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ABSTRACT
AZI, JOSEPH | ZANG An Evaluation of the Effectiveness of the
Usage of Colour in Contenporary Nigerian Magazi ne
Adverti senent Designs. Master of Art in
I ndustrial Design, Cctober, 1999, 206
Pages, 13 Tabl es, 33 Phot ographs,
89 Reference Titles.

The right or wong choice of <colour <can nean the
difference between award-winning design and failure in
adverti si ng. Agreeably aesthetic enthusiasts, nust note that
choosi ng col our schenmes is for nost people a little like using a
dictionary to carry-out a conversation. In this study however,
whi ch sought to evaluate the effectiveness of the use of colours
in contenporary Nigerian magazine advertisenent design, a
practi cal approach to the subject has been thoroughly sought for.
Thus, representing the probl ens under exam nation, Viz:

i The role of a graphic designer in visual conmunication;

ii. Colour usage for effective visual appeal in contenporary

Ni gerian advertisenents.

Quite a nunber of nodel s  of contenporary designs
suggesting workable ideas (rmade by the researcher) wer e
f eat ur ed. Sanpl ed Opinions were drawn from Kaduna and Lagos
(representing the Northern and Southern parts of the country).

Three sets of questionnaire were adm nistered, interviews were

Vi



also

manuf

conducted, both to a set of 668 consumers, designers and

acturers. Simple percentage and mean were the statistical

methods adopted for the analysis of data gathered.

macde:

1.

L%

From the analysis, the following major observations were

On Visual-Literacy in Nigeria, Consumers possessed a higher
level than the designers and manufacturers, with the mean
score of 18.15 out of a maximum of 20 to 18.08 and 17.24
respectively. The finding is somewhat contrary to
expectation because, the designers and manufacturers (being
the more literate of the categories of respondents) were
expected to possess a higher visual literacy than the not-
too-literate consumers.

The findings on the level of comprehensicn of colour
effectiveness among Nigerians also revealed that the
consumers possess a more critical and sophisticated taste and
preference for the aesthetics in colour designs, with the
mean score of 14.65 and of a maximum of 15, while 14.13 and
11.60 were scored by the designers and manufacturers
respectively.

Majority of respondents did not identify the frequencies of
the wuse of colour, to have displayed its irresistible
dynamism in advertisement, as being high. 1In this case, the

designer however, had the highest mean score of 4.65 out of

ix



5, indicating a higher knowledge in that regard, than the
consumers who scored 4.48 and the manufacturers who scored
4.46, attributed partially to the designers’ professional
training.

4. In respect of the adaption of duotoning, overlapping, use of
colour paper or ink etc as viable techniques of reducing
the cost of advertising reprographics, the designers
possessed, as it was revealed, a higher mean score of 4.86
out of 5 (maximum score). Also, their professional
technical skills must have aided their ability more than
the consumers and manufacturers who had the mean scores of
4,29 and 3.83 respectively. On the contrary, though one
would have expected the manufacturers to be more conversant
with the means of cutting cost.

8. On the appraisal of the standard of some designed models, the
consumers scored the models highest, followed by the
manufacturers and designers. These revealed 4.93 out of 5,
4.86 and 4.83 respectively. It is undesirable that if all
advertisement efforts undertaken by the designers and

manufacturers is geared towards the consumers, then the theme

must satisfy the dictates of the consumers’ taste and

preference.

In conclusion, therefore, the findings revealed that

consumers will respond positively to an advertisement only if it



gquarantees a selection of a high or satisfactory quality freely.
Subsequently the, the implications of the study were examined

based on them (the findings) , a number of recommendations

were made, one of such is that designers and manufacturers should
be responsive to the increasing quality standard demand by their
consumers. They should portray a more submissive and dedicative
high quality image. Also exhibitions, seminars and workshops

should be organized to keep them abreast with the technical demand

for current design practices.
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ADVERTISEMENT (AD) -

TON
is a communication of non-personal
designed message through a paid
medium, with the intention of
influencing people to purchase a product
or service or to accept an idea or

a concept.

ALADURA (Prayerful people, in Yoruba language)

COLOUR VISION i

COMMUNICATION -

CONE o

DIACHROMATIC -

A Christian sect that believes prayer
is the key to every problem.

it explains how 1light energy is
transmitted into visual sensation of
different colours.

is the transmitting (i.e. imparting,
conveying or exchanging) of meaningful
stimuli (i.e. ideas or knowledge) by
gestures, sound, word and symbols to
modify the behaviour of an audience.
one of the minute cone-shaped bodies
which form (with the rods), the
bacillary layer of the retina.

is the ability to perceive two 1 primary
colours which can be used to match all

of the colours of the spectrum.

Xix



ELECTRON

ELECTRO-MAGNETIC

FOCUS

HUE

INFRARED ENERGY

KINAESTHETICS

LALLE (Lal-lay)

MONOCHROMATIC

the smallest supposed component of
matter.

the phenomenon of the production of
attraction by the solar energy.

that point or position at which an
cbject must be situated in order that
the image produced by the lens may be
clear and well-defined.

is the property by which a colour is
identified, as tending Lo resemble the
appearance of some particular wave-
length in visible spectrum. Like blue
different from yellow.

these are long wave-length energy

which are only sensed by the eye as
!

heat,

a conditional mechanized or vibrational
form of beauty (especially associated
with colour).

a ground dried shrub which yields a
brownish stuff, used to add colourful
looks to a new bride in Hausa land.

It applies to the special ability to
perceive one primary colour which can
be used to match all of the colours of

the spectrum.

XX



NEURON

NEUTRON

ORJECTIVE COLOUR

OQUT-0OF-FOCUS

PHOTOSENSITIVE

SUBJECTIVE COLOUR

TRICHROMATIC

VALUE

a nerve cell with its appendages.

a sub-atomic electrically neutral
particle ¢f mass very slightly greater
than that of a proton.

the naturalistic colour of an object as

seen by the eye (green grass, blue sky,

and red fire).

a blurred, distorted image used for
dream-effect in a magazine
advertisement.

to become cognizant of wave length of
light.

colours chosen by the artist without
regard to the natural appearance of the
object portrayed. They have nothing to
do with cobjective reality but represent
the expression cof the individual artist.
deals with the fundamental ability
to perceive three primary colours which
can be used to match all of the colours
of the spectrum.

is the degree of brightness or

luminosity and dullness of a hue.

