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ADVERTISING MESSAGE
DEVELOPMENT: A CRITIQUE OF THREE
PRINT ADVERTISEMENTS

Muyiwa Popoola
Lecturer, Department of Communication and Media Studies
Ajayi Crowther Universify- PM.B.1066
Oyo, Oyo State, Nigeria.

Introduction

dvertising 18 sometimes erroneously conceived by some

people. The mere mention of the term creates a deluge of
impression On their minds. To them, the word simply

depicts fictitious and deceptive package of message for the

absolute purpose of making sales by covering the €yes of the public

with dark wool.

To these people and other subscribers 10 this school of
thought therefore, advertisements are misleading because they
invariably exhibit the significant attributes of 2 product, idea or
service with the aim of winning the emotions, sentiments and
patronage of the public.

There exists however a particular group of people who have
strongly argued against the notions of the above thinkers. This
group represents the prof essionals who believe strongly that there
is noO correlation between advertising and deception. From their
points of view, advertising, s @ communication tool, has the basic
objective of creating awareness fora particular good, product, idea
or service, and that it is an act which is no way related to any
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In view of th
. ese contrastin ini .
question ¢ . g opinions, o
e Senseo?n;?iz to mind. What then is advertising i}‘:eitslmp(;rtam
defiised as o Systr: rﬁ Pl;f)fesswnal_ perspective, advertising ggaldagd
potential audience abgutcimmqmcati“g a sponsored messagl; to z
orservice. € existence of a particular product, good
Dominick (1990: s o )
Communicati -363) in his book, The D o
Presentat;ggtmn& sees advertising as, “Any formygt? f(;“ i
paid for by a;m'd promotion of ideas, goods and servicn iy
Bovee and Arer:s ??S;IZCC; )s(]j)of{lsor. From their own pojmzsollis‘l’{auy
3 . : cline advert' 1 13 1ew,
communic . v i1sing as, “Th
Persuasive?ltllon o Information usually }gﬂaid fore zog e
identified nature about products, goods and servi nd usually
Cl sponsors through various media” rvices, or ideas by
osel
. Markefj,}; resla:)ed to the ones above, Giles (2005:89). in hi
communicatioﬂgd. ubmits that advertising is, “A no- > 1N nis
in order to prese ltl‘ected at a target audience thl:ough Vaf?o pfﬁrsonfal
cost of the med?a 2;3013;0?0% products, services and idel;bsT?[E}i:
) , lime and ad . 4
a ve 3
- i‘;ﬁome by the sponsor orsponsorafhsel'“ent production, he
erent | vd -
v Pidamients) ltI:) ;h:fe definitions are some basic elements which
itis paid for unlike blﬁ?a.r conceptualization of advertising. Fir %
personal, when publicity which is not paid for. Second] g.'t irstly,
process }s callez personal or face to face presentation is 1{; ldIS_IlOn
complement to. o perslc)ma] selling. Even though advértis.a ¢; the
; » Or a substitute fo . Ing is a
15 through : r personal selling, tl .
televisioﬁ. Tﬂleie n.ledla such as newspapers, gn’m]g‘zgil‘ssemaupn
S SonaTaelite o 15 a close relationship between adv e, radio,
Thirdl g l:“ they are two different activities SrHsig and
rdly, t : .
be advertiseg Wle:irlecm:]hsé b? Proﬁucts, ideas, goods or services to
sponsorshi ourth element is the identi
difficult £ (;f;h\sf:len ‘the source of an idea is unknoinldf:ntlﬁable
S Casee idem?;;.wer to evaluate the merit of the idea lInr?'dy l?e
, ing the sponsor is the prime j urpose .behiﬁgtilm
he
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advertisement.
Lastly, advertising involves comm

there should be the availability of a channe
which it can be passed across to the target audience.

