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A SURVEY OF ADVERTISING AS THE FOCAL POINT FOR THE ADVERTISER, 
THE ADVERTISING AGENCY AND THE MEDIA 

Raman Olaniyan Abubakri 

Abstract 
The fact that the world is dynamic is an indisputable fact. Based on this, 
individuals, organizations and governments will always see the need to 
advertise for either commercial or non-commercial purposes. The 
constant need to advertise has made advertising business to grow 
continuously, over the years. Thus, it has become a business not for any 
Tom, Dick and Harry, but for licensed professionals. Its practitioners 
rely on clients' patronage to survive. In the same vain, the media 
provides an outlet for the message created and perfected by the 
advertising practitioners in exchange for money. This paper takes a 
cursory look at advertising motives and how the trio of the advertiser, 
the advertising agency and the media relate interdependently. It also 
discusses the responsibilities of agency and types of media. Problems in 
the relationships are highlighted, and recommendations suggested. 

Introduction 

Advertising is a powerful marketing communication mix everybody engages as a means to an end 

because it is seen as capable of informing, persuading and convincing members of the public about ideas, 

goods or services presented to them. 

Many authorities have defined advertising varyingly, depending on the perspective from which 

they see it. 

Dyer (1982), cited in Ogechukwu (1997:17), defines advertising as ‘...drawing attention to 

something or notifying or informing somebody of something.' 

Nwokoye (1996: 211), puts it as '... any form of non-personal communication through the mass 

media that is paid for by an identified sponsor. 

The American Marketing Association (AMA) defines it as '...any paid form of non-personal 

presentation and promotion of goods services or idea by identified sponsor(s). This definition is most 

preferred in this piece, and the key terms in it are hereby analyzed. It is any paid form. In other words, it 

is not offered free of charge. Non-personal presentation and promotion means no face- to-face contact 

is involved in advertising, but print and electronic media carry the message. Goods or services or Ideas 

refer to both tangible and intangible products. An identified sponsor means the sponsor or the financier of 

an advertisement is often identified, not hidden. 

The Advertiser 

Bergh and Katz (1999: 22), define the advertiser as a company or individual that spends money to 

convey a persuasive message to the public. 

Ogechukwu (1997:55), sees advertiser simply as '... the sponsor of an advertisement or 

advertising campaign.’ An advertiser can therefore, be a manufacturer, supplier, government, commercial 

or non-commercial organization. For example, an individual seeking voters' support, or a bank-seeking 

customers for its various financial products is an advertiser. Ditto for a government or a government 

agency that pays for adverts meant to achieve a desired goal. 

Motives of Advertising 

An advertisement is not just sponsored for the fun of it, but to achieve a particular purpose. 

Although the motives for advertising vary, depending on the interest of the advertiser, this paper tilts in 

favour of promotion of goods and services. Davis (1967:10-11), identifies the following advertising 

motives: 

(1) To create awareness: Producers and consumers are widely separated. Thus, consumers ought 

to be informed of available products and where they can be purchased. Propagators of 

religions, organizers of festivals or ceremonies also employ advertising due to its reliability. 

Whatever the message is, advertising is always there for the announcer to utilize. 

(2) To educate the audience: Products are designed to be used or consumed in a particular way. The 
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direction for use is explained and demonstrated with warning indicated in advertisements for the 

audience to know and understand. 

(3) To achieve economic boom: Products and services advertised enjoy high rate of patronage from 

consumers if found useful. Such patronage leads to increased sales, high revenue and early return 

on investment. 

(4) To promote new products and services: Advertising, as a promising marketing i!#mmunication 

mix, provides the forum for promotion of new products and services and this has been 

encouraging producers to come out continuously with varied, ideas, products and services. 

(5) To remind customers: No matter how well known a products is, the producer still has to remind 

customers about it because, human memory is short, and there are competing distractions on 

various media which justify frequent advertisements. 