XXi



VISUAL LITERACY

WAVE - LENGTH

the ability to identify and translate
perceptual stimuli (eqg. advertising
communicat ion messages) correctly.

the distance between points in the same
phase on twe successive heat, light,

electromagnetic or other waves.

XXii



3
Nigeria, however, it was not until in 1648 that Rev. Hope
waddell made an attempt (in Calabar) to print. As a
missionary, his objectives were purely religious. But in 1959
an actual attempt was made to commercialize journalism, by
Rev. Henry Townsend. It was referred to as the '‘primary
period’’ in the evolution of the Nigerian press, as it gave
birth to a newspaper called '‘Iwe Irochin.’’

In an effective market situation, Dbuyers must have
accurate information about the quality and other
characteristics of a product offered for sale, in order that
the basis for confidence would be established. Therefore,
fundamental information about products is necessary, hence,
advertising. Today, the role of information dissemination
(advertising) by marketers is broad based, apprehending its
effectiveness toc meet centemperary challenges. Advertising
has existed since about 3,000 BC (from the Sumerians, Bevlin,
1977), its primary purpose as at then, still remains the same
as teday (Oguntola, 1991). Its function, therefore, ig to
point out, for example, how a preocduct, service or an event can
be of social, political, cultural or economic value to a
censumer in a given society.

In fact, the deliberate attempt people make to change the
attitudes, beliefs, value and actions of those around them, is
persuasive communication {i1.e. advertising) . Its
indispensability to marketing 1is what precipitated the

Nigerian entrepreneurs (whose aim is to impress, entertain,



4
inform, or sell) to djein the wultimate world of the
‘‘advertising pecple.’’ After all, it is difficult to lock
oneself in a room and expect people to know one is there.
Factually, advertising is some sort of a modern blight that
has come upon us (humans), as a by-product of the sickness of
contemporary life.

Fundamentally, the elements and principles of advertising
design which follow are very vital to the success of any
advertisement. Types and illustrations must be very eloguent
and commensurate in proportion to one another. Colours and
shapes must be arranged as to achieve a sense of total
balance. Unity and emphasis are of course needed in focusing
the viewers’ attention on the primary objectives of the
product advertised. Variety in type-size, style and visual
textures all add to the overall effect. Of all the factors,
however, a keen interest (as far as the evaluation of
marketing or advertising effectiveness is concerned) has been
drawn to the aesthetic values of co cur. Haber and Hershenscn
(1973) and Jacoby (1986) declare that, it (colour) is an

important and pervasive part of our normal visual world.
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Greenhaigh and Smith (1972}, are of the opinion that the

ability of an advertisement to articulate and convey its
message is a function of its ability to captivate the
audiences’ attention and interest. In line with this
assertion, the focus of this research 1lies 1in that
craftsmanship role of the advertisement designer to
“‘attract attention’’, and how such role can be extensively,
yet discriminatively explored tc create or improve sales.
Hence, the sole task of this research relates directly towards
examining the following issues:

i. the role of a graphic designer in visual communication;

and

ii. colour usage for effective visual appeal in contemporary
advertisements.

A thorough examination cf the above issues raised
can only be done through the formulation of the following
research questions:

a. Can picture/illustration aid visual literacy
through enhancing assimilation and translation of
visual communication in Nigeria?

b. Can the effective use of colour in magazine serve
as an influential tool capable of stimulating
desirability and appetite in a consumer of
advertised goods and services?

£ How frequent is the use of colour in Nigerian



magazine advertisements?

d. Can there be any possible means of slashing on

‘*‘colour advertisement’’ budget through the

adaptation of some design and printing techniques?

e. Can the illustration/colour used in these model-

designs be considered commensurate to contemporary
Standard?

This research work was uncertaken in the fcllowing

assumptions that:

=

pictures/illustrations aid visual 1literacy through
enhancing assimilation and translation of advertisements
in Nigeria;

colour, used effectively, is an influential tool capable
cf stimulating desirability and appetite in a consumer of
advertised goods and services;

the frequency of colour usage in Nigerian magazine
advertisement is very low;

most designers are not aware of possible means of
slashing down the '‘colour advertisement’’ budget through
the adaptation of some design and printing techniques;
and

the illustration(s)/colour(s) used in these medel-designs
are commensurate to contemporary standard;

SPECIFIC OBJECTIVES

The main objectives of this study is to evaluate the

effectiveness of colour usage in contemporary Nigerian



10
magazine advertisement designs. Such that it is capable of
attracting the attention of an audience and pricking its
interest. Hence, the following gquestions are posed to
determine the extent of its (colour) domineering influence on

advert isement generally:

a. what do the experts say (literature reivew)?
b. what is the reality (field work report)?
e would the two agree (result of data analysis)?

Unknown wares find no buyer, Hower (1978) informs
manufacturers. Since a wide distance lies between the
manufacturers and consumers in our highly specialized sociery
distribution must be accompanied by advertisements.
Therefore, a research embracing the tasking role of the
designer (a mediator) would constitute an important
contribution to the world of manufacturing, distribution and
consumption and also tc knowledge enhancement.

The specific objectives of the study would include the
following, they are to:
1. determine the level of wvisual-literacy generally in
Nigeria;

ii. determine means of effective colour usage to captivate
attention and stimulate desirability and appetite in a
consumer of advertised goods and services;

iii. determine the frequency of colour usage in Nigerian
magazine advertisements;

iv., determine designers’ awareness of the econcemic



1.4 SIGNIFICANCE OF THE S5TUDY

1.5 SCOPE, LIMITATIONS AND DELIMITATIONS

In the search to obtain an optimal benefit from this
rasearch, the study was confined to the aesthetic variables in

contemporary magazine advertising designs, as vregards
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Due to shortage of time and finance, this study did not
consider all the magazines published in Nigeria. Instead, it
was confined to only a few. Six precisely, three each from
the northern and southern parts of the country, viz: Citizens,
Classique, Hotline, Impression, Newswatch and Tell. However,
no stringent yardstick for selection was laid down, rather,
experience, guality, frequency (both of operation and colour
usage), were applied to judge and determine the nature of such
selection, based on random sampling. Information required was
obtained within the scope specifisd, even though the lack of
enough research assistance and company’s bureaucratic huddles
all posed a stumbling Plock to easy realizaticn.
For the purpose of an intensive study, illustrations were
strictly restricted to advertisements. Typography and slogans

used were not accorded much significance. Consumers,

designers and manufacturers (i.e. respondence) were delimited

to areas within Kaduna (within the North) and Lagos (within

the South) .