unication. Therefore,
| or medium through

The Media of Advertising ‘
The fragmentary composition of the different types of advertising

can be rightly claimed to have in one way or the other, been
responsible for the multiplicity of the advertising media. It should
be made known that the type, nature and objectives of the
advertising campaign can greatly influence the medium of its

propagation.
ifically four main groups of advertising

There are specl
media. These are the electronic (broadcast) media, the print media,
the traffic or position and point of purchase media. The electronic

media are further divided into radio and television.

an effective above the line
bility to break linguistic and
ntertain a person at

Radio: This has been described as
medium of advertising, because of its a

illiteracy barriers. It is highly mobile and can e
any location and at a particular time. Radio serves a more

prominent role for national advertisers, because of its reach and
frequency potentials. Itis a relative low-cost advertising medium.
The major drawback of radio advertising, as made known by
Wright (2000:145), is its lack of visual elements; but creative
people have described radio as a theatre of the mind in which
listeners can imagine their own personal pictures of scenes and

products.

above the line medium, television
ful and indispensable vehicle for
udio-visual appeal,
tion and emotion,

Television: Also described as an

has turned out to be a very power
both national and local advertising. With its a

television's combination of sight, sound, mo
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g

on television is mo i
: § more expensive than tha I
leading advertisers still prefer it to u:)therst B e i

The print media are also se

magazine. gmented into newspaper and

Newspaper: Newspaper advertisi
b ) vertising offers permanen i
1end§ itse;ff;e?;:a?omt to researche!'s and advertisingcgéerr?ct:rifsv?i
i conveni,eﬁsl well as national advertising. Provinc: 1
e tly serve the local need, while natio lal
- et g medlum.ernational advertising. Th ltla-
wspaper advertising is that it demaf&s ae IIE?JO:"
0

functional lit :
eracy. This 1
e st may affect overall marketing objectives of

Magazjne. Th I
. I'he magazine shares simi _
newspa R similar attrib _
betwelgje ]f&:;ea?\soegually similar disadvantages: bututt}?; d‘i”f}th the

is that the magazine has more durability thﬁ?ﬁ:

newspaper. [
per. It offers good demographic selectivity, geographic

selectivity, perm
/> anence of mes
reproductive quality, sage, secondary readership and good

Other Media: The domi
the billboard. Bi nant among the traffic or positi "
streets as wgililsutliloalrds i e i g lligh£ajst;0nfLT§: ity
Skt o Tt 3 c(ifv_apdscapez along the highways, with osflty
manufacturers e;nd Lsmg audience of the products of \i? s
ol e . htt( ;()Ose'rvwes of many businesses Iirlct)]llls
s i ot promot%on : 0:331), point of purchase adver.tisin he
adjacent to retail g- materials situated in, on, or immedji T
advertising impressi istribution points, designed to relétely-
purchase advertisinS lons and actually sell merchandise.” Po;griftelf
influence the buying decision o,f tlllsep:gnscjrrlffs j I(I:t? It]l% Othegs )
- e product,

 According to Doghudje,
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good, idea or service.

Advertising Agency: Meaning, Functions and Classification
(1999:41) advertising agency is a

professional organization with experts in the planning, preparation
dia for the clients. The

and placement of advertisements in the me

clients are usually profit-making business enterprises. But, they
may also be government departments, individuals, political
candidates, associations or other organizations.

Really, advertising agency is an agency for the media not
for the manufacturer. It is paid a commission by the media owners
for selling their space or air time. Strict advertising functions are
the main pre-occupation of agencies. But, they are by no means the
only function in these days of competitive advertising. Agencies
now engage in research, promotion, and merchandising as well sas
public relations.

The advertising agency business, as reported by Kleppner
(1973:13) started in 1841 in Philadelphia by Volney B-Palmer who

went into the business of soliciting advertisements for newspapers

as a sale agent on a commission basis. It could then be said that

advertising arrived following the printed word through newspaper.

