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ABSTRACT The study focuses on the various dimensions of advertising and promotional technologies in marketing.
The concept of integrated marketing communications that provides an overview for advertising and promotion
and its role in modern marketing were discussed along with the concept of Integrated Marketing Communication
(IMC) and the factors that have influenced the growth and the roles advertising play in the overall marketing
programmes of the intellectual outcomes for creative minds. Each element in the promotional mix, was also
examined. The paper attempt to provide a model framework for developing IMC programme in a developing

economy for effective distribution of creative works.

INTRODUCTION

Advertising is the form of communication
commonly selected, when an organization wish-
es to transmit a message to a large audience
(Boody 2005). According to Clarke (1988), firms
advertise in order to increase sales of their prod-
ucts and services. Advertising is impersonal in
that it does not involved direct communication
between a firm and potential consumer of its
products or services. The types and extent of
advertising as Clarke (1988) had argued will de-
pend on the number and type of buyers, the
frequency of purchase, the unit price, the quali-
ties and attributes of the products and so on.
The value of advertising resides more or less in
its ability to create awareness of the product
being offered for sale since it is generally less
effective in persuading consumers to do the ac-
tual purchase.

Having successfully pierced the cognitive
screen of potential consumers with the informa-
tion telling about the qualities the firm is offer-
ing, the consumers are left with the option of
choosing whether or not to buy. Here lies
strength and thrust of advertising which is main-
ly truthful and informative, provided the final
decision of the consumers to buy is not manip-
ulated by what is called heavy advertising. Pri-
marily, the objective of advertising is skewed in
favour of profit maximization. Within this matrix,
however, advertisement has to be predicated on
ethical consideration so that consumers will still
retain their freedom to make far reaching choice
within available means. Underpinning the va-

lidity of this statement is the observation by
Clarke (1988) that if heavy advertising persuades
consumers to buy products, and in the process
influences consumers’ perception of product’s
quality, than it may not be desirable.

The essence of advertising’s significance
may have been captured by British novelist
Norman Douglas (1987) when he remarked, “You
can tell the ideas of a nation by its advertise-
ments”. Indeed, while the adverting business
may have been viewed as a particularly Ameri-
can institution in the first half of the 20" centu-
ry, itis certainly no longer the case today in that
everyone living and working in the modern world
is influenced by advertising. Thus, the study of
advertising under graphic design, has taken new
dimension, not only for students of business or
journalism- who may one day be practitioners-
but also for students of sociology, psychology,
economics, history, languages, arts, information
science and the rest sciences, all of whom will
continue to be consumers of advertising. There
are six major reasons why students profit from
studying advertising under graphics:

1. It can help them to understand the impact
of advertising on the domestic economy
and on the economic of different nations.

2. Comprehend the role of advertising in
modern society and conversely, society’s
impact on advertising.

3. See how advertising fits within the broad-
er disciplines of business and marketing.

4. Learn how adverting relates to journalism
and the whole field of human communica-
tions.



64

5. Appreciate the artistic and techniques re-
quired in advertising

6. Discover what advertising people do and
how they do it and the career opportuni-
ties the field offers (Betch 2004).

Objective

The objective is to present advertising as it
is ought to be practiced vis-a-vis to put flesh on
the bones of academic theory. As we progress
in this 21 century, our purpose remains the same
with the firm belief that advertising should be
taught asitreally is, as a business, as designer’s
tool, as a creative process and a dynamic hybrid
discipline employing various elements of arts
and sciences and we believe it should be taught
in a manner and style relevant to contemporary
students.

OBSERVATIONS AND DISCUSSION

Advertising is a broad subject, encompass-
ing many disciplines. One of the dilemmas ad-
vertising students and practitioners face is han-
dling and organizing large volumes of informa-
tion and then creatively converting such volu-
minous information into effective advertising
tool. Following from this, students of advertis-
ing truly appreciate the numerous handy check-
lists that appear regularly throughout the text.
These are useful for stimulating memory, orga-
nizing thinking and reinforcing important con-
cepts. Some examples are the “checklist of prod-
uct Branding facts for copywriters”, checklist
for Design Principles” and “checklist of ways to
set Advertising Budgets” to mention just a few.