(6) To counter natural decline in the market: The advertiser knows that consumers may decrease in 

number from time to time due to the fact that they move from one group to another as they grow 

in age. So, repeated advertisements will keep them informed about the items they would need in 

their respective groups. 

(7) To promote other lines: Advertisements for some products would increase demand for their other 

related products because they are jointly used or consumed. 

(8) To promote corporate image: The way an organization is perceived by the members of the public 

is of great concern to the organization. Positive image is sought through various means among 

which is corporate advertising or institutional advertising focused at promoting the image of the 

parent organization. This type of advertising is adopted to: (i) tell the audience indirectly that if a 

company is good, its products are worth buying; (ii) express goodwill messages on the occasions 

of birthdays, investitures, coronations, installations, festivals, etc.; (iii) secure the co-operation of 

the host community i.e. the immediate geographical location of an organization and (iv) seek 

recognition and prestige. Davis (1967:7), observes that it gives the advertisers psychological 

satisfaction that the names and pictures of their organizations feature in electronic or print media. 

(9) To boost healthy living: Messages intended to bring about healthy living are often directed it the 

people, e.g. campaigns against tobacco smoking, environmental degradation, stress and casual 

sex. Tourism and hospitality industries have increased media hype currently just to inculcate 

relaxation or recreational attitude in the mind of the people in order to boost healthy living. 

(10) To achieve social cause and social change: Many non-commercial organizations are cut out to 

seek financial or moral assistance for the needy such as victims of circumstances. Social change 

may be sought against anti social practices like genital mutilation, early marriage, reluctance to 

education, child abuse, destitution, prostitution, human trafficking, etc. 

(11) To convey political electioneering promises: The wide geographical size of an area does no 

longer poses threats to a contestant as he could attractively package his programme in various 

advertisements and pass them to the target audience through the right media without personally 

showing up at every point of campaign. 

Deciding to Advertise 

The decision of the advertiser to advertise hinges on the motives behind the advert. If an advert is 

considered worthwhile and the wherewithal is on the ground, it s right to go for it. 

Preparing an Advertising Message 

An advertising message preparation depends on the simplicity or complexity of its production. 

The advertiser can easily supervise an electronic or print mediated advert of no complex technical task. It 

is however not the same for a high-tech advert which has to be given to the expert professionals. 

It is safer for a big organization wishing to transact business with advertising agency to employ 

an advertising manager on full-time basis to counsel and guide the advertiser on marketing 

communication matters. With the manager's efforts, the right professionals can be contacted and
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selected for advertising jobs. 

The Advertising Agency 
Bergh and Katz (1999: 21), define an advertising agency as ' ... a business that assists advertisers 

in all stages of the advertising process, from account management and planning to message creation, 
media planning and research.' It is an independent business organization that has research, creative and 
business people who plan, create and perfect advertising message and place it in a suitable media on 
behalf of the advertiser. 

Employing a Full-Service Agency or the Services of Separate Specialists 
The advertiser's financial ability determines whether to contract his job to a full-service agency 

or not. A full-service agency according to the Association of Advertising Practitioners in Nigeria as 
cited in Nwokoye. (2000:227), is defined as one which is able to offer: client services, creative services, 
(artwork, copywriting, visualizing), mechanical production, print buying and media services (planning, 
buying, placing, and vouching.). 

A non-full service outfit would farm out services like photography, creative works (designing, 
drawing and painting) radio/television advertisement production, modeling and printing, while it 
directly handles media selection and space buying. An upcoming advertiser that cannot afford the bill of 
a full-service agency can, with the guide of his advert manager, go a la carte by picking and choosing 
from these. 

Proposing Advertising Business to an Advertising Agency 

Following his decision to engage the service of a full-service agency, a client has to meet with 

the account director of the agency of his choice for a preliminary or informal dialogue preceding a 

formal presentation called the advertiser's brief. 