In Nigeria, the advertising agency business commenced in
1928, with the establishment in London of, “The West African
Publicity Limited”. This pioneer agency gave birth to what is
known today as LINTAS LIMITED a full service advertising

agency based in Lagos. The advertising agency of today has
advanced a long way; from the space salesman of a century ago, to
¢ appropriate t0 callita

the extent that some feel it would be mor
marketing agency. These modern advertising agencies have
incorporated what is called, Integrated Marketing
Communications (IMC) as part of their functions. The American
Association of Advertising Agencies, as mentioned by Okigbo

(1995:219), defines IMC as:




Another classification criterion is what
classification. There are full-service agencies
client services such as marketing and adverti
research, creative work, media assessment, s
Another type is the consultancy agency wh
advice and monitor progress of products.

research on client's products and services as
result of research. They org

agency's staff.

that res
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A concept of marketin

g communications planning,
that integrates a varie

ty of strategic disciplines, -
general advertising, direct response, sales promotion
and public relations and combines these disciplines to

provide clarity, consistency and maximum
communication impact.

This new phenomenon of IMC
advertising agency. It

advertisement and plann
likely be read by potentia

has changed the role of the modern
is no longer restricted to producing
ing them in the media which will most
| purchasers. Instead. the agency begins to
study all the ways in whichits client's business could be increased.
There are different ways of classifying advertising agencies.
Usually, agencies are described as small, medium or big depending
on their billings (volume of business that can be expressed in

monetary value). Doghudje, as quoted by Okigbo(1990:36) notes
further that:

In the 1990's, an agency billing under N5million
will be described as small; that billing between N5
and N10million will be described as medium while
the big will be expected to bill N 10million and over,

is called functional
which generally offer
sing planning, market
election and purchase.
ich offers professional
They also carry out

well as evaluate the
anize workshops and training courses for

In-house agency is another one. It may be a development
ulted from the dissatisfaction by clients with all the essential

. affected
ency functions (full service or con_sultanC}’)-tj"“i)hy «killed
iimpanies locate their own aggncllcst tomiggsider Worwiys
i in agency services. The last to foe
i;OfeSSlo;salscllrilEAgT]Vg BOUTIQUES which are prod;c;;c;y
i T duction of advertisemen
ies that specialize in the pro 2 e WA
Compglxlrleerstitsing pagcncies and in-house advertising un\:;ters
- 1aanies Personnel include art dlrect(;IrS, ISSEZe iingle;
(l:i(t);ographers, radio and television producers who p '

and commercials.

Major Departments in an Advertis_ingAgt:am‘:y gl
Most agencies are organized according to basic s
anzlsthegfunctions performed by the prac?ﬁmrﬁgi anthe ?o]lowing
i wi
erein. A modern agency iy
gor:rtrg::nts The Media, Client Seer'ce, Accounts, tI:c:s
Pﬁfnning Production, Traffic and Creative Departments.

ja Department : _ oy
%‘ﬁfsﬂi{segéicerﬁed with the philosophy and placrllplng Slfe tlg;slé e
dia, the selection of specific medium or me 1?51] o e
Lne the: ordering of space and time on the basis 0
e’

product, idea or service being advertised.

o CﬁemServwetaDsfsptz;l;:’gZ:)artlnent links the agency v:/ilth ltcs1
A'S s s 56 t?ulg%o er;sure that client's advertisement neg,l S Elt?le
et tisfactorily handled. This department handles =
Or‘dersl,' . S;ls especially the contact report whlqh isa dgcun:nc
cES?\'libn;ilc:business transactions between the clients and agency
S

and indicating decisions reached.
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The Accounts Department
This department handles the
and dealing of this agency.

The Research and Plannin g Department
This department carries

advertised to know its qual
market performance of the

out research about a product to be
ities and attributes and also to know the
productafter being advertised.

The Creative Department

This department, which serves as the rallying point of emphasis,
comprises the copywriters, visualisers and art directors who
perform the functions of preparing the advertisements.