Fig. 4: Magazines in Focus.
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CHAPTER TWO

LITERATURE REVIEW

2.1 INTRODUCTION

An educational researcher who would advance scientific
knowledge must first identify the research that has been done
in the field of interest. This chapter is designed to unveil
a systematic review of related literature. This will involve
the locating, reading and evaluating reports of research as
well as reports of casual observations and opinicns that are

related to the research.

The use of textbeooks, encyclopedias, and other
‘‘secondary source’'’ materials would be employed. In
addition, ocbserved or witnessed occurences would be
transmitted as well (primary source). Hence, to start with
this chapter has been broken down into segments, that is;

visual communication, advertising, colour and finally colour

as a tool for effective advertising.

2.2 COMMUNICATION

According to Binney (1976); Randhawa and Coffman (1978)
in forty million years during which primates (man‘s ancestors)
evolved as acrobatic tree dwellers, having relatively large
brains, the visual contrcl of their motor activity have become
very precise. Evidently, they have developed a good

stereoscopic vision, hence sight took precedence - in their



35
arboreal habitat - than the sense of smell on which most
mammals relied. Fortunately, the primates that returned to the
ground retained the skills acquired on the tree tops. The eye,
the apparatus through which vision (diurnal) is perceived,
stood as the remarkable of primates characteristics. It is
responsible for incoming light sensation to detect significant
conditions or happenings in the environment. Success in such
development was aided by increasing capacity of the brain to
integrate sensory stimuli (through the neural paradigm
developed for auditory data processing), to form increasingly
comprehensive models of the external world. Hussaini (1993)
notes that, every second, the human brain can absorb 10
million types of information; 9 million through the eye and
cenly 1 million through the cother senses (smell, taste, touch,
hearing and extra sensory perception).

Mammalian vision <generally is monochromatic and
nonster=oscopic, colour vision, however, emerged chiefly or
exclusively in the primate, as something of adaptive value to
daylight - active tree dweller and fruit or leaf eaters.
Randhawa and Coffman (1978) declare further that about 60-70
million years ago, however, the rise of the primates’ visual
information about distant objects and events again became
important.

Hence, man being the most sociable and gregarious of
primates, and seemingly fairly close visually and vocally in

contact with his fellow troupe members, scught to search for
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and use the essentials in his ground-living environment.
Understanding it carefully through learning and curiocisity,
was mans first task, then he sought further to communicate to
others what he had learnt of the essential character of life,
then to fulfill essential human needs; and finally to play his
own part well in the total plan for survival by his ultimate
pehavioural adaptation and mental vivacity of the whole
mammalian order. Subseguently, man tock communication to be
very essential and important, (Hurwitz, 1964). According to
Brandwein et al, (1980) surviving strictly as a wanderer and
a fruit and wood gatherer, man began to ask questions - who am
I actually? Am I a product of heritage and environment.
Thanks to the superior visual data-precessing and integrating
faculties, the way was paved for the emergence of conceptual
thinking in humans.

In the eighteenth and nineteenth centuries, many theories
about language origins suggested that a phase of gestural
{it.e., visual) signing proceeded speech - or initially carried
more of the burden of language communication than vocal noises
(Hewes, 1978). Invariably, the process of trying to establish
a "commonness" with someone, is what communication {derived
from Latin word communism-commonness)connotes. It is the
process by which an individual (the communicator) transmits
meaningful stimuli through gesturss, sound, words and symbols

to modify the behaviour of other individuals (the audience)



Fig. 5: Man and his Forerunners
(Source: Binney, 1976)




Fig.

6:

Individual and Group Contact

Source: Fuglesang (1973)
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bunch of such list in many other languages including the
writer’'s {(Afizere).

Humans have no restricted opportunities to respond to
many kinds of visual forms. Either plant or animal life may
be especially colourful, and soils, rocks, and even the skies
may present unlimited stimuli. Other natural terrestrial
environments also offer fantastic visual forms and colours;
birds, fishes, insects, flowers, etc., with splendid colours
and varied shapes (see Fig. 17) along with landforms that
carry ones attention far above the earthly horizon. The human
being relied strongly on his special sensory facilities to
survive through oppositional forces. During hunting, for
instance, man's trust was bestowed on his sense of smell and
even much more on his sense of vision for guidance. One
feature of hunting behaviour in man is apparently unique in
the world of predators. The reading of tracks which is purely
visually inclined - hoofprints and the like were not only used
to identify prey that may be out of sight, but alsc used to
read the directions (using his mental mapping skills), speed,
or gait of their movement often long after they have passed by
(Hewes, 1978) .

Toolmaking and tool-using, so characteristic of mankind,
also depended heavily on high-level visual processing. Even
with rather simple technology, human beings can create visual

worlds from their artifacts and structures, from their

costumes
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or body decoration, and by pProducing pictures, carvings, and

Success in these goes a long way in manifesting successfully

mans internal and e€xternal feelings.

2:2.1 ZﬂEQBEILQAL_EEéﬁﬁﬂgﬁg
Visual Attention: The most Creative and pPotentially

effective communication is wasted if the viewer does not pay
attention. DCoubtlessly, our failure to recognize some events
Or objects while noticing others comes from the ability of
such events or objects to attract our attention (Adler and
Towne, 1981). However, it isg just not POssible to be aware of
everything at the same time, no matter how attentive one might
be .

The ability to lead a viewer, with his or her eyes and
mind opened and exposed into g network of mechanically laid
down theme beyond doubt and ignorance, ig what is meant by
visual attenticn (Haber ang Hershenson, 1973; Fuglesang,
1973; Mulholland, 1978, Faison, 1980; McMahon and McMahoen,
1982) ., It is the focusing of Perception (visually) on g4
Particular stimulus or stimuli while ignoring others (Faison,
Op cit). Visual attention, certainly, is just one aspect of
the processeg involved in visual Communication, byt according
to McMahon ang McMahon (op cit), it is a4 ¢ritical factor in

the process of learning,
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One pays attention to certain novel visual messages to
see if they are relevant to one’'s needs Or one may recognize
that they are relevant, even though they are familiar.
However, if the message is familiar and not relevant, one does
not pay attention. Thus, Mulholland (1978) highlight, that the
amount of information (novelty or uncertain) and the degree of
relevance to one’s needs, plans, and feelings, are important
determinants of the success of a visual communication message.
Doubtlessly, without the audience’s active participation there
would be no network. For the human mind is the means by which
the wvision exists and the destination of its wmessage
Therefore, some of that "active participation" of the beholder
involves a transaction between the visual message which is the
"attention-getter"” and the person undertaking the vision or
viewer who is the "attention-giver" (Mulholland, op cit). That
is, a form of network per se, involving visual control of
pupillary diameter, lens accommodation, convergence of the
eye, fixaring a stationary target or tracking a moving one
with smooth pursuit movement, all involve a visual input

Isensory perception) an output (response).

