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CHAPTER ONE

INTRODUCTION
1.1 Background fo the Study

Nowo audience can actually sce the ssme message from the same perspectives. This isone of
the key features that make communication dynamics. The idea of perception has heen subjected
fo intellectual cyaluation over the years. Among the thoughts that have emerged in this study
is the work of Hume, According to Tfme. a philosopher, the human thought is unbounded. He
said that although the human bady is confined 1o one planet; the mind can roam instantly info

the most .distant and far removed region of the universe (Stump & Fieser, 2013). He also said

that the cantents of the human mind can all be reduced to the materials that are given us by the

senses and cxpericnee, and he called thase materials perceptions.

- Gamble and Gamble (2015) describe communication as belng located in the core of our

“ This can be idered 1o be an apt description since our lives truly depend on

communication. Communication forms the centre of human existence because it is the means

by which human beings relate with their - In fact, intra-p

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

himsclf, This is very significant because our selfidentity is as a result of our communication

about ourselves to ourselves.

\ Advertisements of any products is always regarded as @ communication process where the
\J Vel

rder {advertiser) alnays have a message to deliver to the receiver (farpeted audience ofsuch
ender :
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20105, as advertisi
WETUsing technology developed, anew term, through the line {TTL) began to come

into use, referring to integrated advertising campaigns (Clow, 2017),

As crucial and indi e o . - o 2
i indispensable as communication is to life, however, it is not independent in its

functions. The success and effectiveness of communication heavily depends on certain other

factors, chicfamong which is the perceptual process. It s possible for a communicaior to ensure

that he has a clear message, send it through an appropriate medium, and even gliminate noise
as much as possible. However, it is impossible for him to determine what the receiver thinks
of the message, that is, the receiver may reccive the actual message but think of it differently;
this is the relevance of perception. Perception represents the process of making meaning out af
experiences. This study there examines audience perception on imprinted logo as a tool for
below the line medium of advertissment of polytechnics in Nigeria with special artention on

the undergraduates of Abraham Adesanya Polytechnic, liebu Igbo, Ogun State.

1.2 Statement of The Problem
1t has been observed that the fact that a receiver receives the actual message dues not guaranice

that he interprets it in the way intended by the source. This can gives a solid backing to the fact

Hm;, an advert can be given differcnt interptetations based on what the audicnce sees it to be,
A scenario of 2 pain relieve drug to be advertised i5 an area of about 80% of the population are
0 what audience ion can look like. On the page

Muslims, will give 2 vivid ill
on of an unhealthy man who takes the pain relieve

the drug carton isa graphical representati
her words, the messape the advertiser af this product wants 16

drug and bacomes healthy. In ot



pass i that, “take this drug and be healthy and strong.”

A typical Muslim in this area where

this drug is branded will certainly have a contrary interpretation to this advert because Muslims

rend from the right hand side to

the left hand side. In short, alf what is likely for this Muslim to

tead is a man who is healthy / strong then takes the drug and become unhealty, This s the

feason audience perception

in a communication process is mostly considered paramount,

With s0 much cvidences, logo of Abraham Adesanya Polytechnic has been imprinted on
locations where most of the undergraduates of Abraham Adesanya Polytechnic can always see.
Some of these students may likely see these imprinted logos of the school s a medium of
advertisement while some will consider it as just a label 1o identily that, object where the logo

is seen is a property of Abraham Adcsanya polytechnic. This then birth need for this study te

find out if undergraduates of Abraham Adesanya Polytechnic see imprinted logo of the

Snstitution as a too] for belowy the line medium of advertisement for the polyteehnic,

1.3 Objectives of The Study

1. To highlight level of expasure of the undergraduates of Abraham Adesanya Polytechnic to

the imprinted logo of the polytechnic.

2. To find out the level of prominence given to imprinted loga of Abraham Adesanya

Polytechnic asa medium of advertisement for the polytechnic,

& roles of imprinted logo of Abraham Adesanya polylechnic in creating

3, To-ascerlain th

ie among the of the polytechnie.

frand recognition for the p




To identify { fecti e
¥ the effectivencss of imprinted logo of Abraham Adesanya Polytechnic in

moti & N
promoting the instittion identity among the undergraduate. of Abraham Adesanya
Palytechnic,

1.4 Research Questions

L What is the level of exposure of the undergraduates of Abrahan Adesanya Polytechnic to

the imprinted logo of the polytechnic?
2. Whatis the level of prominence given to imprinted logo of Abraliam Adesanya Polytechnic

s a mediun of advertisement for the polytechnic?

3, What are roles of imprinted logo of Abraham Adesanya polyteshnic in creating brand
recognition for the polytechnic among the undergraduates of the polytechnic?
4. How effcctive is imprinted logo of Abraham Adesanya Polyteshnic in promoting the

institution identily among the undergraduate of Abraham Adesanys Polytechnic?

1.5 Significance of the Study
The study can be of academic and socio-eeonomic significance in the following ways:

The management of Abraham Adesanya Pelytechnic will come to see the merit of below — the.

line advertisement. The researchers shall dwell on the importance of paying more attention

of the below. — the — line forms of advertisement ag it is a form of perSuasive communication

that speaks dircetly 1o the targeted audience.



orporate organisa i 7 5
kanisations at the private and public sactions will come to sco oreative Weys on

how o use below — the — Jine forms of ad in improving the and

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

1.6 Limitation to the Study

The most constant entity every study mus be faced with is Iimitations. Therefore, limitatian of
1his study is time constraint. The period in which the researcher would be conducting research,
getting information (data collection) may not be encugh as this rescarch work demands mors
time is spent to achieve desirable result. Also, the availability of materials similar to the study

is one limitation.

Another limitation the researcher may be faced with is the inadequate ol research materials as

this study appears to be sa recent and new in the academic envitonment.

: The attitude of respondents before they rospond to the questions is also another challenge the |
researcher may likely to face. Funds to finance movement from one place to another for the

distribution of questionnaire are another challenge the researcher may likely face.




1.7 Operational Definition of Terms

Audience: This is do .
5 IS defined as a section of the community having & particular interest or
connection.

Ferception: This is the way in which something is regarded, understood, or interpreted

Tmprinted Logo; This term means to print a logo of a product on a particular surface,

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

_promational events cte.

Advertisement: This is a notice or announcement in a public medium promoting a product,

service or event




CHAPTER TWO
LITERATURE REVIEW

2.0 In‘irnduninn

This chapter will give 5 5
pi il give 2 broaden understanding of this study a5 it includes Firerature revicw of

various concepts by different scholars starting from the relevant Conceptual Review to this

study to the review of the relevant theories which will best explain the rationale of this study

and then to the Empirical Review.

The Conceptual Review will analyse some relevant coneepts ta this siudy in ather w establish
some basics understandings and knowledge on the topic under review. The Theoretieal Review
. will review some relevant theories to interprel and analyse and explain the rationale of this
study while the Empirical Reyiew is a part on its own that the researcher analyses and makes

references o another person’s work.