The Production Department

When all the necessary work on
completed, it is the job of the product
job to a perfect worth. This entails
production after the crea
the copy.

the advertisement has been
ion department to turn out the
the mechanical aspect of the
tive department might have done justice to

The Creative De
Agency Business

In the past, it was easy for manufacturing companies to sel] all they
had without trying to advertise their p

roducts to consumers, The

ruling business philosophy at that time was: “If you build a better
mousetrap, the world would beat a pathto yourdoor.” .

Along the line however, the pendulun

1 swung over in favour
of the consumers and the consumers' market which subsists to date

partment as the Livewire of Advertising

financial matters, records, transactions .;

1
1
4

4
b
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i ; ust be
The consumers are now the king and lhderetforeblll‘r; -
- encouraged, influenced and persuaded to
bei le; .
t(s) being offered for sa 3 o
?TO?E: (fa)ce of keen competition, each manu'f?‘thlgon%
" y any now tries to evolve a cluster of value S?tlljs'?ralher
‘s:zg;lptha{ the consumers would want to deal with 1

than its competitors.

[- . . ] ] ]

: ing through. .
effccth;\ON‘i;Y ?riﬁaliizgstand ?)oint of the functions performed by

. ion of the
the creative department as made knqu in our expianatit i
jor departments in every advertising agen f’ ¥ that is
majce)zrntation churned out from the creative department U
i fthe products.
i he consumers of the p the
percewgiat\)/)i];g in mind the two challenige§ fE}l_(;::d C?Zative
: - i the personnel 1n
cturing companies, . offers the
glal;?ttl?lent dognot just produce any agivertlsemen‘te,(i bli; aavelop
nzgel creative and big ideas which are ;slt influence and
dver’tisemems that will not only encourage, d products. This,
. rsuade the consumers to purchase the advertise tg meet up with
\p:ith alacrity, helps the manufacturing companies
the challenges and remainproﬁtlz:ble 1;11;)11:11:11;15: o S
: W S
Some people may ask: ; of advertising
department aspthe livewire or thﬁ: engine room n?: E::ople e
egncieS? The reason lies in the S.‘%lller.lt fact that 50 oEtant o
?g reparé the advertisement; which is the most imp
op - :
i agency exists. o ol
i eve;}f zg:;ﬁg ltr(;g[)ogghufilje most of the otherd:clctl\tf‘lt1ers.e(:1ft lt:;
C 2 o G
to the en :
isi rocess are means : ] o baothee
agverrtt;;:lgeng and the final end of creating advertlst:n;g;lzng he
maximization of profits for not only the fim employ

advertising but for the agency as well.
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N news(;;);l::glrle;ltl.y, t%us argument is simple and logical enough.
i ofgth nization foz: example, the editorial department is
s ¢ organization because it is through its personnel
i ef 0per contents are prqduced. Without this department
Sl whl;t Wiﬁgzmz;tlon can exist. In the case of an advertisiné
depam;]em b e the need for the existence of the client service
advertisement fr:lI: tllfe ngriectr"ezgr‘;f tdq')ta rr)menli et gl
department? What does the Sl
im ‘ ‘the media planning and resea
. ";‘pel tiVI:ZI;L ];i_ ?rc;celnnt ‘t?hé: mec.ha ifno adye.rtisement 1s prepared by Ef)}el
the agency revolve ai'ou?:::ldtllg;);}tg:tzgtwni‘ils)Ofmhe'r o
Very important however, at th(i;: i Ve
T : nt he 4 Juncture, is the fact i
| ES p::l: e:s 23; Jl.::Sl: :ronzlder;ng the position of the creative deptahr{tiltnt:;?
e Mge .w1th the responsibility of preparing the
e m S;) ore f‘ImPOI:tar.lt than that is how the department
around which an advertsement s bl o et Toie e L
o j ( uilt or created. This big idea i
ofthegarj‘t;: Iinitstgrr;téortl, ISnakes impact and brings about memgrabilitl;
Digiielletisona :121 A uppomn% this strongly, Ogilvy, as quoted by
i A ).posus t_halt, unless an advertisement contain
g al,)l \;Yl I pass like a ship in the night.” N
departm;lrt 1ne:;st(()) notle is that th; combined product of the creative
ol broI; . nne copywriters, visualisers, art- directors
o) thro(l:las}t1 producers, is Fhe creative nucleus, which is’
sl Nog t }:he production process into the final
i per.son wi ¢ unmatchable creative functions performed
i o Sz bat d;fferent stages of production of the
o e easily regardeq as a creative process. What
e preparationlsf at absolute creativity is implied in each phase
be provocative andopeer‘sflejgi?i‘:):ttlitl;: 1;1; I:t, 1; fl:he L
rtofthe co
As amatter of fact, the majority of the creagili:?f;:.s beginin