Bel-Molokwu (2000:57), interprets a brief as the set of instructions, directives or requests that 

enable the briefing party to explain its advertising objectives to the briefed party to appreciate. The brief 

is the prelude to the creative proposal. The total life of a campaign could fail if the brief is defective. 

Content of the Advertiser's Brief 

Bel-Molokwu, suggests 10 information lines which advertiser's brief must contain: the 

organisation's profile; full information on the products or services to be advertised including their 

unique qualities and benefits; description of the target market, audience and market potentials; sales 

pattern of the products or services (backed with statistics); preferred media; specific campaign policy 

statement, e.g. reach of campaign, advertising emphasis, time, scope, etc.; budget estimation; general 

market situation and brand position; creative strategies preferred; all bits of information that could assist 

the agency further. 

The brief must satisfy the qualities of clarity, conciseness, precision, communicativeness, 

exhaustiveness, flexibility and convertibility to visual elements where necessary. 

Apart from the content of the brief, the client must: (a) make his products available for the 

agency to test their performances, (b) arrange for the agency to visit the client's plant and other facilities 

used in production process and (c) encourage the agency to visit sales outlets and interact with the 

potential consumers. 

The Agency's Response 

Reacting to the advertiser’s brief, the account management team of the agency would meet. 

With or without the client in attendance, the briefing executive (i.e. account executive) who must have 

studied the brief thoroughly ahead of the meeting would present it elaborately to the team-members 

composed of the planning executive, the media executive, creative director, production director and if 

need be, the traffic manager. 

Following this meeting, internal briefs are to be prepared for each of the key departments 

concerned with building of and delivering the advertising message. Each brief will indicate: (i) budget 

limit, (ii) objectives of the advertising message, (iii) the breakdown of specific assignments for the 

concerned department and (iv) the deadline for completion of assignments.
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The Responsibilities of an Advertising Agency 
1. An advertising agency seeks new clients that can be nurtured or managed for good business in 

order for the agency to survive. 
2. It researches into and plan on new product, market, marketing and media. Product research 

borders on quality, branding, etc. Market research ascertains who buys the product, when, where, 
how and why. Marketing research borders on specific marketing situation facing an organisation 
e.g. effectiveness or otherwise of distribution, promotion, packaging etc. Media research touches 
on the message, effectiveness, comparative costs, coverage, continuity, frequency, accessibility, 
etc. 
The results of these studies are analysed and presented to the account management-team for 
brainstorming. The report, which includes recommendations, is written up into an advertising 
plan, and submitted to the client for approval. 

3. It engages copywriters, artists, broadcast media producers and dramatist, as the case may to create 
and convert information desired by the advertiser to an advert message. 

4. It selects the right medium or a combination of media having known the characteristics of various 
media suitable for the right audience. 

5. It ensures getting the right artwork, photograph, tape or film to the right print or broadcast media 
at the right time. 

6. It coordinates the whole activities involved in an advert so as to ensure that the agency's goals 
and client's expectations are met. 

7. It also performs public relations functions to ensure that a product or its producer is perceived 
positively by the audience. 

Agency Compensation 

There are two basic sources of revenue for the advertising agency namely, commission and 

service fee. Commission is the money paid to the agency by the media as a discount for patronage. The 

traditional rate is 15% of the amount charged for media space or time. Service fee is the professional 

price the agency charges the advertiser for each advertising job. Agreement on terms of payment is well 

reached by the two parties. 

The Advertising Media 

An advertising media is the conduit through which an advertising massage is delivered to the 

audience. The channel is usually a mass media, owned either by a private businessmen or the 

government. There are different types of media discussed below. 

Variety of Advertising Media 

1. Print media: These are made up of regular newspapers, magazines and tailor-made magazines 

meant for professionals, e.g. Farmers' Journal, Marketers' Digest, APCON News, ADNEWS etc. 