2.1 Conceptual Review

2.1.1 The Concept of Corporate Communication

petceive the c ization's

Corparate communication is the process by which

identiry and by that form their image and the upcoming reputation. Balmer & Cray (2018)

; states that dus to environmental changes in the past decades the need has increased for

porate identity. Corporats ication s the channel by which a.

m:gimli)- managing

camporate identity is miade known to internal as well as external stakeholders. Over time this



‘can result into the acqu

on of a corporate reputation (Balmer, 2018). Van Riels (2015)

Corporate  communication  raix

includes reanizational and

s AAberg (2018) broadened Van RiePs sorporate contmunication mix and added

elements such as ofganizations” products and behaviour.

Organizations can communicale theit activities through their logo (¢.g. zolfing by a golf ball)

and destination or locale by name. (Chech-Teck& Lowe, 2019) Carporate communication is
based on the premise that everything an organization does, make and say will be communicated
in some way (Baker and Batmer, 2017). Bernstein (2018) poiits out thal an organization has
to embrace a holistic view of communication since you are communicating to your stakeholders
all the time. The communication could be planned or unplanned, it is still creating impressions
and s a result an image is being formed. This view is shared by Haynes (2018) who siates that
gotporate communication is every form, manner and medium by which an organization
cDrli'LmLVmis,‘atEs with its stakeholders. Balmer & Soenen (2018) state that corporafe

communication  includes what they call uncontrolled communication, controllable

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

Baliner & Gray (2018) argues for that corporae communication must be expanded in a bigger

perspective since they categorize corporale communication a3 primary, secondary and iertiary.
5
Primary communication is expressed through different kinds of behgyiour, both tewards the
imary
ization. biit also towards the market, Secondary is the: ¥isual expression an orgapization
rEaniz 3 i

3 ds ot ta people in form of advertising, graphic design, brand, logo ete. The tertiary
sen



communicatio 2
C: 191182 abstract expression that cames in form of Word-OF-Mouth and reputation
spinoffs (Ralmer & Gray, 2018).

2.1.2 The Concept of Corporate Identity

A eorporate identity or corporate image is the manner in which a corporation, firch o business
enterprise presents itself to the public (such as customers and investors as well as employees)
The corporate identity is typically visualized by branding and with the use of trademarks, but
it can also include things like product design, advertising, public relations ete. Carporate
identity is a primary goal of the corporate communications, in arder to maintain and build the
identity to accord with and facilitate the corparate business objectives {Cleveland and Laroche,

2017)

In general, this amounts to a corporate title, logo (logetype andfor logogram) and supporting

devices commonly assembled within a set of carporate guideline: ese guidelines govern
Bow the identity is applied and usually include approved colour palettes, typefaces, page

lﬂyEuts’, fonts. and others.

d Marketing C (IMC)

Corporate Identity as
Cs ate identity is the set of muhi-sensory elements that marketers employ to communicate
Crpor

& visual statement about the trand to consumers, These multi-sensory elements inchide but are
2 VIS

ot Timired to company name, Jogo, slogan, buikdings, décor, uniforms, company eolours and
imi ¥

) o ? "
surae cases, even the physical 2pp of 3 emp Corporate Tdentity



wonsolidates all ag > e
Spects of the organisation; this initiates brand consonance which in fum

inspires strong ¢ e it T .
RITSS strong corporate identity. To appreciate this idea with heavicr mental weight it is

Impertant to regard the different levels of IMC integration.

The communication-based model, advanced by Duncan and Mariarty (as cited in Laurie &
Mortimer. 2018) contends that there are three levels of IMC integration; Duncan and Morlarty
affirm that the Jowest level of IMC integration is Tevel one where IMC decisions are made by
marketing communication level message sourses. These sousces include personal sales,
adyertising; sales promotion, direct marketing, public relations, packaging and events
departments. The stake holders concerned at this stage are consumers, local communities,
media and interest groups (Duncan and Moriarty, 1998 s cited in Laurie & Mortimer, 2013),

At the second stage of IM

rtegration Duncan and Mariarty (a5 cited in Laurie & Mortimer,
2018) establish that level one intepration departments still have decision making power but ars
now guided by marketing level message sources. Al stage two infegration the message sources

are those departments in which produet mix, price mix, marketing communication and

distribution mix are settled; apptopriately, siakeholders at this stage of Integration are
distributors, supplicrs and competition (Duncan and Moriarty, 1998 as cited in Lauric &

that interact with the

Mortimer, 2018). It st this stage of i

{Buncan and Moriarty, 1998 as cited in Lauric & Mortimer, 2018). Moving forward, the last

stage Duican and Moriarty's Communication Based Model (as cited in Lautic and Martimer,
Sl y

rées are 2t the corporate lexe| of the organisation: these

\5018) Is stage three where mEssage Sou

manyfacturing finanee, human

Tud
fmessag inelude



i
TESOUICES Ak ;
d d legal departments, The stake holders at this level of IMC integration are

“emplayees, invest it i it
POy Stors, financial community, government and regulators (Duncan and Moriarty,

1998 45 cited in Laurie & Martimer, 2018). At the final stages of IMC integration, TMC
desisions arc made not anly by corporate Ievel depariments but alsa by deparlments classed in
stages one and two. It is the inclusion of all organisational departments by which a harizontal,
nonlinear method of communication with consumers is achieved. By unifying all fronts of the
marketing firm, communications are synchronised 1o achieve consistencys consonance and

ultimately strang corporate identi
2.1.3 The Concept of Logo Creation

A logo is a symbol or design used to identify a company or organization, as well as its products,
services, employees, ete. In its simplest definition, a logo identifies. It is how a company is

tecognized and remembered among others. It also functions as the face of a business.

A logo in itsel not & brand. The term logo is short for logotype. graphic designer speak for
a custom-lettered word. One can see why the term “lopo’ caught on - it's dead catchy, But what
peaple are usually referring to when they say ‘logo’ is a symbol, emblem, manogram, initials

of any form of graphic device that represents a company or its products and services. A logo

" (or brand mark) is the flag behind which pretty much evety organisatidn stands. And, just like
for

people, they come in all sorts of shapes, sizes and varieties.




adventurous and try them all. What fitg
Better this way,

7 What works? What does not? Would this idea work
or that way? Have 4 goal at coming up with ideas for all of the following

tegor] i i f i .
€alegorics, even if you have a hunch about what the licat will go for. Remember that ther are

no hard-and-fast rules, so explore combinations of categories and crossover hetween them;
sometimes that is where one finds the best ideas, and clients can make unexpected decisions,

$0 fest the water.

Logos come in all shapes and sizes. From Wordmarks to image-based marks, there arc no had
and fast rules about which approach works best. Experiment, but be sure the ideas fit the brief,

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

1. Letter mark: A letter mark logo is typography based and exchusively made up of 4
company or brand’s initials, and for that reason, it’s also known as @ monogram. Examples

include NASA, IBM, CNN etc, The main drawback of using a letter mark is that if on is

creating an original brand, it ¢an be difficult to create something distinctive, and people can

often be left guessing what the company acsually does or what they stand for Clterally and
g

metaphoricafly).
Word mark: As ohe may have guessed; word marks are typography based and usuaily

foeus on the name of the business or brand. This is ofien the simplest approach, which is
o

hiv a ot of well-known compan fiess have opted for word marks — Cloogle, Facobool, Coca-
Wiy

Cola, Disney to name a fow. Word merks can be a really effective way of making a loga
ola.




clear and legible, especially using distinctive or original

business name. Typographical
‘ohoices ar i @
IS very important in the absence of any pictorial elements.