the co iters' mi
pywriters’ minds. The reason for this is not that writers are

1 A A A RV 548 DS 4K
s . o i 1
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blessed with more creative genius than other personnel in the
creative department, but, because they work closer to the basic
information or the brief sent by the client service department.
Therefore, the, creative process begins with them and ends with

the art directors.

Copywriters and Creativity
Taking for granted thatthe meaning of an “all-purpose copy” may
jeopardize the completeness of this work. This is because many
people misuse or misinterpret the term, and the comprehension of
the term is germane to the understanding of the copywriter's job.
Copy includes all the elements in an advertising message, either
printed or broadcast. In this sense, as defined by Wright (2000s),
“Copy of a newspaper advertisement includes not only the reading
matter headlines, subheads, picture, captions, seals, logotypes,
slogans and body text but also pictures, trademarks borders and
other illustrations or visual symbols. Copy for a television
commercial includes not only the words to be spoken by the
characters in the script, but music, sound effects, illustrative
materials, actions and camera cues”. Therefore, according to
Wright, in a restricted sense, copy refers to, “A typewritten
material which is to be set in type of printed media or spoken by

announcers for broadcast transmission.”
The copywriter's creative job divides itself into two equal and

unwavering parts:

(1) “A never-ending search for creative ideas the “What to
say” in an advertisement that provides the brilliant solution
to an advertising problem” (and)

(2) “A never-ending search for new and creative ways to
express the creative ideas the “how to say it” and “how to
show it” techniques of preparing an advertisement that
provides the brilliant execution of the ideas he wants to

convey.”
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In the search fo i

r these creative id
express them, the co e
overlapping creative t
and copy styling.

Copy thinking

In thi i
is first step, the copywriter gathers facts and the facts which he

looks fi i

e ;; ]w;g v\:ttl}ll theftype of product and the type of advertising

consumers, andg Whers' acts about what the product will do for the:

Py }?t it would not do. He gathers facts about the

e €y men or women, housewives or caree
2 ! Twelve basic creative-fact-gathering questions si::

about the product itse] :
elf and six abou
answers to by the copywriter tthe consumers are provided

| :
) What is the product made of? The ingredients or raw

materials that go into the i :
production
source of effective sales ideas. T N

2) How well is it made?
3) What does itdo?
How doesitcom i iti

. pare with competition?
3) How can it be identified? e
6) How much does it cost?

E?;ﬁ;?imia] factsabout the prospects are gathered
y men, women, children, st
s , stude ?
g) W.hat age group dominates? g
1()) Isincome a critical factor?
1 1)) Does.occupation affect the purchase?
Who influences the purchase?

1 isti
2)  Whatother characteristics identify the best prospects?