2. Broadcast media: These are the radio and television of local, regional or national coverage. 

There are also satellite and cable television stations with channels for sports, music, education, 

religion, etc. - all providing advertisers with more distinct target audience around the world 

(Smith 1993:) 

3. Outdoor media: These comprise posters, billboards and skywriting. 

4. Transit media: These are posters and stickers pasted inside and outside buses and trains. Aerial 

advertising involving banners towed by aircraft is also in this group. 

5. Direct - mail media: These are in form of cards, letters, brochures, manuals, etc, sent to some 

identified individuals. 

6. Theatrical films: Adverts are also incorporated into films to capture film audiences' attention. 

The advertisers employing this type of channel would have arranged ahead with the film owner 

and the television stations to be used. 

7. Point of purchase: Adverts can be displayed on the wall, table or chair, or a specially 

constructed stand in the place of purchase. 

8. The,global new medium: The Internet is considered as a new medium as some Web sites 
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allow companies the opportunities to advertise their products and services, and this can be 
accessed from outside the geographical borders of the advertisers. 

The Strains in the Relationships between the Advertiser, the Advertising Agency and the Media 
The relationships between the three parties are usually affected by the following problems: 

1. Indebtedness or failure to fulfill financial responsibilities by advertisers and agencies. 
2. Failure of both the advertiser and the agency to evaluate the effectiveness of an advertising 

message before it is fully launched. 
3. Little or inadequate feedback from the agency to the advertiser. 
4. Failure of the advertiser to monitor the progress of work and make necessary review. 
5. Acting for the advertiser without his consent. 
6. Improper briefing either by the advertiser or a chief member of staff in the agency resulting in 

failure to carry outjobs up to specification. 
7. Ineffective planning, leading to last minute rush at decisions and actions. 
8. Under-budgeting by the advertiser or overpricing by the agency. 

Combination of two or more of the problems identified above can degenerate into outright 

rejection of a job not well done, and eventually, severance of a relationship. 

Recommendations 

Problems cannot be totally ruled out in the tripartite business relationship considering the 

unpredictable nature of the business environment. Be that as it may, the tribulations can be minimized if 

the following recommendations can be adopted. 

1. The advertiser and the agency should pay serious attention to evaluation of advertising messages being 

worked upon, checking whether they comply with the required qualities. As a matter of necessity, 

the following questions should be asked: (a) Does each message measure up to expectation as 

regards clarity in words, sound and picture? This will text readability, Iistenerbility viewability 

and communicativeness of the message to the target audiences, (b) Is the message thrilling 

enough to attract attention?, (c) Is the message believable?, (d) Is it memorable?, (e) Is it decent?, 

(f) Does it possess the strength to arouse desire in the potential consumer to the extent of making 

him wanting to purchase the product being advertised?, (g) Can the advert message compete with 

those of rivals?, (h) Is the job of advertising message overpriced compared to the work done? and 

(i) Does the work meet up with the specification indicated in the advertisers brief? These and 

other relevant questions will produce answers that will judge the effectiveness of an advertising 

message. 

(2) Consent of the client should be sought on all new developments in the process of advertising work. 

As a matter of great importance, the advertiser should enjoy regular feedback over the job in 

progress. 

(3) The spirit of maturity, courtesy, consciousness, patience and considerations should be exercised by 

each party in the transaction. Once these are in place, the problem of indebtedness will subside. 

Conclusion 

The advertiser who had invested heavily in his product relies on advertising as a means of making 

people interested in the product and buying it. The advertising agency is expected to have all it takes to 

package the advertising message needed by the advertiser in order for his products to be accepted in the 

market. The medium provides an outlet for the message so created by the agency. Thus, interdependent 

relationships exist between the three for them to survive economically and socially. 

The problems identified- in the relationship are stormy. Nevertheless, should the suggested 

recommendations be adhered to by each of the advertiser, advertising agency and the medium, the coast 

is clear and business interaction will be smooth for them. 
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