Text aimed at

grassroots perception tend to rely heavily on illustrations in
order to convey meaning, to both literates and illiterates
whether male or female, young or old. Hence, the use of
illustrated visual aids have been generally accepted as the

most paramount media for effective dissemination of applied
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(Fuglesang, 1973; Haber and Hershenson, 18973; Hewes, 1978B). It
ig no doubt that pictures speak louder than words. How does
an individual come to understand or comprehend that a certain
picture is a representation of an object, an event,
or an idea? Hewes (op cit) postulates that the development of
comprehension of pictures fundamentally resides 1in the
interpreter of that "environmental" stimuli. It is the mental
structures that provide the key to understanding the
transformation exercise of how the viewer comes to interpret
the pictures. Seemingly, there is a developmental process
involved in pictorial comprehension. The viewer has to have
the ability and the zeal to transform visual stimuli into a
meaningful mental image. Therefore, it is no doubt that it is
through a gradual and sequential process of transformation
(through a finite amount of rtime) that comprehension can be
evoked (Haber and Hershenson, 1973; Fuglesang, 1973; Sigel,
1878; McMahen and McMahon, 1982).
Furthermore, pictures can vary in at least three ways:
{a) 1in the detail presented, eg. the usual detailed
portrait as opposed to a sketch or outline;
(b) in the representational level, ie., the degree of
approximation to the object or event depicted; and
(c) in spacial perspective, ie., if the representation
prevides illusions of a third dimension. Of course,
asserts Sigel (op cit), pictures can also vary in

themes depicted in organization of design elements,
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and in complexity.

It is probably right to say that picture or visual
illiteracy is almost as widespread as verbal illiteracy
itself. Hence, people have to learn to read pictures, just as
they have to learn tc read the pages in a book, but this 1is
not recognized because education in reading pictures is an
informal process. It goes on automatically, in societies where
pictures of all kinds are part cof the individuals’ wvisual
environment from birth to death (e.g. Fig. 8).

Psychologists working in the cress-cultural area, suggest
that people raised in different kinds of sccieties or exposed
to different kinds of education (formal or informal), vary in
their response to picteorial materials (Sigel, 1978).
Interestingly, according to Fuglesang (1973), pictorial
literacy develops proportionately with the amount of pictorial
stimulation the individual is exposed to in his daily
environment. Therefore, in a place where there is an abundance
of pictorial stimulation, people who are otherwise visual
illiterates may be in a way, very literate as regards the
comprehension of pictures. This is as a result of increasing
contact with urbanization and environmental development in
general. However, where formal education exists, it naturally
plays an important rcle. There is however, reason to believe
that the social environment of most nonliterates is such that
it does not provide them with the relevant stimulation.

Pictorial stimulation is necessary for comprehensive



28
idealization in the early stage of mental behaviour
(Fuglesang, 1973).

To pictorially nonliterates, actual perception of
pictures have not been part of an existing visual experience
before. It is no doubt that the cause of their illiteracy
(visual) is the deficiency in such stimulation (picterial).
Subsequently, after a wide range of research on how to combat
visual illiteracy, Komensky (the Czech Philosopher-educator),
in the mid-seventeenth century, wrote "Orbis Sensualium
Pictis" in an effort to provide people {particularly school
children) with an inventory of pictoriable things in the whole
world (Hewes, 1978).

Notably, the mere exercise in perceiving and identifying
pictorial objects regularly in the environment, is not all
that helps to build up strong visual experience. The use of
relevant and recognizable pictorial forms is what makes sense,
it makes perception and comprehension easy and hence an
enjoyable task. The frequent practice of using pictures of ice
creams, steaks and canned fruit cut out from foreign
journals is not exactly judicious in choice. In the strictly
communication point of view it will pose an obstacle to easy
perception {assimilation and translation) in the developing
world.

Therefore, for a clean and clear method of relaying
successful communication message for proper perception and

comprehension, the need to master the cultural psychology of
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such a people - to whom you are relaying - cannot be
overemphasized. As a social function, it must be subordinated
to traditions, rites and taboos peculiar to the given society
it 1s meant for. Their general language is of priwary
importance for such develcopment works. But it is also
important to understand that the notion of language must Dbe
anderstood in as much a wider sense than just the vocabulary
and grammar. For instance, how do the people express
themselves in theiy language? What is even so special about
such a way of expression? Which words, notions and expressions
are most frequently used in their daily conversations? Which
are very infreguent or total taboo? What are the
colloguialisms connected with the essential ideas of daily-
life functions and situations, such as harvest, land, food,
work, family, children, money, school, politics, erc.?

What are the connotative meanings of the major words and
concepts  used in connection  with  such  functions and
situations? These are the kinds of guesticns the communicator
has to ask and then hang on the answers in order to get the
basic way of thinking and conceptualizing in the community and
for the community. If he must start with the known, he must

get to know these first (Fuglesang, 1973).

THE PERCEPTUAL PROCESS Various cbjects, events, and ideas of
the physical environment are transmitted into our perceptual

field each second, through selection and organization of



30
visible stimuli into meaningful forms. It is interesting to
note that there are some mechanisms within the visual circle,
which regulate the flow of such excitation (input) to the
brain (hopefully without serious less of previous
information). According to Haber and Hershenson (1973), the
process is referred to as trade-off. Faux ({1973) affirms
that, human visual perception ig determined by the gap that
exists between ‘‘what one actually sees'’' and °‘‘what one
thinks one sees’’, and how they both influence our attitude
and behaviour (Evans, 1957; Binney, 1976; Adler and Towne,
1981) .