Brand mark: In contrast to the first two types of logo, a brand mark (alse known as &
Pictotial mark) abandons toxt completely. Apple’s apple, Nike's swoosh and Twitier’s bird,
are all examples of iconic brand marks. The best unes are simple, and thrive as app icons
and profile images in a digital age. They are also ofien better '(man typographical lopos) at
eonveying the more abstract or emotional qualities of your company — images speak a
thousand words.

4. Combination Mark: Our final basic kind of logo uses a brand mark alongside 2 word mark
or letter mark. This is probably the most eommonty used, and well-known examples inelude

Adidas. Mastercard, and British Steel. Arguably the best of both worlds, the combination

mark offers the clarity of typography and the visual appeal of af icon. A good pictorial

mark can reinforce or add value to an average word mark, and a good brand name can add
clarification to what might have been a confusing or meaningless brand mark. This makes

combination marks ideal for new and cstablished brands alike.

2.1.4 Background of Advertising

Adcording to Nwanwene {1 999) cited by Ogbu, Tarnongo and Alakali (2020) market message
i an old component of man’s interaction and draws the foremost concept about markel
I

ssaue in reverse to the fairm of man when snake showcased evil apple to the woman, the
messa

i also introduged man tthe apple. In hisaccount, Sambe (2017), draws market mossage
oman

in teverse (o alden Egyptians by the time the Pappyrus pictures seen giving reinforcementto
n e - o




servants who ¢
3 ame back from escaped. Meanvihile, during the first Greece end Roman erds,

‘symbol board s
by hiad been positioned an the entrance af marketing houss and informers who

elaimed the businessmen had some goods 1o sell.

Ehikwe (2018) on his part posits that, advertis & is one of the most powerful and oldest forms
of business communication which has its origin from the fime of the first exchange of produsts
in business arena. In the uncient times, trade by barter was the foremast form of exchange of
products while advertising was manifested by the display of goods which sought 1o inform

gustomers of what was available for exchange.

Tn the contemporary business world, advertising is a compencnt of promation in the marketing
mix which has product. price, and place as uther elements. The focus of advertising is to
inform customers of available products and thereby induce or create demand, facilitate
exchange process and these arc translated into increase production. Advertising has been
playing major roles in the socicty by coftributing to speedy and mass flow of information,
thereby increasing the Knowledge bank of the people for fheir sosial, ccanomic, technulogical

and political development (Ehikwe, 2018).

According ta Nwosu and Nkemngbe (2016), asa human activity, advertising is as old as man.

. Ly : . )
s a communication, marketing or sclling, b L Helsits

adyertising is sill as alé as man, This is why it has been argued in some quarters that the
18 i

advertising act Or activiey actually sterted In the Garden of Eden, when the shake promoted
advertisin.

d convinced Eve (o eakar consume the forbidden apple, and Eve in tumm also successhlly
and eonvin




romoted and convine
p and convinced Adam to eat or consume the forbidden fruit. It is even sald that the

primitive men and women of the Stone Age had ways of ‘promoti

. communicating informing
er. convincin; ool 3 . "
% others 1o accept their ideas or materials in a manver similar to what is done
it the adver .
today in the name of adverdsing, This schoo! of thought would go further Lo state that every

human civilization in the past had a number of activitics, which had very close sitilarity or

resemblance 1o what we call advertising in present-day societies or civilizations.

Ebitu (2018) is of the opinion that adyerlising is as old as humanity. People were introduced
o some events. foods, goads. ideas and cven personalities by ather persons. Any person who
wanted to exchange his goat fur a sheep has to inform the sheep gwner about his inrention. As
the technigue of writing developed there was the need lo write lerers udvertise or inform

others about their goods or intenticns, This in effect was a form of advertising.

Wells, Burneu and Moriarty (2017) assert that, the history of advertising has been dynamic
anIi u;'lprud'\cmhtu, They divide the account about market message inlo quatter segments.
Number ofie segment was the ¢t of Paper message. Advertisings were firstly grouped instyle,
and paper medium that circulated messages The results of such age were intraduction of the

paper message The second stage is the industrial revolution and emergence of consumers’

‘sogieties. This was the era, advertising enlarged in significance and weight, duc to numerous
1L il < #

eial as well as seientific advancements. The essence of advertisings system were lo drive a

sﬁrictinna] and strong message unit capable of selling goods to largely scatiered markets.

. Number three segment Was resent advertisings: agencies, sciences and ereativities. The




paint as a c¢ pelled ad! t of
el rounding i o o
Hers grounding in advertisings (agencies, established research techniques) and move toward

"8 period of plenty creativitics.

Fourth S L . 3
h stage is that accountahility era which started in 1970s. Clients wanted advertiscments
swhich birth revenue as well as scientific implementation as merchants rented experts who can

firms recognized that its fatc was

establish some answer. During the early 1990s, advertising

linked to the global business environment.

Bhikwe (2017). Nwosu and Nkemnche (2016) opined that, in Nigeria, the carly advertising ‘
and the modern advertising periods or ages, as was the case it the other parts of the world,
the pre-print media ages. So for convenience, the history |

were preceded by the primordial and

of the development of advertising in Nigetia was divided into three slages: ‘

The primordial, sudimentary, pre - print media or early stage

The print advertising and business growth stage

jii. The professionalism and professionalization stage

The primordial or early stage of the development of advertising is ina lot of ways similat in

= forn Lo what the case was in the developed countries of Europe and the United States, cven

thioygh in their own accounts, they did not mention Nigeria or indeed Affica, probably dug o

Wnﬁ&

fiica and Africans as primitive. unciv

fias, neglect or other stich nepativities that led fo their perception and presuntation

{lized, the véhite man’s burden and so on, Nigerians

dimentary advertising forms that included signs; synbols; spoken words or the

a their



BE prospects o buy or exchange poods and services (irade by barter) or camry other desied

ARtNilies such &S community and civil development activitiss.

And perhaps, the greatest joy of the above true fucts is that they are still verifiable. This is

because where most, if not all, of the primordial advertising forms may have disappeared in
the United States and Europe, or are found mainly in their museums, all of the primordial
Torms we listed above stil) exist and are in use in the rural areas of Nigeria where at least
seventy five percent of Nigerians reside. In fact, they are so important and useful 1o the rural
duellors that see them as more eredible, available and accessible than the modern advertising |
forms of television. radio, billboards and others. [t Most cases, product, services, political and i

|

ting primordial forms. in

development advertising campaigns that do not include these

trying to inform, cducate, motivate aud convince the rural Nigetians to buy, vole. support ot ‘

acoept whatever is meant 1 be sold to them, will fail woelully, herefore, they should be

recognized as relevant and be carefully integrated into the modern advertising campaign plan

in order to achieve the cxpected result (sales. vote cle)) Nwosu and Nkemnche 2016).

Nwosu and Nkemnebe, (2016) assert that, the sccond stage of development of advurtising in

N;garia- was the print rmedia advertising and business growth stage, was advanced by two

aior global forces- the imvention of printing in 1450 brought about the print media, and the

reign multinational int Nigerla which led 1o growth in business development;

ictusion of fo
e The genge of pl hy in 1821 in:the world

of course Tequired



Wﬂ scene and penctrated Nigeria at this stage, alsa added impemus to the growth of
advertising in Nigeria. The first Nigerian newspaper, the lwe Trohin was first published in
1839 by Reyerend Townsend, the first modemn advertiscment. That was & classificd
advertising and was an announcement on shipping to demonstrate the intimate rclationship

between the mass media, business and marketing, even in those carly periads.