0 ;
nce the copywriter has collected all possible data about the
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. the creative ways to
p)lrjw'rlter employs three separate, th)c[)ugh
echniques: copy thinking, copy étructuring

product and the prospects, his next step in creative copy thinking is
to develop from these facts what is variously called a copy strategy,
copy platform or unique selling proposition. This is nothing more
mysterious than a concise statement of the selling points the
product has. This, he finds out through creative enquiry. The
distinction between the two terms: “selling points” and “benefit”
summarizes the basic contribution of the copywriter to advertising
and the most important creative function the advertising agency
performs for the advertiser. A selling point for a product is what the
product has to satisfy the need or desire of the buyers, while a
benefit is the satisfaction received from the purchase or use of the
product.
Still at the creative copy thinking stage, the next step for the

copywriter is the selection of advertising appeals. Prospects are not

interested in the advertiser's product but in the satisfaction the

product promises, For example: Will the product make the

purchaser more comfortable, secured, distinctive, important,

attractive, healthy, powerful, and loved among others?

The copywriter creatively discovers the best appeal(s)
through his understanding of the physiological and psychological
needs which are strong forces inhuman motivation.

Somewhere after this stage of copy thinking is the
visualization which is an elusive one. Both the copywriter and the
art director visualize. As a matter of fact, visualization is creativity
to the core because of how it is concerned with the creation of the
big idea. It is the big idea that synthesizes the purposes of the
creative strategy, joins the product benefit with consumer desire in
a fresh, involving way, brings the subject to Jife and makes reader
or the audience stop, look , listen and watch. Before the copy
structuring, there must be the composition or the situation for the
key illustrations that dramatize the theme of the advertisement.
This is visualization. It should not be confused with layout which
deals with the arrangement of the various elements headlines,
illustrations, body text, logo, trademark and other elements of a
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5 PR
print copy. Visualization is a mental exercise that gives birth to the

key illustrations i .
raphic and i ;
advertisement. grap pictorial that are used in the

Copy Structuring

E—%:; t:l}::ecgi)gvritilrj is rzallydready to get to his job as a wordsmith

. gathered and analyzed for th :
selling proposition, he has sor i ol i

: mewhere during the visualizati
usually developed a creative co i
_ ‘e concept for a headline ide i
interest ]tﬁ thf rtt:_ader orapointof contact with the prospeit Eige
ustrations are modified, revised, refi | poli
_ s . refined and polish

before the copy is finall y completed with the basic idea of geI:tin g tﬁg

prospect's attention and interest. Th '
Crest. 1he copywriter uses the so-
AIDCA formula to structure an advertising message: e

A - Attention

I - Interest

D - Desire

C - Credibility
A -Action

Consequently, the ¢ .
s 0] . .
ety Py structure is designed with these four

; b L
) :ﬂh;‘head line idea; the grabber that attracts the attention
3 Tr}x) llgltere_stof the reader, listener or viewer.
1e | eadline e)‘ctensmn; the bride that relates or extends the
i ”(l)“ﬁ ginal reader interest idea to the product
g b I::e fg)tresentatmn and support of product claims; the
N th S hthe product promises, the selling points that
pportthem and any evidence needed to back up claims.

The closing; a su i :
i ggestion for action b
distillation of the idea to be accepted. y the prospect or a

4

Q14
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Copy Styling

Being a communicator who is equipped with the qualities of a
good writer, the copywriter knows that the purpose of advertising
is to communicate with millions of prospects at the same time
without the later referring themselves to a dictionary before they
grab the meaning of the words and expressions used. The
copywriter, out of creativity, uses words which evoke images in the
mind of the consumers with absolute believability, readability,

simplicity and human interest.

Art Directors and Creativity
When the word “art” is mentioned, most people immediately think

of visual art as painting or photograph. In print advertising, this is
called the visual and as submitted by Bovee and Arens (1992), itis
usually the reproduction of a photograph, a computer-generated
image or a hand-rendered illustration. However, the visual is not
the only art in a print advertisement. In advertising, the term art
refers to the whole presentation visual, verbal and aural of the
commercial or advertisement. For example, in most cases, the
words in the copy are artfully chosen to communicate not only the
facts about the product, but the positive feelings the prospects
should expect to experience with its use. Then the advertisement
text is carefully set in an appropriately designed typeface and
precisely arranged by the artists as directed by the art director to
further improve its readability and to interact well with the visual.
Art directors also add to advertising creativity through the style of
photography, illustration, use of colour and the arrangement of
elements in the advertisement, so that they relate to one another in
size and proportion.