Me Coding: Retinal projection of light cannot get
‘‘into’’ the optical apparatus directly, instead a transformed
representation of it called sensation. This process is
referred to as '‘luminous discontinuity.’’ Such visual coded
stimuli (information) is deposited and retained at various
stages according to McMahcn and McMahon (1982) and Haber and
Hershenson (1978), viz:

The Brief Visual or Iconic Storage - This is represented
by a simultaneous coding of a large number of visual features
from all parts of the retina, within a minimum of about a

quarter of a second. It gets instant fixture or it decays

(due to forgetfulness or irrelevance) .
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The Six Men of 'ndogtan
(Source: Adler and ‘Towne:)

It was six men of Indeostan, to see the elephant. Though
blind that each by observation might satisfy his mind.
The first approached the elephant’s broad and sturdy side,
bawled: ‘‘But its very much like a wall!"’
The second, feelina of the tusk, cried: *‘Ho!
round, smcooth and sharp? Tis
speari!’’

all

50 very
very clear, is wvery like a

The third apprcached it, *‘I
snake, '’

The fourth felt about the knee: '‘This
plane, tis clear the elephant is like a tree!''’

The fifth who touch tChe vary saxd: **‘Rven the blindest man
cati bell what thig resembles moot; thig ig very l1ike a fan!’!
The sixtl, 8eizing on the uwinging tail ‘|
elephant is very like a rope!’’

And so these men disputed loud, each in his own
opinion; though each wap partly in the right, and all wexe in
the wrong.

see, the elephant is like a

beast 1s very

see, the

Fig. 10: BSelective Perception.
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They argue further that it is virtually impossible to
perceive both the figure and the ground at the same time.
This is extremely important for persuasive communicators
(advertisers). In these case the object must be clearly
distinguished from the background. Thus, any
inhomogeneity does not arise, which could lead to
misconception. Certainly a figure which does not possess
identity is recalled with great difficulty, or not at

all, and may not be recognized or named easily.

Perceptual Grouping and Patterning - Patterns of lines
and dots tend to be perceived in the form of ordered

relaticnships. The gestalt law says that some groups are
formed from elements which are either spatially or
tempeorarily grouped together or closer to one another or
are similar in nature (Haber and Hershenson, 1973). Thus,
in part (a) of Figure 12 we see three vertical array of
dots because the vertical spacing is smaller than the
horizontal. In part (b) on the other hand, we see
hoerizontal rows because, even though the elements are

equally spaced, the element in the horizontal rows are
similar while those in the vertical rows are not.
Gestaltists believe the human mind has tendency to
organize visual sensations into what they call gooed
groups. Basic designs such as squares, circles, and

triangles are examples.
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Fig. 12:Perceptual Grouping.
Another principle that can be included in this category of
perceptual grouping is the principle of c¢leosure. If an
incomplete figures is shown to individuals they will tend to

produce a complete figure (by filling in) in their minds. For



N
N/
A4

{B)

Fig. 13:Geometric Juxtaposition




VINIOIN - VINEY IXEVO ‘SNNIAV IZV 'SHOH (21208) NOLLYHO4dHO0D WSINNOL ANV 3HNLTIND ¥OV18 3HL

1014d N)V1d

f r
Golaca nd

FROM CAIRO TO JOHANNESBURG




40




42

In the early twenties, if the price of a commodity was
low, that was sufficient to sell it. Subsequently, when income
started rising, people no lecnger had to buy the cheapest
products, they could afford to exercise their power of choice
and preference for something different or of better quality in
content and/or presentation. Sequel to that development,
proprietors became motivated and excited into increasing
quality and variety, and invariably cost. Because increase in
demand was due to population increase, the "availability" of
the product was appreciated, so higher income earning made
"variety" a well thought-of idea. The introduction of variecy
of products led to increased cost, making purchase bearable
only to a limit. Therefore, people were forced to become
more prudent in spending. Hence demand dropped, production
became a matter of loss (Reekie, 1974).

Eventually, firms became aware that to stay in business,
it was not sufficient to produce a well-engineered product,
the puzzle was how to sell it. The market had to be studied,
its varying wants assessed, and then a product or products,
tailored to meet them. Mass production depehded on mass
persuasion (advertising) through mass media to obtain the
turnover required from high unit cost of production.
Advertising is derived from a Latin word advertere, which
means te turn the mind. Nelson (1977); Fletcher (1978); Bovee
and Avens (1982) «claim, advertising 1is seen as ‘‘a

communication of a non-personal message through a paid medium,
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with the intention of influencing one or more pecple to
purchase a product or service or to understand and accept a
concept or an idea.’’ Apart from the fact that advertising,
when it is appropriate, creates awareness it alsoc improves
sales.

Yet, according to the marketing concept, this alone is an
insufficient prescription for success, the mass communication
must relate to a product which the market has an overt or
latent need for, and be carried out in a style which attracts,
rather than repels or offends the people at which it is aimed,
in terms of their characteristics, value system, belief
system, socio-economic status anc¢ other demographic profile.
Research is also needed to uncover the unigue selling
proposition (U.S.P} of the product, and even to determine the
appropriate design to be acceptable to the audience. That
marked the beginning of a systematic improvement in the
profescion called advertising.

EVOLUTION QF PRINTED AD Advertising in ancient and
medieval times was crude when judged by present-day standards.
From the 5,000 years of recorded history of advertising, it
was discovered that the basic reasons for employing the

technique was the same then as now, ‘‘which is to communicate

information and ideas to a person or groups of people in order
to change or reinforce an attitude’’ {Wright et al, 1982). The
first known printed advertisement in the English language by

William Caxton of London appeared on handbills in 1478
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{Kleppner, 197%; Faison, 1980 and Duyile, 1981). He was
adapting Johann Genfleisch Gutenberg’s idea of the moveable
type which was developed 40 years earlier.

However, the first advertisement in any language (other
than English) to be printed in a disseminated sheet {(medium)
appeared in a German news pamphlet in about 1525. But such
pamphlets did not appear regularly, since one published might
contain the news of the previous three years. It was from such
beginnings, however, that the first printed English newspaper
emerged in 1622 - the Weekly News of London. Subsequently,
there appeared the very first advertisement in English, three
years later.

According to Tijjani (1992}, a trace of the earliest
magazines on the other hand, was made in 1741 when two
individuals, Benjamin PFranklin and John Webber (both of
Philadelphia) put-up the publication of General Magazine and
Historical Chronicle for all British Plantations in America.
Unfortunately both ventures backfired, the earlier lasted only
3 months, while the latter 6. However, a lot more magazines
came-into and out-of existence, with one thing in common, they
were literary in orientation. Until in 1870 the use of
magazines for that commercial publicity was not given a place.