The third stage or phase of advertising’s development in Nigeria described as the slage of the
development of truly modern advertising in Nigeria (Nwosu & Nkemnebe 2016). Technically,
itcould be said Lo have actually started in the tist quarter of the 20th century and has continued |
till the present. 1t is indesd a period that marked the rapid growth of the advertising industry
or adveitising practice in all its forms and ramifications. At this stape, advertising in Nigeria
mioved from the print media or printed forms to the clectionic media, which include radio,

television and cinena. According to Ehikwe, (2017) advertising media are categorized into

four broad divisions based on their characteristics such. as media of publication and

wethods of message dissemination, how consumers and the public receive the

fransmission; i

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

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

professionalist in exeottion of the advertising Ehikwe (2017) groups advertising media into

< nic or broadcsst advertising (radio and television} and print advertising (newspapers,

mapazines and handbil

s or fliers). The next is outdoor advertising (billboard, sticker and so:



media scene od Nisor
4 and pencirated Nigeria at this stage, also added impetas w- the growth of

“advertising in Nigeri; i
& I Nigeria. The first Nigerian newspaper, the Iwe Irahin was first published in

1839 b3
¥ Reverend Townsend, the first modem advertisement. That was a classified

advertising and way i
g and was an annauncement on shipping to demonstrate the intimate relationship

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

The third stage of phase of advertising’s development in Nigeria described as Lhe stage of the
development of truly modern advertising in Nigeria (Nwosu & Nkemncbe 2016). Techaically,
it could be said 1o have actually started in the first quarter of the 20th century and has continued
till the present, 1t is indeed a period that marked the rapid growth of the advertising Industry
or advertising practice in all its forms and ramifications, At this stage, advertising In Nigeria
smoved from the print media or printed forms to the electronic media, which include radio,
television and cinema. According to Ehikwe, (2017) advertising media are categorized lnto
four broad divisions based on their chatacteristics such as media of publication and
transmission; methods of message dissemination, how censumers and the public receive the
message; the message contents and other aspects that distinguish them like Tocation and site
of medium, management of the medium, style and mamner of Lne;sag: delivery and the
p‘mfessiﬂl’\“"*““ in exceution of the advertising, Fhikwe (2017} groups advertising media into

electronic or broadeast advertising (radio and television) and print advertisiog (newspapers,

asazines and handbills or fliers). The next is outdoor advertising (billbaard, sticker and s




2.1.5 Meaning of Advertising

T - Sning oo
92y, meaning of advertising abound. According to Arcns (1996) cited by Ayanwale, Alimi

and Aynabimipe (201 9),

advertising {s defined as communication process, marketing process,

1 sconomic and social process, a public relation proeess or information and persuasion

process, Dunn and Barban (1987) cited by Ayanwale et al, (2019) viewed advertising From its
functional perspectives, hence, they define it as a paid, non-personal communicalion through
various media by business firms, non-profit organization, and individuals who are in some
way hope to inform or persuade members of & particular audience, Morden {1991) cited by ‘
Niwosu and Nkemnebe (2016) apt that advertising is used to establish a basic awareness of the

produet or service in the mind of the patential customer and build up knowledge sbout it ‘

Kotler (2019) sees advertising as onc of the four major tools companies use 1o direct

co—mm-uuicahon conducted through paid media under clear sponsorship. According to Kolter

(2019), the purpose of advertising is to enhance potential buyers respense to the organivation

and its offering. emphasizing that “it seeks to do this providing infarmation, by channelling

persuasive communication 1o target buyers and publics. It consists of pon-personal forms of ‘

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

Ftzel, Walker and Stanton (1997, p.45) cited by Ebitu (2018, p.112) clearly

Meanwhile,

expresscd entire advertising as having four structures:

is A verbal and / or visual message

‘A sponsar who is identified




iil.  Delivery through oine or more media

iv.

Payment by the sponsor to media carrying the messape.

Coy i 3 a “ o I
neluding the premise, these autors apt that advertising then consists of cvery exercise

Iavolves in giving to audiences a rion - private, identified spongor, and paid for idea about
products and organizations, Davies (1 998) eited by Yinka (2018) argued that “advertising is
any paid form of non — personal media presentation promoting ideas or coneepls, goods or
SE;V[C;:s by an identified sponsor”. Arens {1596) vited by Ayanwale, et al (2019) expressing
almost the same view describes advertising as “the personal communication of informarion

usually paid for a usually persuasive in nature about products {goods and services) or ideas by

identified sponsors through various media™.

It means that the fact of advertising is to create knowledge of the advertised products and
provides message that would help consumers to execule purchases or choice. The impact of
advertising as a promo strategy, thercfore, stands on its abilities to influence consumiers not
only but evenitually create brand loyalty. As an output, many marketers spend a large sum of’

ca;h a‘n advertising and product management,
.6 Classification of Advertising

Sil dvertising is a sophisticated produgt for a variety of consumer geaups, and is used to
ince advel

ent awide range of functions, it is not so simple ta elassify it. It Is possible to divide
ﬁ;plem

"’Jﬂvcmsmg into § main categories:




B
Y target marker Segmentation: In this case
Segmentalion

. it should be clarified that the

s a divisi h 3
division of the consumer audience on segments by typical social,

rafessional aj . , e
P nd other features. The more specific product or service is the narrower is the

SEBmEnt ol the sudience, among which they can be sdvertised (Sandage, 2017)

ii. i g S . 4 8
By target impact: Commercial {g00ds and services) and non — commereial (political

and social). Commercial adverlising is used to creats, maintain and fncrease th: demand of"
certain products, creating the best conditians for sale. Non —commercial advertising can be

used to attract attention and create a positive image of an entreprensur or an enterprisc
(Sandage, 2017).

iti, By distribution area - Global, national, regional, and local. Global advertising is a
rapid development of economic globalizarion in general, interactive videos, werld radio and
satellite TV, the Internet and other latest communication tols. Three other types of
advertising aimed at the population within the boandaries ol a particular staze, region, city,
town or district (Sandage, 2017},

¥, By the way of transmission: printed, clectronic, outdoor adverlising. (Sandage, 2017).
%. By the method implementation - textual, visual: Textual advertising is divided into

simple and complex, and visual into statistical and dynamic. Simple text advertising is &

regular wall advertisement. Complex text advertising includes a set of basic components -
fitle, subtitle, main text module, slogan, efe. As an example of statistical advertising can bean
\propriate photographic image or picture, and dynamic advertising such as videa, computer

imiation, (Sandage, 2017).




WL Political Advertising: One of the most

prominent and the most influential types of

SEERING. & positive image of e poliisian i formed (Sandage, 2017).
iv.

Advertising with Feedback:

This type involves an exchange of information with

potential

customers, Most common way s a direct mail to specific recipients that has the

&Ieatcst interest for advertisers as 4 P

ossible buyers (e

. In the form of cataloss) (Sandage,
2017).

