :;ens.es

?-up processing
can be defin'-'<1 as sensory analysis th<il begins at the emry-level--with

\;- ·

,
. . ..1e1ect. 'fhjs rorm of processing begins with sensory data ;md goes up to

••;::'.;_ ,?t our :,;enscs can "'

,'f,,



?on. An illustration ofthi? principle is wheu you uime in contat:l with a socl<1ble bank

n,lltketing officer tilat goes ahead lo find out ;;_hout your pastime, and kn,lwledgL: of service

&livery in the Nigeria.ri banking industry, \\\mid thc11 be rnm:d to nrtrihute this bs:h?wiour to

the marketing officer's perst)nallty•) You may 1101 altrihute this to hi5:'hn ¡:.e1·w11.a)lty because

of the Íllílucnce of the situation." Dusically, in this context, thi? pcri,C•l7 is prospecting for

customers to whom hi: intend;;; tu introduce the service:; (if ILi,/her hrmk.

2.2. Thcorcti.cal Rc\o·icw

The theoretical perspectin, in a 1·es,;rirch Jcpi?ts the r?st,1rd1cr·s underst,rnui11g on the cDur,,e

under study. In othel' wc,rih, theorctic:'11 per?r,::\:lÍVf'°> phLy <1 rr,lc a? the tllk1· fí.Jr fr,cusing aml

bounding tlie dlita to be collect?s<l. This ?mdy ;, <ttKhon.-.d on The U,:itt11rn-up Thú1ry of

Perception .;nd Activity TheDry.

2.2.1 The Hfittom-l:p Theof)' of PerccptioII

!{- Boumn•"P prnceS<i"g is"' c,pl,m,tio" fo, ¡,e,ccptic"º tb,O sc,rt with ,m i,;c,;mi"g stimc,l,s

and working upv,mrds
until a repres?ntatlon of the object¡? formed In our minds. This prncc?<.

s.uggt:sts that om percepmal experience is bas.eJ entirely on the sensmy sti1mili that we pie¡;c

tog?;r using only data that is available from 0ur :;ens.es

?-up processing
can be defin'-'<1 as sensory analysis th<il begins at the emry-level--with

\;- ·

,
. . ..1e1ect. 'fhjs rorm of processing begins with sensory data ;md goes up to

••;::'.;_ ,?t our :,;enscs can "'

,'f,,



·the w:ain'S integratio11 of this sensory it1forrnatim1. Infonmnion is c;irril"d in one directiün

starting with the retina and proceçdi11g to tlic visual cortex

This proces::- sugge$ts. that processing hegins wid, a pa.;rc.:ptioti ofihc ?•imuli mid is fodlcd by

basic me.:-hani,sms deve!npc<l lhrnugh evolutlon. Unllk.t:': top-dDW!\ pr;)s:é?sing, bottom-up

processing is purely dalil-dri\'en and requires no previrn.is krioiv]edg? ur k;tminf; Hottorn-up

process.ing tak.es. pkice as ii happi.:ns

The theory of hottorn-up processln_l!: '"'íl-'> irnrodLKed by ps.y?h0k,¡_,:is.L le:, J_ Ciih?ütl. who wok a

direct approach to the understanding olp;;rc;,;;?,¡Jon. Rtttbcr tl1an bdng dq,endcnt up0n kanting

and contc;,;t, Giba.{m felt thcit perco:::ption \\•eis a "what Juli se;; is whai yuu ,Q.et" prc,ces.?- He

argued thal ?ensatioll and pcrceptinn are th\: ia111c 1hingo-. fkC;)UO:C Cibson's theory suggest:<.

that procc$sing rnn be uriders.tood ,oiely in krn1s cil' tm'i1m1mental stimuli, it i:, somdhing

referred to as the ccolügical theory ofpt:Kcptic,n

Bottom-up processing worb like this:

l Wé exp,;:rícnce sensory iaformati\ltl about tbs: w0rl<l arorn1d li&. such as light k,·d? from

Our envirolltnent.

2, These sigmils are broLlght 10 the': rdlrn1. Transduction !rans.forms these slguals ínlo

eJçetrical impubes 1,hat i:;.an
then OCtransmítt.:d.