Many students plan to become profession-
als in the field of advertising. As such they will
find the checklists to be invaluable practice re-
sources for developing designs and advertising
plans, writing and designing effective advertis-
ing and commercials, selecting and scheduling
media, evaluating advertising work and making
advertising decision for long term value (Clow
and Baack 2012). Art works and textbook until
very recently were hardly ever advertise beyond
being displayed as offerings for the immediate
utilitarian value in its contribution to educating
the mind, art work remain relevant to a privi-
leged and wealthy few. Each piece of art tells its
story uniquely and as such required some deft
advertisement as it relates to integrated market
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communication to achieve wider visibility of arts
and by extension increased patronage. This way
the viability of visual art as a discipline and as a
business will be guaranteed.

In the previous paragraph the researcher fo-
cused on advertising planning, design and ad-
vertising creativity. We have also offered over-
all advertising perspective and focused on some
special types of advertising. Abit of history will
help put the current explosion of international
advertising in its true perspective. As United
States companies entered world market after
World War 11, consumption of U.S. products
grew tremendously. By 1990, U.S. advertising
expenditures accounted for $130 billion, or 47
percent of the world total, (Betch 2004). Howev-
er, in the last 15 years, expenditures by foreign
advertisers increased even more rapidly, than
U.S. expenditure, as a result of improved eco-
nomic conditions, technological advancements
and a desire for expansion. As national econo-
mies have expended and personal incomes have
increased, the use of advertising also increased.

Organizations in every country of the world
practices advertising in one form or another.
Actual figures are not available, but recent esti-
mates of Worldwide advertising expenditures
outside the United State exceed $145.6 billion
per year or 53 percent of the worldwide total,
(Bovee and Arens 2008) the emphasis on adver-
tising in Nigeria for instance, solely depends on
the country’s level of social economic develop-
ment and its national attitude towards promo-
tion of products and services to achieve the
desired threshold for sustainability.

Generally, advertising expenditure is higher
in countries with higher personal income. But
today, advertising is used worldwide to sell ideas
policies and attitudes as well as products. Com-
munist countries, such as China, once con-
demned advertising as an evil of capitalism but
now, with the Soviet Union’s economy broad-
ening to include private enterprise, even the So-
viets admit the benefits of advertising. Although,
decades of propaganda have conditioned sovi-
et consumers to distrust or ignore advertising,
for sustainable development, by western adver-
tisers, with the use of computer aided design,
are now successfully gaining the attention of
soviet citizens by featuring instructional de-
signs, or entertaining fare in advertising. With
the use of new information technology, Pepsi
for example, has successfully used advertising
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techniques to gain attention within the soviet
market.

Certainly, as a communication technology
and ideologies evolve, international advertising
will continue to flourish. To this end, business
seeking for threshold in a competitive environ-
ment found Integrated Marketing Communica-
tion (IMC) imperative. According to Lake (2011)
Integrated Marketing is the holistic approach to
communication in marketing. It is making sure
that there is consistency in marketing both on-
line and offline. Consistency is regarded as the
key to making sure that consumers understand
marketing message which leads to a great result
and return on investigate. The integrated mar-
keting communications process begins with a
business problem, does not assume an adver-
tising solution, take time necessary to research
and develop an integrated strategy. Puts all ele-
ments in place before pulling the trigger, mea-
sures everything, and accepts accountability
(Schultz and Lauterborn 2012) regarding inte-
grated market communication are:

1. What main point do you want the consum-
er to take from the communication?

2. What actions do you want the consumer
to take as a result of the communication?

3. Try product?

4. Send for more information?

5. Use product for more often?

According to Clow and Baack (2012), IMC
is defined as customer centre, data driven meth-
od of communicating with the customer. IMC as
Clow and Baack (2012) further enunciated is the
coordination and integration all marketing
communication tools, avenues, functions and
sources within a company into a seamless pro-
gram that maximizes the impact on consumers
and other end users at a minimal cost. This man-
agement concept is designed to make all as-
pects of marketing communication such as ad-
vertising, sales promotion, pubic relations, and
direct marketing work together as a unified force,
rather than permitting each to work in isolation.

To expand the frontiers and increase the im-
portance of Integrated Marketing Communica-
tions, delivers many benefits such as creating
competitive advantage boosting sales profits,
while saving money, time and stress in the pro-
cess of cementing bond of loyalty with custom-
ers and increasing effectiveness in  marketing
products and services. According to David and
Carte (1991) Several shifts in the advertising and

media industry have caused IMC to develop a
primary strategy for marketing from:

1. Media advertising to multiple forms of
communication

2. Mass media to more specialized (niche)
media which are centered on specific tar-
get audience

3. A manufacturer — dominated market to a
retailed- dominated, consumers- controlled
market

4. General-focus advertising and marketing
to data-based marketing

5. low agency accountability to greater agen-
cy accountability, particularly in advertis-
ing.