¥. Corporate Advertising; Such adverfising almost never containg advertising

information (in the conventicnal sense of the word), and serves for the preparation of the 1
public opinion {a certain segment of buyers) to support the point of view of the advertiser I
(Sandage, 2017). 1
vi.  Business Advertising: Professionally-oriented adventising, intended for disttibution |
among proups formed by their belonging 1o a paniculir occupation, Such advertising i ‘

spreading mainly through specialized publications (Sundage, 2017),

vil. Public or Social Advertising: Unlike business advertising, it is oriented to the

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

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

2.1.8 Functions of Advertising

e are four main finctions of advertising according to Kotler (2018);




taln unit of 4 et iy
S Eme. Advertising informs, creates the need for a product or service, and

Encourages Ase
S PEOPI10 purchase, The more peapls huve responded to the ad), the belicr it is for

the Eeonomy and the &Conomic wellbeing of society (Kotler, 2019),

Social Function: Advumsmg information has g sighificant impact on the formation of the

Lonsciousness of each individual, When advertising is addressed to consumers, besides the

PrOmation of 4 product, it also helps 16 form ideological values of the society and at the end

has an effect on the charsoter of social relations; causes cansumet instinets, cncouraging

people to improve their financial state; and improves the culture of consamption. Comparing

different products and services, the consumer, fn any case, tends to getreally the best (Kotler,

2019).

Marketing Function: Advertising is an important component of marketing, Advertising

entirely conm

d to the tasks of marketing, whose final aim is the full satisfaction of

austamer needs coneerning goods and services (Kotler, 2019),

Function: Advertising is also one of the specific forms of communication.

It is designed to perform an appropriate communicating function, linking topether advertisers

and eonsumer audience by the means of information channels (Kotler, 2019).

He r, Sianion, (2018) opined that, advertising is an element of promotion, [t not only.
OWever, d

= e moting the product, but also affects the other yariables of marketing mix which
assigts in pro
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._Q;L&Delerminanm of Adverﬁs'mg Media

Stant 3 : ’
Blanton, (2018) opined that, sclection of 2 right type of advertising media is a ditficult task,

Any media that is selected must be capable ofaccomplishing at least the three main objectives:

HOmuSt reach the largest number of people possible: if must atsract their attention; and i must
B8 Econoimical. Stanion, (2018) however identified the following us ihe determinats of
advertising media:

The Nature of the Product: The nature of the preduet determines the choice of the

advertising media. For instance, cinema, televis

n, colotr periodicals would be the obvious
choice for products like fabrics and toilets requiring visual presentation. In this conniection,

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

Market Requirements: While selecting advertising media, the company™s market
requirements should be considered. When they meet these requirements, they lend theinselves
to good use, For example, specialised high fashion colour magazines would be the proper

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

media would be appropriate when consumer action is o be induced at the point of purchass

{Stanton, 2018).

Ldvertising Objectives: The advertising also d ine the type of media to be
s J}
S tod. For example, the press is preferred to project corporate image while radio and

vision is relevant for product advertising (Stantan, 2018).



Distribution Strategy: 1 )
frategy: The advertising media should be compatible with the disttibution
strate
¥ Bdomed by the company. For example, £ the company {5 selfing through middiemen
wholesales il
Olesalers and retailers etc., ther stdoor advertising media duly supported by television,

Ao 8 cinerm etc. may help to pull the product ot of channel (Stanton, 2018),

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

determines the advertising media for a company. 'The mediz should be able to carry the
messape and appeal 1o the right persons in the perspective. For example, if time is the essence
of communication, daily newspaper and radic may be the best choice. Mass consumption

items like soaps. toothpastes, hair ofl etc, may determine television, newspapers as the best

selection (Stantor, 2018)

Budger: The budget available for advertising purpose will decide the choice of media of

advertising. For example, having comparatively large funds ior ad:

may choose television or radio or both as a media of advertising. On the athet hand a medium
or small sized businessmian may prefer newspaper and magazine as an advertising media
(Stantosi, 2018).

Competitors Choices: A company should also take into account the wisdom of competitors
| i .

 media choices despite differences in advertising objectives and ‘appropriations, It is not
~ media choic

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

itors-are preferred 0 a5 10 make an impressive appeal for the product (Stantan, 2018),
petlitors are Bkt
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Concept of Below-the-Line Advertising

In today’s marketing w,
> ting world, more and MoTe companies arc leaning towards below the ling

merketing activitics for communication and promotions, (Charles, 2018). Although below the
line advertising or promation can be secn as vital aspect that rcaches the customers efficiently.
A is an advertising strategy in which a product is promoted in media other than radie,
televisian, billboards. print and film. They commonly include direct mail campaigns, trade
shows and catalogues and tar geted search engine marketing, This advertising type tends to be
less experience and more focused (Watrons, 2018), Below-the-linc advertising seeks 10 reach
4 gonsumer. instead of a mass audicnce directly rather than through an intermediary such as
with a commercial during a television show. ‘This type of advertising is ollen centred on
specific localitics and is used to promote products that a consumer wants to see in person, It
can be coupled with in store sales to belp explain the features of the product, (Asemah, 2018).
Similarly below the fine advertising reaches far people but is mare selective abaut the people
it reaches. In most cases, extensive market research s done first to identify a target niche of
hungry buyers. Onoe these potential customers are pinpointed, below the line advertising
reaghes them dircetly in  more personal manner, such as direet mail sent 1o their lenses, face

10 face contact at a trade show or a pain search engine fesult when they enter a specific query

the-line advertising activities can be classified as those promotional activities that offer
“the-line

diréet communication to the. target audierce. Such activities like e-mail campaigns,
irec :




- exhibitions, brand activa, v
Ctivation which includes mail activation corporate activation and sosisty

activation. all form 1 i i
he basis of belows the-ling marketing, 1t is seen as an essential clement of

Bieating a reliable thread between the brand and consumers, (Chavan, 2019). Below the ling
marketing effectively baosts sales and gets the brand closer to the rarget audience. The various
marketing and promotional activities haye gained impetus from various seetors and industries
But below the line marketing activities have become a stand-alonc and unswerving approach
for marketing and sales. Ifa company or filin wants to attain substantial brand average and
drive branding activities then below-the-ling marketing and promotion is the strong and

perfect option for excellence, (Baran, 2019),

Tn essence, below the line advertising ofters an intelligent approach to acompany’s marketing
plan, serves a dircet line of communication and engages company’s consumers directly,
provides a quick and reliable solution 1o marketing and promotional activities, provides &
flexible resoiution far all consumers werrles, provides an efficient tracking sysiem to know
where companies are fetching better osults and is there a scope of improvement and g cast-

effective option catering f all speeific marketing and promotional needs of companies,

(Cadena, 2017)

2.1.10.1 Benefits of Below-the-Line Advertising

plethora benefits far beyorid the conventional or mainstream

* Below-the-line advertising has

st advertising Donohue (2015) captures tacitly that, below the line advertising provides
advi B

and comprehensive information to prospective 1 and




it
therehy facilitating ihe; <

their ¢ ¢, .
i = choicg, convenience and competition. It has been conversely been

argued that a lot of advertisements in radio,

television and newspapers do not really tell
£onsumers about the
fiqueness of the products but they tend just irrelevant stories. Donchue

0193 furthe: at thi i
(2019) cr observes that this concern with newness reflects a sense of boredom and tedium

exposed by many c : i 2 B ;
P W MANY consumers owing to repeated exposire 1o the same advertisements via the

Tadio, television and newspapers and magazines. Below-the-line advertising secks to simplify

themessages or information sent by the advertisers which masy not be dane in the mainsiream
media.

Also. it helps to attract the viewer’s customers to the products which remains visible, permanent
and indelible in the minds of the consumers and the public and causes them Lo respond swiftly
1o purchase decisions, (Chinedu, 2016). Similarly, below-the-Line advertising go a lang way to
reduce the cost of advertisement to the firms and areas both the literaic and the illiterate with
their usual illustration and powers.

Also, it is apparently clear that, below-thé-line advertising is cost effective, While television
and radio advertisement fends to hit the pocket book hard, direct mail and scarch engine
svatketing are not only more reasonable but can be sealed up or down in cost much more easily.
K-J-’;]sﬁr casicr to track eonversion with below-the-line methods. When relying onielevision or
e Nertiscrments, the only way fe gauge effectiveness i3 to ask costumers how they hear

adio

the business. Responses are often unreliable. With e-mail and search engine marketing. a

ess can track link clicks and e-mail opens with precision, (Arens, 2018). It is quite

2 + 50 note thal belowsthe-Fine advertising allows for tetter engagement with sustomers,
mportant 10, 3




al ina 2 i
Ist century business landscape where reputation matters more than ever.
7 ;
Abave-the-line methods are great for sctting

4 name out there and devcloping brand awareness,

but below-the-i e 5 ’
eline advertising is preferable for fostering acmal relationship with potential

Sustamers. On the other hand, Brown (2013) asserted that, below-the-line advertising are
extremiely targeted, results are better in terms of cofversions. Conversions are better when the
communication is done according to the customer wants. Below-the-ling promotional efforts are
focused on specific Larpet group here a better reach can be casily sxectited, tracked and

- Finally, below-the-line ad

has easy controls. The retarn from these activities
can be easily tracked ad monitored and steps can be taken to improve profitahility and sales.
2.1.10:2  Examples of Below-the-Line Advert

1t is unarguable that below-the-line advertising has several examples. Jaales (2016) captures

clearly four categories of below-the-line advertising ad follows:

i. Direct Mail Marketing: While dircct mail can have mixed results, when used properly, it
can be an effective means of advertising. Direct mail campaigns are professionally designed
and copy writers are hired to create eompelling messapes that tend to draw the attention of
the ‘customers, The cosis for direct mailings are directly dependent on the size of the
cantaign, bul generally are lower than most above-the-line advertising techniques:

oor-lo-door marketing takes selling to a personal level, and this

hily trained sales staff that knows howto build customer relationships and can talk politely
[y traned S '

.m custamers. Most door-te-goor arkeing campaigs are sel up to pay oh commission, 50
s 2




=

iy Snbe kept low and sulcs People have maore incentive to make sales. An example

of doar-to: o
doar marketing is insurance sales, an agent pives through their terri

ry, knocks

oit doors and them tries to « v
d them tries o sell a policy ifthe person is interested in learning mare about wht

they have to ofie;

Exterior Location Marketing: The exterior location marksting involves driving interest (o

An event of sale through the sirategic use of cmployees placed outside the location. T ypically,
these methods include sandwich-board style promotions or even dressing up the emplayees
i a costume to draw more atiention o the location. These employces may stand alongside
the road. gerting the attention of passing drivers and passengers. While this technique is not
often employed. it can be beneficial for smail companies, restaucants and suto dealers,

Email Marketing: The email marketing can also be a form of below-the-line advertising if

a company conducts the campaign on its own. The company communicates directly with the
¢Brsimer (hrough this form of marketing and can direct them to a landing page where they

can learn more about what the company Is offering. This in lum gives the company the ability

1o measure campaign effcetivencss. Email marketing is generally inexpensive, and results

can be good if the mail lis targeted and fresh and follows double opt-in guidelines. Double

aptin refers to the process where consumers have to confirm their subscription to at cmail

Jist before cimails can be sent to thett.




11General Overview of Perception

Like most cony ithi S
3 =pis within the soclal science disciplines, perception (or what other scholars

refer to 4 af Srit s

085 social peroeption) has been defined in a varicty of ways sinte its first usage. From
thelay man's perspective, perception is defined a5 an acr of heing aware aF“one’s environment
through physical sensation, which denotes an individual’s ability to understand” (Chambers

Dictionary).

Howewer. many social psychologists have tended to develop the conoept around one of its most
essential characicristics that the world around us is not psychologically uniform to all
individuals. This is the fact, in all probability, that accounts for the difference in the opinions

and actions of individuals/groups that are exposed to the same social phenomenon

According to Nelson and Quick (2013), “social perception is the process of interpreting
informatian about another person.” What this definition has clearly highlighted is that the
opinions ene forms about another person depends on the amount of information available to
one art the extent to which oneare able 1o correctly interpret the information you have

wited. In other words, one may be in possession of the same set of information that other

peaple have on a particular situation, person of group but still arrive at different conclusions

due to individual differences in the eapacity to interpret (he information that one ull have.
d Narayan {2014) obviously share the main characteristics of the above definition.
and Naiaya g Sl

owevet, they cmphasise that perception ranks among the “important cognitive factors of
Wevet,




human behaviour

o psyehological mechanism that enable people to understand their

envirenment. In their ou; . G
fieir own words, “perception is the process whereby people select, arganise,

and interpret sensory sti fons i 5 i
TP ory stimulations into meaningful information aboul their work cnvironment.”

They 3 o i =
¥ ATBUE that perception is the single most important determinant of human behayiour,

stating further that *

there can be no behaviour without perception.” Though focussing on
Mmanagers in work seitings, Rao and Narayan draw attention to the fact that since there are no
specific strategies for understanding the perception of others, cyveryone appears to be “left with

his own inventiveness, innovative ability, sensitivencss and introspective skills to deal with

o perception.”

From a third perspeetive “social perception refers to constructing an understanding of the social
world from the data we get through our senses™ (Michener, DelLamater and Myers, 2014},
Thus. perception “refers to the process by which we form impressions of other peaple’s teaits
and personalitics.” Onc may have noticed that by referring to “our senses” as the means of data

collaction the authors may have placed oo much emphasis an it pereeplion component, which

fearly avoided. In other to shed more light on this concept it is

the first two- definitions ¢

r one to pay attention to the following elements of the above definitions of

important fol

Rao and Narayan (2014}

perception listed by

1. Ourattention, feelings and the way we act are influenced by our environment.
. Qur o L%

u to gather data from your surroundings process the data and tmaka

Perception helps ¥o!

sense out of it.
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2 Way we perceive others. Generally,

the difference in qur redetion to situations is a function

of thie state of happi 1 whi
APPINess or sadness in which we find ourselves, (i.e. our moods). Thus, we tend

to more easily re i i s
¥ remember information tha identify with our moods than those that do not.