--¡kis approach to nnder?tattding pcrcc Í(

.

pt m JS 11.n example of reductionism. Ralhcr than looking

at perceptíon more holíSllcally, including how sL:nsory informatioR vlsual prvc:csses, and

expectations contribute to how Wé see the V.·\Jrld, bottom-up proccs;;i11g breaks. ÜK' process

d°"'·n into it:;; mof.1 basic clements.

Rele,,.a11ce of the Tl:leory to Siudy

Thís theory is uscJ to describe how indh·itlual's p.:rttption on an entity is formctl. The Bo\tilrn-

up theory of r{"rccption describes the way individual will perceivL: m1 object as ,1 d?ta---<lrlvcn

processing perception. This me,111s tha1:, cv.:r)· ir1dlvid11:cil perce¡ilioíl of is built asa

gradual proté:'.S of thl' sensQrs colkctin? ihe baôi.: Jata sm:h a? pciints., l1oriz0ntal or vertical

lines, as the m,i.Ln individual characteri?tics of the obj,;:ct whkh arc larer .;:(mni;cted L{l build a

more- comple:x, asscmbk<l. surfaces <md shape, iri orck:r to çn:alé c01npkx percs:ptilln of th,;;

object he identifo.:s.

2.2.2 Acthit)• Theory

Activíty Theory is a theoretic-iil frmneworli for the llllalysls aml und,astan<ling of bLirnan

interaction through their llSe of tools ;md artdacts. Adlvit}· Theory offers a hull?llc and

c:ontexlual meihõd of discovery ¡:hat can b,;; u,s;e,:l to Sllpport
qualita.fü•i;

and imcrpn:::rntive

l
-?rch.Activity theory has bec11 trac,;;d to tíle socio-c:ulrural tradition in Russian psycholC1gy

--\;f? the 1920-s and 1930,s, Nardi (1996) posits that "activity theory IS cnt1cemcd with the:

ihistorical devc(oprnent of activity and the mediating role of artefacts, As the 11.mne '<>ctivity'

implies,. it involves ¡¡t
delibcrirte and determined interaetíon bcrween two varlablCS which comes



/b· :\btbefi
:?:,

.

-

-

. orm of"subjects"' and lhe "objects'· An ...

, mediated by a too!. The "ob'ect" -

actt,•1ty isçomposed ofasuhject.;-¡ndari objt:ct,

"subjects"m
.

? s mo<;t tmu::? i::rui ..::ilhcr be tangible ur l11t.;nglblc; while the

ost times are the human being? efl"£L
.

the "objects"and tbc "subjr;cts"

., gmg in the a-:livity. Afts;r the intcrnction, both

(1986),
'. .

'" e.·rnt<mlly lrnosl<,;mcé Th.,,, accmdi,;g w R"himhteie.

?Llbjccls do not l)nly ex¡,rcss theltl<;L,lvcs in l
_, . -

. ·'.
h1,;1r c1.i::li\•l"Cles. ln <1 very renl sell"-'.:, they

are produced by the "aclivilles '. ·'OhjcclÇ° <.:an :ilsn lie sai,7 to sh<1pe the \\•ay hlllmn beings

int:ract,vith reality.

Activity theory St'.C'> human bein¡,,;s (subjects) rcsiJing in an enviwnms,n:, e;;, s1m,,unrkd by

series of im¡;¡gcs (o1;ijcc.ls.). Thereforc, in order lú m1dn>Wncl Lhe perception ul"lluman beings

are cr?ted by tlw '\1h_i.:ct?'- Tl1ie rd:itimtship the "'suh_k;:1." l1<1s wltlt·tl·,,:: ",Jt:ie?f' giH-. it a

specific direuion nnd brings ,,ut lhe cicsimJ p,,;ri:eplion. Cunsçqm?11tly0 c1.L,tivity theory

highli_ghb that th._· activities l1uman beings cr1¡,i:age in íll"(; mediated by tools in.; Jirnad se(l:,;c

T?ls ?re
created and transforniçd during the d?'?'elopmo::111 ofüie al:li\'Íty ils.elfaml cdíl)' with

them a particular
culturc-i.e. the historJCal remains frnm their dcvek1pment

'11ter-efore. the use of the toú!S is an aúCUflllllation and tnrnsinissinn ofso?-ial lnrnw!edgl'. Tools

•infb1.encc thi; p-'=rception
of human being?. Tb.1,;. w.:tivity thi;;ory also dcsL:-ribe? lhe way

'\/c¡Íttdividuals participate
in'" environmeet usiag objects cithoc coesoio"sly e, by hee, ,o,;trolled

, •wñkh is most often geared
towards creating a de1>ircd pcrceptioll. Activity theory can also be



.,

S,$Q. to be ba?cd on the fa
_- - ~

-

ct that the intention? of indivlduttl?.

the meaning they derive from th .

·- and their pcrcepliuns grow out uf

cperations, and rrn _
,

e objects. To put it t.lefinitivdy, activities an: series of

ce<;Sl'S OÍélcti .
. .

immcdíate and d·"

on;, consiSL,ng of d11:1.in? oi' i;:vcnts .:in<l .ictions ·which have an

c:,medgoíll.

Activity theory fias been ofhig,11 implirt;;nce in \·nrío ?

mfo,mo!ioa wstcm, . . .
. .

!L fields like cdcca!icm, mc,c,,,r,cme>,t and

-
- - mo-,;! especrnlly m fidds thllt delil with ln11n.in intera.:Lion, rci.'.ltimtship

and perceptions. R.:c,i:an:hers {e.e. K .

.

.!
uutt1. 19%; 1.1.'!W. Ifoa11g & C'hc11, 2007), hm·c <:>OJrn: to

realise that 1he actiYily lheory is n:lcv.:i11t and ric.cded in unJerstanJing h1.mrn11 kin,:;withlri an

intricate and dyn.:imic cnliironmenl.

"

??,
2.3 Empírica) Rcvie\l-

Coker, lyanw.bu and Otuhm1jo, (2013) cOlll:Cptualizt:d th? relations.hip betwccti ;::urporatc

logo a,,¡ un dep1e11t of the corporate idl':1ttity mix-,md custom(·r puccptiun in a wholly

service context. ·riw researchers carry out a review of Ifie l:Ústing lill:rntun: ln the ureas of

corporate iJen1i1y and service quality with the airn of ldcnlifying c1 stn)B!: ?,,nceptual

background for an emerging model dcfüii11g this rclatimisliip. While 1lie service qu;;liry

literature reveulcd thJ.t ",ervice responsi,•en,;ss"
Is a crifü;a! variable for qualit)" in service

?- ?extS.. the corporate identity literamre rc>'et1k:d five key model& whicfl fom1ed the basis for

?•. I

'-i¡j>ttoosing
ih, consthuting ckmcats offüe '°''°'ª''logo'°'""'"'- The ,mccgh,g me>dd wa,

,

• fürthc, ;crotinized fo• (hco,eticol soundness
loeeted on füc p,iociples of "otivily theoey as its



:¡?

i
L

¡

foun<lation, The model proposes ihat ?rvÍC(; rcsponsivc::ness mediates the

Jtlaúonship bçiween corpornte logo and cu?tomer pcrceptíon orthc brand ltsdf.

The paper tried \o foe.us on identifyíng how best the n::hi1i1111ship lxc1ween corp.-:-r;Ik logo ª11d

cu;omer pw.:-eplion can tlc conceptuak,.ccl. From the ct>rporn,e idcnllty liLeralme. live mc.deh

were reviewed: "lhe opcwlional model for mam1.gin;s corpL1rJte repul,1tion ¡md ini;;ge

(Oray&Balmer. \ 998): \:orpomlt identity managcim:nt prnu,?s mrnld"' (Stuan, I SH19): '·mudei

Jenkins. 2002). ;md ·'a new n1uJel of cNponile identity

(I]almer&Grn)·. 2000).

- corpur<1tc (onimun1c,nmn rroccss

1·11esc models clcllrly illustT.LT.t1hc c011l:q)tc1frnrroL'¡J.k ld?ntity ,md the

corporate visual idcntily cunstn.Jct. flicy íll'iC• i!lusrrak lhe <lckrminants oi cULllOriltt 1,is1rn.l

identity and tri¡; phasts lec1<.linf!, to bL1ilding, mainrninin¡:i_ at\d man.J.gin? ,,11 01_,?.;.nisation's

corporàte ,,.isual identity. FinaHy, Ü1<c gap in the m0dcl:, was i(knlitk<l as 11 b.J.sis
for

'

J
conceptualizin? trlt proposed model

Corporale ,,¡?uai idcntil)', rncist especially the corporate log,, rcmaim an i111purt;ml :;.trnlegic

clement in an organi?;ation'>
identity. t,'sing ac-tivíty theory as a tbe1,iretic¡¡\ !"rll.rnewurk, the

model borders on tl1e rclation,.bip that <.:xisto ?tween trle conct:pt of WL'poratc 1,¡511a\ identity

on !he one hand, and the notóon of '""""" p,.,;,püoo os the othe, lhmo,h "";"

""P"'™venes<.
ln the contest of• finMdal ""'"' finn, fo, instance,º''"' t,.cto<> could be

·3,,,_",;?jpll>fible
for the finn's quality of"'"'"· ·rhis model furthec highl;,ht, the ,bo" oatcd

?;..:.·-

·?·irºi\ship.
The custom«'

,ro the "subjects" who '" exposed to "objcc1," such " lho



corporate lDgo (through its corn o

.

p ncrn
elen1e11ls) Th

(rcspon?tveness), which thus I
.

.
.is e;,;:posurc i:, mediated by ,mother factor

eads to an ,

pereeptiün Cl!slomers have ofthe brand

'outi:.omc"-com:eptualizcd in th¡s ca>e, ? tlie

TI1e we.1knesse? ín tlit live ke

.

y models l1ighliglm the need for
model which will serve as anew(:on .

the {Tcatitm of an -cmc::rging

bef?vct:h the Cf.1m::ep1 f

cep1t1al fr.:imcwork
t.isl,,:j to clearly examine the rebtionship

o corporate vi.,trnl iJemil)· rn the- one h:mJ -
.

lhe other \\)lile also cxaminitl, th

. und custom,::1· percq1tion on

g e mJe resprn1sivcne-?s 1

Notwith?tanUing the identification ,., .

pays in Lhis rclatíc,n1;hip.

ol sen LCé resp11nsivcnes,'· a? a mnfüting vmi.1.ble in this

Furthcrmon::. bv tê!kin« acue from th
,

• cc,
e service qualiLy !i1entlure, Uinlextu<1l variations in.ty also

?ccut.
Noncthd,:;ss. service n::sponsivc-ni::s., appear; to be ? reltnÍit tontl'ibLitiori Lo Th-:

hteratun.'. as a mediating variabk in !bis rd?tionship. As SLKh, th<:re I'; tile n.;;Ld for further

resean::h in terms of rn1piriclll v<1lidatlon of the thcw,;tü:al finding withln .S-pLscificd buslnes.s-

COittcxts.

However, Adide and Opara, (20!4) examined the impact ofMrporate identity on customer

_patronage oftJuoted Banks in south-smith zoneof:"<ligcria. The study conduded that hank's

corporate identity aftects cu?tomel' palmriagc.The study population was 14 quul:ed Bank?,

which are functionally registered and listed with rhe Nigcri;ui Slo.:k Exchange (NSE). The

study unit for data generation was the top level managers of1he 14 quotêd banks and customers.

Therefore., forty two (42) mrulagers on the ratio of 3 managers per bank conStitut'£d our



S arman· s
,

Tbe gcn.:,rated data were

:pe R:mk Correlation C ffi .

presemed and analy?d while the

oe. icH:ut (SPRcc

$lated hypothe<.e:,. The result of h

) siatistical toQ] v,,-as tise-J ln testino the

correlation between e

I e ;urn.lysís s,howed tirnt lhrn; is a posili\•e and
. ,,º

orpornte idi.:nütv _

s1gt11
1cant

that signs ,nd svmbols , , .

.
,md '"''"rn" potcc>Mgc Thest<tdppeciliwllpc,,"1cd

.

•
. ;;1gn,hcantly impa<:t tm ;;aks voll111

-

retcnt,on

"· p,ot,c mccsio, o,J rn,c,orne.

The findin¡; s.upports trie view ..
"

? ot (levy &Weit;,:, 2001) Thcv o

with bemtlif"llv d. •.,

· pi,,d llrnC ,rny ,,,,,,;mtica

- 1,;?i=>ned and easy lo LJnJcrsrnnd·' -.ignage-anJartcfoc\swillh,ivcJdearcrway

When u1:.tonH.'h are at home wi l

.
.

.