To ensure the persuasiveness of the advertisement which is
the main objective of every agency, the art men make use of the
principles and instruments of design in the arrangement of laying
out of the various elements that make up the advertisement. These
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principles and elements include: Balance. Unity, Movement,

Proportion, Contrast, Continuity and White Space.

Very important now, if copy is the spoken language of an
advertisement, art is the body language for both print
advertisements and the commercials we see and hear on the
electronic media. Art directors are also very important when it
comes to writing and producing radio and television commercials.
Why? They are concerned with what the commercial sounds like,
looks like and feels like. Television requires the artful use of both
sightand sound to creatively attract and keep the viewer involved.

In fact, many top agencies even have their art directors help
write radio commercials. They believe that effective radio
advertising combines sounds and words to create visual pictures in
the mind of the listener. The art men are very creatively instrumental
in orchestrating this visual and visceral impression of the radio
commercial. The particular blend of such writing, visual designs

and sounds makes up any advertisement'

S particular expressive
character.

Critique Of Three Advertisements

Advert I (see appendix 1 5

The picture, a visualization of the headline, imaginatively interprets
what the copy headline says. The creativity in this advertisement
lies in the picture. There is simplicity of presentation in the picture,
headline and body copy. Using the copy platform which is seniority
the elders drink, the bottle is creatively decorated with the
characteristics of an elder including: the elder's cap on its head, the
beads round its neck, the staff beside it and the elder's type of sandals

underneath. These are all marks of an elder. It shows that the drink is
really a grand old man's first choice.

e S e 5 L =
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appendix 2) . . _
I;g:iggy(si:;gg important here. The illustration which tells what

;. ‘The
the advertisement is all about supportst 11}1\'; tiﬁ;{)yywoven
advertisement's creativity is anchored on the text sla e
into North, Cast, West and South to tell the pros;l):xgs S
Elite's superior quality is good news from North East,

South nationwide.

appendix 3) _
%g;ir;]fy(sl‘f:ail’ﬁxe is creatively interpreted by the picture and the

words in the body copy have been creatively ;elic'::cg ;ﬁdfnsﬁﬁz
support the message being put across by Jinks the hiidline,
icture. Candidly, with the creativity tha_t inks sividBlinzy
picture and body copy together, every fast thinking in lvhealth i
Eave cause to doubt the possibil%ty of'the free'e?lngxll%[:;ratic i
some other facilities as promised by SOC;: afal Reibcan
SR LB it o h'a 1dvert during the
Convention (NRC) the party that placed tEIS : though the name
1993 electioneering campaign; in Nigeria. ; ven ; bfi N ery
of the party is not mentioned in Fhe advertisemen ,referring. i
clear that it is was the party to which the advert_ wasaking o
advertisement posited that if SDP su_ccec?dcd HEI;TL e to’ e
essential facilities being promised, Nigerians wi s of free this and
some certain imposed levies, and that the promise i S
that were like baits which SDP 'wanted to USE to :1?3 o rga o
Nigeria citizenry later. As evidentu}the adv.ert,th el;a . ok
SDP, the bait stood for the promises, while the trap
represel;t\(tadtlﬁ;gjeur;]irtl;e however, it is very necessary to ma{keitlt
known that having used print adverti.sc?ment to asseis :ES i((:;r;t?a l:fh;i
that this paper has been emphasizing dqef IZl':())es not exist or
creativity in radio and telex.rls.lon commercials i L
cannot be assessed. Creativity in radio conlzrrll] et
assessed through the use of sound effects, spoke