Accordingly,

whene 7 el -
GVET We are in negative moods we penerally fend fo lorm negative

impressions of others. The self-concept of the

perceiver is also a critical determinant of
perception. Basically, people that possess positive selficoncepts tend 1o perecive positive
attributes in other people, while, those with negative self-concepts tend ko perceive negative

aftributes in othe

5. Therefore, greater understanding of scIf allows s to have more accurate

perception of others:

The cognitive structurs, that is, a person’s thought. pattern. of thinking equally deterr

s
histher perception in significant ways., While some individuals are inclined 1o perceiving

physical characteristics such as height, weight, and appearance others pay more atention Lo

= central traits or personality dispositions. However, there arc peeple that are capable of

e same time instead of focussing on only one aspeet.

perceiving all these trails at th

2. Target-Specific Characteristics:

Social perception is also mnfluenced by certain characteristics that are specilic to the person
oc o1

ef), One of the most inrpartant target-specific charackeristics is the

Mngy:m:wed (iie. the targ

Some of these characteristios include height, weight,

pliysical appearance of the percelved.

ated age, race and gender. In addition, the way you dress speaks volume about the wiy
b = 't

54 1 :
u are percel\'ud. Maore i

portantly, pereeivers find it easier to pick out thase appearance.




‘trails that are unu:
sual or new, O
Zominen examples of unusual personality traits include a very

tall person, an encrgeti
¥, crgetic  chil 1
petic child 85 well as newcomers within a community. Verbal

15 out of whicl i i
h perceivers assess a target’s voice tane, accent and telated factors

also affect hisher perception.

Furthermore, the 7 icati :
s nonverbal Communication conlains a lot of fnformation though which an

individual i rcer e - i
individual is perceived. Eye contact, facial expressions, body movements and posture are

features that guide the perceiver's impression of the target. But, while facial impressions tend

to convey general meanings, onverbal communication poses a challenge of having different

meanings in different cultures.

3. Sityation-Specific Characteristics:

“This is a very significant factor that affts the impression that is farmed about someune by an
individual. In other words, {he Social context of the interaction is a-majot influence. For

he Chief executive of a bank in a political rally would

anybody: that interacts with ih

instance,
impression of himher compared to mecting him in hi

o away with a different s

ontext is very important. Busingss distussions

cerfainly, &

afler working

“In Japan, sogial &

bank affice.

£ you try to talk business during these titnes, you may be

¢ lunch aré taboos. T

hours are of 3

lear indications of

of situational cues oficn provides ¢

» The strength

yde.’

perceived as T

n certain environmentzl contexts. Thus, there are particular

e acceptable withil

‘pekaviour that 2

ur of an individual, which do not necessarily ffect the

fluencs the behavio

el .
\ situations that in
g what is referted (o as the discounting principle i social

individual, This i3

sposition of that




perception. An illustray SN
o o this principle is when you come in contact with a sociable batk

matketing officer that goes ahead to find out ahout your pastime, and knowledge of service
delivery it the Nigerian banking industry. Would then be correet to attribute his bebaviour o
the marketing officer”s personality? You may not attribute this to his/her persunality *because
of the influence of the situation.” Basically, in this context, this person is prospecting for

customers to whom he intends to introduce the seryices of his/her bank.

2.2. Theoretical Review

The theoretical perspective in & research depicrs the researcher’s understanding on the course
under study. In other words, theorelical perspectives play a role as the filter for focusing and
bounding the data to be collected. This study is anchored on The Bottom-up Theary of

Perception and Activity Theory.

2.2.1 The Bottom-Up Theory of Perception
Bottom-up processing is an explanation for perceptions that start with an incoming stimulus.

d king upwards until a represumulinn of the ohject i formed in our minds. This process
and WOrkin,

st that our pcmepﬂﬂll experience 18 based entirely on the sensary stimuli that we piece
suggests

mg-iﬂhe’r using onfy data that is ayailable from our Senses.
; 5 is that begins at the entry-level—with
7 eainia can be defined as sensory analysis
- Bottom-up processing

can detect, This form of provessing begins with Sensory data and goes up &
our $enscE i
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e brain’s integration is i
gration of this sensory information, Information is camied in one direction

startmg with the retina and procesding to the visual cortex.

This process suggesi sssi i i

ggests that processing begins with a perception of the stimuli and is fuelled by
basic med 1 o i

chanisms developed through evolution. Unlike top-down processing, bottom-up
progessing is purely data-driven and requires no previous knowledge or learning, Borrom-up

processing takes place as it happens.

The theary of hattom-wp processing was introduced by psychologist s J. Gibson, who took a
direct approach to the understanding of perception Rather than being dependent upon learning

and comtext, Gibson felt that perception was a “what you ses is what you get” process. He

argued thal sensation and perceptian are the same things. Because Gibsan's theory suggests

that processing can be understood solely in terms of environmental stimuli, it is something

referred to as the ecological theory of perception.

Bottom-up processing works like this:

1, We experience sensory information abowt the world around us, such as light levels from

our envirenment.
2, These signals are brought to the retina. Transduction transforms these signals into
* ese 51

“electrical impulses that ¢ then be transmitted.

5. Blectrical jinpulses avel along visual pathways to the brain, where they enter the yisual
- ical

\ corlex and ase pracessed to form OUr visual experience:

o




_’!ﬁs approach to und

ption is an example of jonism. Rather than looking,

at perception more holistic: 5 - R
stically, including how sensory information, visual processss, and

ectations cof
PR nfribute to how we see the warld, botiom-up processing breaks the process

down info its most basic clements,
Relevance of the Theory to Study

This theory is used to describe how individual’s perception onan entity s formed, The Bottom-
up theory of perception describes the way individual will perceive an abject as a data—driven
processing perception. This means fhat, every individual perception of objeet is built as a
gradual process of the sensars collecting the basic data such as points, horizontal or vertical
Iines, as the main individual characteristics of the object which are later connected Lo build a
more complex, assembled surfaces and shapes in order 0 creale complex perception of the

abject he identifies.

2.2.2 Activity Theory
Agtivity Theory is a theotetical framework for the analysis and understanding of human
elivity ¥

{nferaction through their use of tools and arefacts. Activity Theory offers a holistic. and
interaction

tual method of discovery fhat can be used ta support gualitative: and interpretariye
contexiual 2

Y Hee cultural tradition in Russian psychology
1es ivil sary ias been traced 10 the soeio-cul : o
tesearch.Activity theo!
; d factivi ¢ o with the
7 s Nardi (1996) posits that “activity theery 18 concernc:
the 192075 and 1930°s.
f activiDy imediating ol of artefacts. As the name “activity!
i activity and the ediating rol
historical dsvclupment o}

deliberate mnd getéemined interaction betwee two ariables which comes
eli :

" implies, itinvolves s




= which is mest

{nthe form of “subjects™ S
and the “objects™ An activity is composed of a subject, and an object,

mediated by a tool. The “objects”

TOSL tinies can either be tangible ur intangible; while the
Ssubjects” most times
: are the human beings engaging in the activity. After the Tnteraction, beth

the “objects™and the “subjects” a
¥ ¢ “subjects” are eventually transfuormed. Thus, according to Rubinshieln,

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

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

interact with reality.

Activity theory sees human beings {subjects) residing in an environnment, as surrounded by
series of images (objects). Therefore, i order to understand the perception of human bemgs
with regards the abjects they aré surrounded with, it is important to carry out an analysis of the
objects. All human perception is shaped by the “objects” they are exposed 10; thus perceptions
are oreated by the “ghjects”. The relationship the “subject s with-the “objec” gives it
specific direction and brings out the desired pereption. Consequently, activity theory

Highlights that the activities human beings engage in are tmediated by tools in a broad sepse.

Tools are created and transformed during the Gevelopment of the activity ilself and carry with
0018 @

them a particular culture-1-¢- the historical remains from their development.
them a p
; i so and transmission of sueial knowledge. Fools
j - the tonls is an accumilation an
Therefare, the use of the
fuman bel The activity theary also describes the way

i cantion of human beings: y ;
inffuence the percep

i i eqt nsing obiects cither conseiously or by been contreolled

ndi L i an envitonment Using © y
individuals parti¢ipate I

fien gearcd towards creating @ desired perception; Activity theory can also be
often £




‘5aid 1o be based on the fact intenti
& et that the intenitions of individuals and their perceptions grow ot of

ithe meaning they derive i
from the ochjects. To put it definitively, activities arc series of

operations. and processe: - i
processes of actions consisting of chaing of events and actions which have an

immediate and defined poal.

Astivity theory has been of high importance in various fields 1ike education, management and
mformation systems. most especially in fields that deal with human interaction, relationship
and perceptions. Researchers (e.g. Kuumtl, 1996; Liaw, Tluang & Chen, 2007), have come to
realise that the activity theary is relevant and needed in understanding buman beings within an

intricate and dynamic environment.

2.3 Empirical Review

Coker, lyamabo and Otubanjo, (2013) conceptualized the relationship between eorporate
Jogo as an element of the corporate identity m _and customer perception in a wholly

service context. The researcher carry out a review of the existing Tikérature in the areas of
archers carry oul @ review o X
ntext.

i ntity & I entifying a stronz conceptual
P i service quality W e aim of ident
corporate identity d ty with th f

background for an cimerging model defining this relationship. While the scrvice quality
ckgrou g
i < eee s a critical variable for quality in service
i cgorvice responsiveness” 15 @ ¢F
Jitemture Tevealed that =€
(e identity literature revealed five key models which formed the basis for
& gemexts. the corpord e y :
z ting elements of the corparate logo construct, The emerging model was
' choosing the constitutin

fi theoretical soundness |ocated on the principles of activily theory a5 its
further scrutinized for ¢
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outmme"-amueplualizud in this case, as the

Pereeption customers have orthe brang,

The weaknesses in the five

key models highlights the need for the creation of an emerging

model which will serye

45 anew conceptua| framework used to clearly examine the relationship

betweeh the concept of corporate visyal

identity on the one hand, and customer perception on

o8 the other while also examining

the Tele responsiveness plags in (his relationship,

Notwithstanding the identification of “service respunsiveness” as a mediating variable in this

relationship, the possibility ol other factors mcdiating this refationship is hercly acknowledged,

Furthermore, by tak ing a cuc from the service quality literature, contextual variations may also
oceur. Nonetheless, service rospansivencss appears © be & relevant contribution 1w the

literature as a mediating variable in this relationship. As such, there is the need for further

research in terms of empirical validation of the theoretical finding within specified business

= - contexts.

H 1. Adicle and Opare, (2014) cxamined the impact of corporate identity on customer
owever, Adie 3
i th-south zone of Nigeria. The study concluded that bank*s
pat Banks in sonth-soul
ronage of quoted

3 ge.The study population was 14 quoted Banks,
il eots customer’ patTonage. 1y
Corporate identity affects b
ionally regisiered and fisted with the Nigerian Stock Exchange (NSE). The
which are functional

i was the top level managers of the 14 quoted baks and custamers,
Study unit for data gener: : :

: 42) masagers on the raffp of 3 manseers per bank wonaliated our
Therefiors, forty two (




* fespondents for the study.
Y. The gencrated. data were presented and analysed while: the

Spearman’s Rank Correlation € i
0 Coefficient (SPRCC) statistical tool was used in testing the

stated hypotheses. The res
sult of the analysis showed that thers i a positive and significant
correlation between cory identi
norate identity and customer paironage. The study specifically revealed

that signs and sym e .
g ymbols. significantly impact on sales yolume, profit-margin, and customer

retention,

The finding supports the views of (Levy &Weits, 2000), They apined that any organization
with beautifully desizned and easy to understand signage and aricfacts will have a clearer way
of communicating their products and services to Lheir customers belter than their competilors.
When customers are at home with organizations corporate ideetity/brand; they will ultimately

{norease patronage thereby impacting significantly on the company’s profit level.

The findings are consistent 0 that of (Kim and Moo, 2009), which states thal signs are visual

communication 1ools which contain information o he followed and Indicators of the right

direction. Signs are vital communication tools that communicaie & company corporale image,

i d serves as implicit and explicit communication and directional indicators. Signs help
_values and serves

n i jzing ots i an orderly manner and helps to
i ing ¢ rowding, organizing custorers i v
a firm inreducing customer ¢

¢ VIOUT..
epmmunicate orgqnizaliun’s rules and amployec expecied behayiour.

i the physical cavironment has an Impast on Sales
i i ironment like banks,
milarly, in service envi v
; d ultimately O the business oWnETS ar oreanization (Bakeretal 2007). Well
Yolume/Loyalty and 0 s ! :
: pmgrams(hal are communication and tactics driven, which strive
: tion ) !
‘managed customer retent




g_mﬂ_lpe‘{ilive market place (Malan, 2003),

Notably, this findings support the views of (Wener&Kaminoff 2005), They opined that Signs
are particularly important in forming first impression foc communicating new sgrvice concepts,
for repositioning a service and in highly competitive industries where customers are looking
for eues 1o differentiate organizations. Signs displayed on the exterior or interior of a STUCMEE
are examples of explicit communications. They can be nsad as labels, for directional purposes,
and to communicate rules of behaviour.Signs have also been found 1o reduce perceived

crowding and stress in & bankir etting (Wener&Kaminoff 2005)

Remmarkably, when banks efficiently use their signs to reduce eustomer crowding in the hall,
communicate  their values and operational - pattemns, and for implicic and  explicit
commurication, the result is that they will end up increasing thelr customer level of

satisfaction, retent 1on wiich will eventually imypact o0 their volume of transactions and profit

in, Every firm should, in prineiple; seel profitable growth over maxiniam sales. For

margin. Every E g
ity i - ore studies (PIMS) found that srong poslive link

iy index and market share stut
example, pmﬂmblhl) nl
T inye: Hooley et al, 2005). Similarly, they
i o = and returf 0 fnvestment ( ¥ , 1

exists hetween sales ¥olume

fy results in superior financial performance

N argued that superier (customer patronage) 1

‘ ident that a firm’s level of
; i 1 the fore ussion, I s thetefore evident 1
(profitabl ity). Eror the forgone distuss! t s th |
patronage ¢ roxy with 1t evel of sales yvolume/volume of transactlons, profit margin
Wi
f g cans Proxy

it the
customer retention rate. Signs o7

other: hands, e pnrliculaﬂ\y‘ mporiant in forming first




m;essiun

for commu
nic:
208 new service cancepts, for repositioning @ sorvice,

differentiating a company’s product from competing industries; and in reducing perceived

erowding and stress in a banking setting (Wenen& KamiriolT 2005). From this discussion, the
researchers have ample empirical evidence to conclude that signs positively and significantly

atfect customer patrenage.