,,.,,g,m,atlcrnsc,,cpo"" idrnlily,hcac;d;rhey,dl«llim,tely

increase paLr011:1g.,; thereby irnpJL:ling signlfa:mtly üll tlle cumpm1y's profa Jen,1.

communic;;!ÍOll tools which contain inforll7atirni ¡0 he followed o.ml indic::ilof'i uf lbt: right

direction. Signs art: vital
c,11·poratt: in13ge,

values and serves a? ímp!icil and exp1idt com1nunJ<:c)tÍüll
:md dlrl,cti,lllal ir1dicators. Sign? help

a firm in Teducing cu<;t01ner crowding. orgirnizing c\JStflmets. in an orderly manner ,rnd lli:lps. to

communicate organization's
rules and employee expected behll\'iour.

,?,•
??::Íimilady,

in ,ec.·ice ,n,itonment
like brutk.<, the phy,kol cm·imnmc"thas ,n impactoa s,1<,

· ·

Volomeff,oyalty and "1timatel¡ on the b"'"'"' °""'" m mgonjzation (Bake, <I ,1 2007). Well

managed custom« te1<ntio• pNS"m' that "" c0mmonic>tioo ,nd tactic, dt-ivc", whicn ,1,ive



improve customer service are gcrn:ral!y used t

OOJ11peütive
ma,kct place (Malao. 21)03).

u encourage customds lo;atty m a

Notably, thi? findings ?

. .

llppon the views of(\\/t11cr&Kamirioff2
..

,re part,cala,ly importam in fonnio" "'" i,

.

Dúo
I

I he; apioed that Si gets

for repositioniog a ,
.

.

0
• nprnssrn foe wmmanic,cing '"" ;,?ice ccmccpts

i::rvn.:c and ln highly c-:impeliün? i1Hh1strics
. .

-
-

,

fo,'"" to ditfrcentiate mgani?at S

· wlcen nis.ornees an k,okmg

,reex;,m 1

• _ _

mos. ,gns displayed <m thee,trnococ intecim of estrncnnc

pes DI cxpl1c1t communlcc1tlon? Thev e? ¡,-, d

d

.

.
·

'n '"" ª' label,. fo¡ dl,ecü«mtl O"'P""•

an to commuruca\,; rules sit' heha'l:iour.Signs have ab;1

.

bem fom,d w ndocc pcndwd

crowding ¡¡ml ,;tn.:?,; in a hm1king sdling (\Vener&Kami110ff 20IJ5)

Remarkably, when banb efíic:i-:ntly usé' their slgns to r,.;J¡n:c rnstrntier ,;:mwJli1g in the lral1,

cummrnlicl1te thór v:!lues and opcrati-01rnl p:mcms. lLllLl f,-:,r

I

implicit and c;xplicit

communication. tile n:sult ls 1hal \hey will end llP increJ'.;mg th?ir cu:;trimer kvel uf

satisfaction, ret..:r11io11 vd1i.:h will t\·entual!y inipad Q-ll their v1Jlume ¡-,¡· mmsflclinn, ;iiid profit

margin. Every firm ?hould, in principk. sc:ek profitnble grov..-th o\·er m<1.xinrnm sales.. For

example, profitability
índex and market share s\udit:'> (Plt,.·IS) found thál slrnng posiiivc link

exists between sales volume: and return on invcst1w;nt l¡loolcy e-l al, 2005). SimHmly, they

-,d that ,c1pedor [customer p,t,o,og,) li'ely resulls ie sope<im iinanci,I pccfonnan"

'\,:.?fitobilily).
r,om (he ro,gone di,wssin,,. it is chccefme o,idcnt tbat a r,00•, lewl of

-,
fatronage cans proxy with its 1<vd of soles ,olumo/>0lum< of trnns?tioos. proC.t m,,gt" aod

,,storn" re,ention rate. Sign' on the olhe< hands. are pru-tiwlrucly important in formi"g fi<St



for
C\llmnunicating new St-Tvice concept?, for rcpositioni.t,? fl ,.ervicc,

"differentiating a company's product from competing indurnies, and in re<lucir1g ¡:i¡;rceivi:d

crowding únd stre;.s in a banking )ett\ng (Wener&Kaminolf2005). from this disL,uS:>iCln, the

researchers have ample cmpirical evident¡; to ?L1r,dudt tria.I sig;n5 positi,,dy :rn<l sig11iticantly

affect Cu,?tomer p.ilronagc