It appeared only monthly and was published by Scribner.
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Elaborate studies to measure the effect of advertising on
sales were carried-out. It was concluded that advertising has
its one function, which was the influencing of human
psychological minds. Unless advertising does this, it 1is
useless and uneconomical to the firms attempting it. Hence,
artists were employed, according tc Scott (1978) and Wright et
al (1982), to construct appropriate illustrations, and skill
typographers vied with each other in setting-up text in the
most sensibly artistic and convincingly legible manner
possible. Therefore, evidence emerged as early as 1710,
Kleppner (1979) claims, of "competitive" advertising, as
contrasted with "pioneering" advertising that aims at building
acceptance for a previously unknown product. Printed
advertisements were in general use by the mid-eighteen
century, he concludes.
2.3.1 THEORIES OF ADVERTISING

The main current theoretical formulations of advertising
process can possibly be divided into four groups (Tijjani,
1992) . They are: the pressure response theorieg; the active
learning theories; the low-invelvement theories; and the
dissonance reduction theories.

PRESSURE RESPONSE THEORIES OF ADVERTISING -~ It is

emphasised that advertising pressure or weight on the beholder
can improve advertising effectiveness. Hence repeated
performance can serve as a positively tempting reminder.

However, the implication 1is to determine whether the money
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on the other hand may out-of-obligation - have to persuade
young people to take up appointments in 1its industries and
parastatals. This cannot be done effectively, with small space
classified advertising, instead the large-space “impactful"

advertising must be adapted (Fletcher, op cit).

Government Information: Government believes that they
have the responsibility of the citizenry to bear, hence, can
go to any length to do so. For instance, at this age of H.1.V.
(AIDS) or over explosion of population cr during the time of
elections or in terms of any other Iimportant news, the

government tries to keep the public abreast through its own

media and other private ones.

National Needs: Government also advertises with the
intention of changing public attitudes towards public
properties. This could be in form of human or material
resources. For instance, campaign for road satety (for the
gsafety of human lives), to conserve waters; reduce smoking;
plan families; stop drug trafficking and or smuggling.

Different from private advertising, government
advertising is subjected to certain requirements and
constrain. For instance a manufacturer launching a new soap,
may discriminately choose only to advertise in such
publications most likely to be read by potential purchasers of

his soap. Whereas government publicity is aimed at every
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spent is justifiable. Tijjani (op cit} affirms that this can
be done effectively through studying the relationship between
the advertisement and product sales over a period of times.
Dedications can be made later to arrive at the true position.

Also, it may be arrived at inductively, usually based
upon the use of response functions transformed from other
disciplines, such as psychology or physics. If the consumer
gets convinced from the *'‘experience good’’ advertising, then

the, advertisement is referred tc as being heavy.

ACTIVE LEARNING THEORIES IN ADVERTISING - Information
about a product attributes which is noticeable by a consumer
is communicated in a persuasive manner. These attributes can
be sensory, evaluative or emoticnal in context. If the
communication is persuasive enough to improve consumer
attitudes towards the attributes, their attitudes towards the
overall brand will improve as well. This improvement in
overall brand attitudes will concomitantly increase the
probability of purchase.

Hence, the theory ccntaing three elements:
information that is learned, attitudes that are changed as a

result of learning and a behavioural responds due to attitude

change (Tijjani, 19%82).

LOW-INVOLVEMENT THEORIES OF ADVERTISING - A great deal of

advertisements are absorbed by the consumer, however, with no



48
conscious search, appraisal, or resistance. It simply goes
into storage. Invariably, repeated storage may cause a change
in the consumer’'s awareness of the brand. Leading to the
pessibility of purchase, even though there has been in the
process - no overt change in the attitude. After purchase and
use attitude may change, but it is only as a result of brand
experience rather than as a result of advertising pressure.

Thus with the low involvement hierarchy of learning,
there is a gradual shift in perceptual structure,; aided by
repetition activated by behavioural change situaticns, and
followed at some time by attitude change. Hence the
significant conditicn of high or low involvement is not that
one is better than the other, but that the process of
communicaticn impact are different in the change process that
are at work. Hence learning may affect behaviour without the

intermediate necessity to affect attitude.

DISSONANCE REDUCTION THEORY OF ADVERTISING - Cognitive
dissonance occurs when a person perceives or experiences a
distortion from his perception of what is "normal" or “real”.
The theory was originally formulated by Leon Festinger.
Described as a "negative" drive state, occurring when two
cognition (such as idea, belief, opinien), that are

psychologically inconsistent are held simultaneously by the

same 1individual. For instance, a source (having low

credibility as a result of irrelevant aspect associated with
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it) attempting to induce a behavioural change, rather than
merely a modification of attitude on a receiver who has a
definite attitude. If pressure is put on the receiver's
attitude and value to comply with a discrepant behaviour, then
"obviously the intensity of the felt pressures to comply will
be a determining factor in how the receiver will comply and
the attitude structure will remain unchanged (Tijjani, 1952).
1f the perceived pressure is indeed great, the receiver will
comply in a behavoural change, but with no guarantee of an
attitudinal change (McMahon and McMahon, 1982).

Interestingly, all these theories form an agreed
consensus on how consumers’ behavoural change represent a
reaction tc advertisements, whether pesitive or negative,
leading to particular reactionary results in the market place.
Without which the advertising practitioner, cannot be certain
that every advertisement he makes will accomplish its intended
cbjectives. Such objectives that combine to form consistent

professional excellent results cannot be obtained by mere

assumptions.

2.3.2 FORMS OF ADVERTISING

Imagine the journey a product undertakes - through the
process of distribution - from the production point to the
point which it is bought by its users (consumers). Advertising
is one force that moves that product along (Kleppner, 1979).

The destination in this case is determined by the class of
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product and the advertisement method adapted. Interestingly,
advertising method can be classified according to its
function. Each functional classification possesses its own
distinctive characteristics, {(Wright, et al, 1982). There are
those class of advertisements fcr the consumers and those for

businesses and professionals.

CONSUMER ADVERTI G

Because different advertisers have different aims, the
consumer advertising like the name implies is directed toward
the consumer. Infact, according to Fletcher (1978) and Wright,
et al (1982), this category 1s what most people think of and
refer to as "advertising". Viz: (1) National Advertising (2)
Retail Advertising and (3) Direct Mail Advertising.