Mass Media and Society | 74

a
plrl:)islgggtsog (t)lrlrcle rnf)c.lels to _evoke_ images in the minds of the
Jingles thz;t are cligastgizznaggé;}ﬂlfniz = l())lf S gl i
] ri i
producti idea or s.e.rvice being advertiseflihee ::gjiiiasirsg;lltﬁgl;re i
assessedn ﬂltfcl)iwlsu;g commercials as well, creativity car):' be
i Camerag s]h e models used for the advertisement, the
— ots, t.h; spoken words, the sound and special
ag v;ell as ?he audition of the models.
i tgeog ;E;z I;:laper isconcluded, there is need for mentioning
st s encountered by the creative personnel in an
originatg)snefrglf;]sltﬁh ]:)Ir‘qblems (?ften faced by this department
e e client service department that sometimes
vt (icrgatlve pergonnel with wrong, improper and
a5 advert!e rom the client(s). This problem is often blamed
et ot theil:ers tl;emselves who always try to speak and talk
ekl ivespro ucts. .Also the client service department
i theriby C:S;icr?éls;cf: alr:tit short deadlines to the creative
e ; er not to produce the desire
problt:[f Zgzgﬁizgznitgsghiue dt}(: a short time framework. Anothecr[
advertising which often timei rrf;linc'e o th'e e
illustrations which may be consi(:l: lmp({Sﬂble g
o hic ered indecent and obscene.
creatih\;); %f note is inadequacy of the l.at.est computer facilities in tlfe
% eFaFttrlnents pf many advertising agencies.
performeg l:«r’ltﬂ'::tandm.g, it is irrefutable fact that the role
B e vi(aly - t(}:]reatlve dePartment in every advertising agency
ke g, the agency's success and profitability. This is
e o gy e creative (Elepartlnent that produces the
el it e essence of belqg of every agency. Given a very
ey toe lp;roduct to advertise, the creative department uses
el ];:.lym out an award-winning advertisement, one
i it ility, interest, attention-grabbing elements
e provocativeness and persuasiveness. There is nc:
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Jegitimate function of every agency that is not important, but the

end product of the agency s the advertising itself. This is because it
is what spurs the prospects on into responding to the advertisement
positively or otherwise. Every advertising agency should therefore

provide its creative department with the necessary and suitable
ing the bestout of the staft.

working environment that would bri
uld be cognizant of the salient fact that if
d by them in the ‘media do not have any
due to lack of creativity, the advertisers
the agencies. This results in nothing but
d if such loss of patronage persists,
e butdie completely.

Advertising agencies sho
the advertisements place
impact on the consumers
would no more patronize
depression for the agencies an
the agencies will not only collaps
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DIALECTICS OF MASS COMMUNICATION IN
EFFECTIVE PUBLIC RELATIONS
MANAGEMENT FOR HIGHER INSTITUTION
SEEKING CHANGE AND RELEVANCE

Prof. Ralph A. Akinfeleye, Ph.D
Department of Mass Communication
University of Lagos, Akoka- Yaba, Lagos

Introduction
t is now a truism that every organisation is a product of its own
society. That is to say the society in which the organisation
operates must have symbiotic relationship with the institutions
and/or organization in that society.

Both the organisation's and/or institutional structural and
conceptual frameworks would be reflective of what society they
serve. Therefore, ina dynamic society, such organization must be
seeking for positive changes and relevance at all times so as to be
able to cope with the societal expectations and challenges.
Therefore, the operations should be dynamic and people—oriented
:n which public relations is essential for its vertical and horizontal
development.

Effective pubic relations management in my judgment, is
therefore a panacca for meaningful change(s) in such an institution.
The public relations we are talking about here is not
«pyUBLICITY” or «MARKETING” or «ADVERTISING” or
«g ALESMANSHIP” or “SALES PROMOTION” or even
«pROPAGANDA”. But it is a deliberate, planned and sustained
action to create, maintain and sustain cordial relationship, good