6. Traditional performance-based compre-
hension of the products (increased sales
to benefits the company).

7. Limited Internet access to all time Internet
availability and access to goods and ser-
vices.

In most strata of human development for in-
stance, the development of successful market-
ing communication begins with understanding
way consumers behave the way they do. Devel-
opment of advertisement and other promotional
strategies begin by identifying relevant market
and then analyzing the relationship between tar-
get consumers and the product/ service or brand.
In Nigeria, the decision process for women in
the purchase of sun-glasses has changed in re-
cent years. It has become obvious that markets
cannot compete successfully in the woman’s
market with sun-glasses manufacturing target-
ed at men. This is because the attitudes, roles
and lifestyles of these women have led to signif-
icant differences in the way they think. These
are just a few of the aspects of consumer behav-
iour that graphic designer and promotional plan-
ners must consider when developing Integrated
Marketing Communication strategies. Consum-
er’s choice is influenced by a variety of factors.

It is within the scope of a graphic designer
to examine consumers’ behaviour in depth. How-
ever, promotional planners need basic under-
standing of consumer decision making process,
factors that influence this process, and how this
knowledge can be used in developing promo-
tional strategies and programmes which begin
an overview of consumer behaviour.

Schultz et al (2012) used the conceptual mod-
el, for analyzing the consumer decision process.
Hence, they discuss what occurs at the various
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stages of the model and how advertising and
promotion can be used to influence decision
making. The influence of various psychological
concepts. Such as motivation, perception, atti-
tudes and integration process was examined.
Variations in the consumer decision making
progress was also examined.

Advertising can increase the demand of a
product and further publish the services ren-
dered by the organization. An advertisement
with good displayed graphic illustrations for in-
stance, would sell fast the company’s image.
Words are important, but the first form of mes-
sage that a potential client, will see are the graph-
ics built round such information. The detailed
illustrations of information about products or
the service delivery of the organization will make
statements about the capacity of such company
or organization itself.

A detailed analysis of Schultz model of the
consumer’s purchase decision process is gen-
erally viewed as consisting of steps through
which the consumer passes in order to purchase
a product or service. This model shows that
decision making involves a number of internal
psychological processes. Motivation, percep-
tion attitude formation, integration and learning
are important to promotional designers and plan-
ners since they influence the general decision-
making process of the consumer. All the stages
of the purchase decision-making illustrated by
the model are as enunciated below

1. Problem recognition
2. Information search
3. Alternative evaluation
4. Purchase decision
5. Post-purchase evaluation
6. Motivation
7. Perception
8. Attitude formation
9. Integration
10. Learning

CONCLUSION

The impact of the aforementioned decision
may lead one to conclude with a consideration
of external influences on the consumer decision-
making process. Advertisement of products and
services delivery is most effective when the
graphical layout is pronounced. While design-
ing a logo, another factor to be considered is the
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conversation between colour and grayscale log-
os. Simply taking a colour logo and converting
it to grayscale with no further manipulation will
produce images that are either too light or too
dark and might even cause overlapping elements
to intermingle for a visual understanding. For
image making and a good enhanced public rela-
tions, the importance of advertising in market-
ing cannot be underestimated for a fast economic
growth.

RECOMMENDATIONS

A low resolution graphics or unaligned place-
ment of images gives the impression that the
organization’s services or products are of low
quality. In Nigeria, such terms like Belgium, Tai-
wan, Aba products, becomes common terms used
to describe low quality branded products. Busi-
ness organizations for instance, that are willing
to spend money on good advertisement, devel-
op attractive images to enable clients have faith
in the service they render and subsequent ap-
preciation and value to their products and ser-
vices.

The development of a company’s website
emphasized the use of graphical illustrations of
the products and clients, that both get their mes-
sages across appropriately. Such professional
web designer should be involved in the web-
site, using complementary colours that please
the eyes but should not subdue the text; this
makes the site easier to access. Elements of de-
sign for printing logos should be saved with a
resolution of at least 300 pixels per inch (the
picture quality). If a company is sending images
or logo for publication, then they must ensure
that these elements are of good quality for a
successful output.
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