National Advertising: is done by a manufacturer of a

consumer product or service for the purpose of convincing
consumers that they will benefit from the purchase and use of
a product whenever and wherever they do go. It is also called
"brand name" advertising (Nelson, 1977; Wright et al, 1982).
The emphasis is on the product rather than on where it may be
purchased. Price usually is not menticned. This category
denotes mass markets extending from coast-to-coast and call to
mind names as General Motors, Zenith T.V. sets, Nasco Groups
(at the local level). They are found mostly in slick magazines

and the broadcast media. Although some of them appear in

newspapers.
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However, Wright et al (op cit) assert that, when a new
manufacturing firm appears on the business scene, it usually
does not seek immediate national distribution or coverage;
funds are restricted, production capacity is low, personnel
are few, aund distribution knowhow is limited. Hence,
concentrates in the local community, and as conditions
warrant, until a ripped time arrives. Even well established
companies often introduced new product item on a limited

regional basis, by first of all planning and testing markets.

Retail (Local) Advertising: This is undertaken by a
dealer who sells directly to the local consumer. His coverage
certainly has to be none other place than within his catchment
area, strongly locally biased. Chief among such advertisers
are department stores, supermarkets, filling stations, drug
stores, specialty shops, and other retail outlets (Kleppner,
1979; Faison, 1980). It tells what options can be coffered-
price line, sizes, colour and fabric. Its major purpose is to
establish an appropriate store image, for consumers, where
probably they will buy some of the unadvertised items and
other advertised cnes on the spot. It is characterized by mass
appeal with price mentioning alongside, expectedly repeated
purchase throughout the year, and the use of the local press
media more than television.

Direct-Mail (Quiet Medium) Advertising: It is undertaken

by retailers not readily accessible te consumers. The product
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advertised is ordered through post by letter or coupon (cutout
from magazine or newspapers). It enables the advertiser to
reach where he wants, without the possibility of surrounding
editorial articles distracting the reader from his message.
The direct-mail advertising, affirms Faison (1980), is
actually a medium capable of reaching millions of people
quickly, it is also more personal than other media. It is used
heavily by food stores, department stores, and lots of other
small retailers. Industries are also heavy users including
catalogue houses, boock and magazine publishers, and
pharmaceutical manufacturers, which mail literatures or sample
directly to the public.

BUSINE R SSIONAL ADVERTI

On the other hand, that category of advertisement which
a great majority of housewives, students and other domestic
consumers hardly ever come across and know little or nothing
about is the one referred to as business and professional
advertisement. This includes: (1) Trade Advertising (2)
Industrial Advertising (3) Professional Advertising (4)
Government Advertising.

Trade Advertising: It is an advertisement meant to
persuade retailers, wholesalers, or brokers. In this case they
are the consumers. Hence, to reach them, the marketer will
advertise giving news about the product, especially price,
special deals, packaging (Kleppner 1979). On the other hand,

however, the advertisement may tell about the success the
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product is having with public and with other retailers. All in
an effort to establish confidence in the expected customer,
that is done te show the possibilities of high profit the
store can make by stocking and selling the product instantly
{(Nelson, 1877). To do this, however, they use some Jjournals,
most of them highly specialized, plus direct mail. This is
done in order to find out the innumerable technolcgical
developments, large and small, that go on throughout the

industry inexorably and continuously.

Industrial Advertising: In buying raw materials,

machines, equipment, spare parts, and cperating supplies, to
use in manufacturing the good they sell, manufacturers became
customers too. In this case, purchase many run into a very
large sum of mcney (i.e. high stakes). Hence the purchase
decisiong are made on a very rational basis-never for or by an
individual (Nelson, 1977; Kleppner, 1979; Faison, 1980).
Prospective buyers are usually very few, they tend to be in
concentrated geographic locations. For instance purchasing
an electricity transformer by NEPA. NEPA in turn is a

manufacturer and supplier of electricity itself.

The advertisements are directed towards showing other
manufacturers how they can benefit from a purchase.
Appeal of quality service, durability, and economy are
stressed. To do this, they rely on word-of-mouth

recommendation or direct mail; sometimes by visits by
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sales representatives; most of all they learn from their own
highly specialized trade, technical and industrial journals
(Fletcher, 1978). However, the campaign in this case may not
be as flashy or dramatic in their impact as the multimillion
dollar spectaculars sometimes used for consumer product
advertising. For instance, the recent contract signed between
Pepsi-Cola and Michael Jackson.

Professional Advertising: No doubt, the professional people
are docters, dentists, designers, lawyers, and architects,
they usually advertise their services for desire of obtaining
clients. However, this is not what professional advertising
connotes. Instead, it is advertising aimed at the professional

person himself or herself (Kleppner, 1979; Wright et al,

1982) . Certainly, their role is to prescribe or recommend
certain products, which are at best inducement - to the
patient - or Dbinding - in forms, for architectural

specifications.

For instance, the physician designates specific drugs
through the pharmacist, and the dentist recommends a certain
toothpaste. The architect specifies a brand of insulation
materials to be used in the house being built under his or her
guidance. Hence, because the professionals’ career success
depend upon client satisfaction and as a result of sale of
specific goods, it is beneficial to keep abreast of the newest
developments in the field. This they do through constantly

reading professional journals and their advertments (Wright
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et al, 1982).

Government Advertising: Fundamentally, government
is a large - if mot the largest - advertiser in our

society today. Judging the rate at which it tries to
creale awareness as regards policies that affect the
public through their different ministries. This can be
locked at under three key sections:

i. Government recruitment

ii. Government information

iii. National needs.

Government Recruitment: Very rarely do private companies
ever want to recruit more than a few dozen people at a time,
whereas government seeks more than just a few hundreds, infact
thousands, for nationalized industries and parastatals.
Secondly, and importantly government recruitment is different
because they invelve people (usually of young people) in a
total change of life-style (Fletcher, 1978). Trying as much to
reflect a federal character. This is quite different from most
commercial or private requirement, which is very strict on
relevant experience not minding geographical, ethnic or
religious dispensation. Government advertisements call for
people from all walk of life. For instance, the forces.

The private rvecruitment advertiser may rely fully upon
the use of small-space classified advertisement feeling he or

she is even doing people a favour advertising. The government
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member  of the populaticn, hence, must be placed
indiscriminately. In addition, the government advertizing is
subject to closer critical scrutiny by public at large than
the rest of advertising.

So far, the points mentioned above represent a class of
advertising, that is, DIRECT advertisement. However, the
public is exposed daily to another form of advertising which
igs INDIRECT in nature (Bevlin, 1%73; Nelson, 1977; Faison,
1980). It is on the other hand, effective for building a
reputation and establishing the desirability of a product or
service, with an emphasis to the future as well as immediate
results. A sub-category of indirect advertising is the
institutional advertising, which has as its aim the creation
of goodwill for a particular firm or organization. A subtle
form of institutional advertising is the sponsorship of some
artistic epndeavour (drama, art, or music, for example),

alongside advertisements that gquietly mention the company'’s

participation.

2.3.3 ADVERTISING AND SOCIETY

Advertising impinges upon all of our lives, hundreds aand
often thousands of times each day. The media through which it
can be undertaken are vast, however, the most commonly known
and used are: television, radio, newspapers, magazines, out-
of -home, such as, outdoor (billboards), posters, handbills,

shopping bags, calendars, stickers, banners, transit (on
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buses, trucks) and even verbal persuasion. There, they attempt
to get us, tempt us, inform us and amuse us (Fletcher 1978).

Interestingly, the magazine, the medium from which the
focus of this research derives, proliferated in the nineteenth
century (Nelson, 1977). In the case of Nigeria however, the
first weekly news magazine "The Service Magazine", was
published in the 1960s (Duyile, 1981). It thereby created the
need for advertising agencies to Keep track of many
periodicals. Magazines appear in so many formats and
frequencies, serving diverse audience and fulfilling variety
of purposes. Some exist primarily tc make money, some to
spread ideas, some to serve members of an organisation and
some to do a public relation job. Wright et al (1969), Sissor
and Petray {1976), Nelson (1977) and Faison (1980), agree that
magazines all have one thing in common in that each is meant
for a selective audience which share a common interest, taste,
hobby or special point of view at a given point in time, such
as: football or fashion fans, cooking enthusiasts, or even
those interested in marketing events, etc.

Technically, they include: general news, monthly,
bimenthly and weekly magazines; women’s or men's or children’s
magazines, foreign links, business, sport, romance, comic,
religious, regional, trade and professional magazines.
Magazine advertisements often seem to represent the best in
current design thinking, because the space it occupies is

expensive hence it makes it particularly stimulating to use.
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Furthermore, it is meant to be seen several times (i.e. a
longer life span compared to a newspaper), because it is
produced by highly creative people in advertising agencies
(who are specialists in presenting ideas very concisely and
clearly) .

The gquality of the paper on the other hand; the gquality
of the reproduction for both black and white and colour; and
meeting with the needs of the audience, makes it a worth-while
venture for manufacturers (in search for an interest
stimulating visual experience for their product). The
proliferation of contemporary technigues and equipment offers
a great deal of creative freedom, infact, the ingenious
potential on magazine advertising design 1is boundless,
creative imagery is accorded high eminence.

Advertising has really beccme an integral part of our
every day human endeavour - that the effect on a world without
it would be dramatic, to say the least. The designer must
strive for immediate visual impact to engage the audience with
his or her illustrations, because all design considerations
are planned round it. He or she must be very aware of how
people react to shape; size, line, texture, celour - and
aesthetic ideas. Interestingly, a combination of beautiful
illustrations, types, and colours can produce an expression
full of fantasy worthy of the most noble content, which builds
a lasting consumer preference. Magazine illustration tends to

be more casual, flambouyant and colourful, the design can



60
follow modern style and fashion closely with very slim chances
of going out of date (Bevlin, 1977).

Apart from the fact that an advertisement, when it is
good, creates an awareness of the product and it also improves
csale. Hence, Starch (1978), affirmatively, states that there
should not be a failure to make all advertising literally
truthful and dependable, so as not to weaken 1its
effectiveness. it does not however, necessarily imply that
all advertisements should furnish facts, but then it is
certain that it should not furnish falsehood. For instance,
a copy. ‘', ..'Nothing’ works faster than ‘Anadin’.’’
Evidently, in a philcsophical sense, if this were sco; then it
would be better to take ‘Nothing' than to take ‘Anadin.’
Funny, is 1t not? Two things must be borne in mind when
conceiving a theme for an advertisement: First, is the choice
of words and secondly, 1is the choice of wvisuals. It is
doubtless, that the use of a word or visual at a certain
instance (by the advertiser) may convey a different meaning to
the consumer. Sometimes on the other hand, it is a mere act
of over-exaggeration. An example is the case of a popular
Nigerian advertisement; the joy toilet soap. Joy girl, simply
walking down the street left half a dozen of men (caught a
glimpse of her) in a state of stupor. Agreeing with the fact
that every advertisement sells its favour (Nicholl 1973;
Faison 1980), even with the employment of humour, which is in

vogue in recent years, a successful advertisement is certainly
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the truthful one. poubtably, however, for the sake of
exitement, a tactful make-believe is accepted in advertising.
Fundamentally, the mass media (in any society) have four
major functions, which are to:

serve as conveyors of information to the population;

2. serve as a means of socializing the population in terms

of attitude, value and believes;

3. provide entertainment for the members of the cultures;
and
4. serve as a forum for those advocating social change.

Only when not interfered with, the sky remains the limit
to the successful achievement of those functions. However,
advertisers suffer dictatorship from most manufacturers, not
minding their professional stand-point (Faison, op cit).
Nelson (1977) argues in support of the non-recognition of the
designers' important vrole 1in mass marketing techniques,
denying them of their rightful statusque in today‘s society,
Interestingly though, with the appropriate motivation and full
freedom, advertisers 1in the society have always tried to use
that strategy which will sell their clients’ products better,
with a high profit return. For instance, an Area Coca-Cola
Director in Rome got an instructicn from his boss to contact
the Pope in the Vatican City and see if he would get him (the
Pope) to appear on a Cecca-Cecla sponsored commercial. The
sense in this touches on advertising and the society. The

Pope was to be rewarded with two milion dollars if he could
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agree to appear on the Roman television or radio to add the
word Coca-Cola to the familiar Christian prayer of - Give us
this day our daily bread. That is, ‘'‘Give us this day Coca-
Cola.""

It is doubtless, however, that his intention wag to boost
the sales of Coca-Cola. Of course the Pope turned the offer
down (it was pure sacrilege). Instead he chose to offer
prayers for the Area Director (Idris 1983). What is indeed
worth knowing here is how far advertisers would go to bring
their preoduct or service close to our door step, through
attracting and arocusing the consumers’ interest and hence
luring them into buying. An attempt to really satisfy the
manufacturers who may not have had such creative thinking in
mind, rather the patronage of their product, the means and

methods surrendered purely to the paid advertiser.
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Colour in Nature

Fig. 17:






