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Abstract 
The phenomenon of globalization is one of the major trends that have 

become dominant in contemporary world system. Given the new wave of 

information technology, it is not only irreversible but capable of defining the 

policy of development in the 21st century. This paper through historical 

antecedents uses colonial and post colonial theories located in contextual 

political, economic, geographical and cultural equations dating back to 

1900 to plot the involvement of both Western countries as well as their 

multinational corporations’ complicity in creating the current restrictive 

nature of globalization in Nigeria. We took a holistic view of the 

problematique of our study in subsections. Historical antecedents reveal 

shenanigans that caused Nigeria designers’ observation of the unfolding 

events with mixed feeling despondence and awareness but hopelessly 

inactive at plotting creative equation with their western counterparts within 

supposed blurred cultural boundaries. We equally traced the history of 

international advertising. It situates the effects of educational void created 

by colonialism, postcolonial politics and economic logjams. Finally, we 

substantiated the position taken on identity issues, canons, and paradigm 

shift, which rest on Difference. It also includes the concluding remarks. 
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Introduction  
The global nature of advertising was 

first affirmed by the British novelist, 

Norman Douglas as early as 1917 in 

these words “You can tell the ideals of 

a nation by its advertisements”. 

Similarly, Douglas assertion reflects 

advertising humble beginning in 

Nigeria from 1960 when young 

Nigerian artists were sought by the 

emerging advertising industry to 

reposition creative design ideal for the 

Nigerian market after the 

independence. During the periods 

between 1960s and 1980s, 

advertisement design materials 

relatively reflected such nationalistic 

ideals. Designs were able to discern 

the economic social and cultural 

realities that embed in its persuasive 

nature and conversely, the impact of 

society’s values reflected on 

advertising. 

Good number of designs similar to 

Seaman’s Aromatic Schnapps (Plate 

1) associated with traditional 

institution of marriage, festivals and 

above all preferred a brand by elders 

reflected such ideas. 

But with 1990s came appreciation and 

the importance of global effect of 

marketing and advertising on 

business, industry, and national 

economics. As a result, strategic 

function of advertising seen from the 

broader perspective of global business 

and marketing began to evolve to 

erode previous perception of an 

enclosed creative border within 

Nigeria. 

Impressive artistic, international 

technical expertise, required in 

advertising began to wear globalised 

attitudes within the local market. 

Perhaps nothing positions 

globalization more positively than 

Belch and Belch that: Global 

perspectives are presented throughout 

the text in recognition of the 

increasing importance of international 

marketing and the challenges of 

advertising and promotion and the role 

they play in the marketing 

programmes of multinational 

marketers. 

Globalization is not a sudden 

occurrence but an evolved time 

dimensional phenomena. As such, its 

genesis is important if the Nigerian 

situation must be discerned. Aside 

from the debate on “Global village” 

initiated by Marshall McLuhan, the 

erudite Canadian communication 

expert in 1964, events that preceded 

his assertion given technological 

advancement in information 

technology and message delivery, 

well after 1964 reveal that the rules 

governing international economic 
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order resulted in increased internationalization of marketing and advertising. 

These rules seemingly transitioned into restrictive nature of globalization today, 

but started its journey even before the turn of the 20th century as this research 

proves. 

Generally and often, Globalization was easily misunderstood by Nigerians 

particularly the elite class as a fascinating phenomenon issuing on international 

commerce, advanced technology, given improved communication, computer, 

broadcasting, tourism and travels among others. 

Sometimes they are quick to mention mergers, acquisition, afflation and take-

over as panacea for participation in this ever shrinking “Global village” without 

recourse to effects of globalization on the lives and people of poorer nations, 

particularly artists and other professionals from the Third World countries. 

Adei in his view acknowledges the frontier of globalization as de-territorization 

of political, economic, financial and cultural dimensions; his work and reflects 

in many ways, cultural inclusiveness. Perhaps most appreciated is 

globalization’s viewed from stakeholder dimension as “concurrent to economic 

expansion, socio-cultural fusion among people, political linkages, and above 

all, technological explosion that have shrunk distances among nations and 

people. Adei further reiterates that today, globalization reflects man’s common 

humanity, a desire to explore and break barriers and to conquer both territory 

and forces,  and to constrain them. The Economist sees globalization as a 

process of increasing international division of labour and accompanying 

integration of national economies through trade, goods and services, Cross-

border corporate investments and financial flows. Others view the process as an 

increase in global interconnectedness of contemporary civilization, which 

includes political, social and cultural systems. 

Initially as Stieglitz points out, “Globalization centered on removal of barriers 

to free trade economies with potentials to enrich everyone in the world, 

particularly the poor” but, his statement further parodies these noble objectives, 

both from political and economic perspectives. 

However, if this is to be the case, the way globalization has been managed, 

including the international trade agreements that have played such a large role 

in removing those barriers and the policies that have imposed on developing 

countries in the process of globalization need to be radically rethought. 

In reality, promoters of globalization who advocate movement of goods, 

currency and service in our world without boundaries, ironically, are still 
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restrictive of human movement and capitals into their countries as Okigbo 

contends. The notion of ironic world without boundaries such as into trade 

restrictions, market share, and self interest may have dated back to the turn of 

the 20th century; this was when the application of market forces predicted by 

demand and supply initiative arising from mass production, mass consumption 

spin-offs of industrial revolution culture amplified growth and inertia for 

expansion internationally. As a result, the individual western countries while 

applying protection instruments such as tariffs, quotes, licensing, exchange 

control and other devices resorted to protection of their citizen’s private sector 

foreign investments abroad. 

Examples abound from 1900 -1980; meanwhile 1980 was the year most people 

still believe sparked off the current globalization as a result of World Global oil 

recession of 1979. 

In retrospect the “Dollar Diplomacy” policy set in place under the United Stated 

Presidents namely: Theodore Roosevelt (1900-2), William Howard Taft (1909-

13) and Thomas Woodrow Wilson (1913-21) were an example of State 

protection. Before then, was the “Made in Germany” trademark issue which the 

British Government owing to their superior and quality products as well as 

thriving market caused other products from overseas entering into the United 

Kingdom market to carry. These marks of identity were initiated to differentiate 

foreign cheap and lowly priced products from the superior British ones. On the 

contrary, the policy fuelled in the Germans, the spirit of ingenuity, industry, 

enterprise and superb engineering accomplishment needed in a competitive 

marketplace. At the end “Made in Germany” became a celebrated trademark of 

excellence and well trusted name in different brands of products worldwide. 

Between 1935, precisely, before the World War II and 1980 were recorded 

events that shaped the world’s economy today. First was the Global Depression 

following the Wall Street crash of 1929, which brought both European and 

particularly, the United States economies to shambles; second was the World 

War II which devastated European economy. Aftermath of the war saw a new 

thrust of hegemony move from Europe to the United States, culturally and 

economically and politically, thereby changed the power configuration of the 

international state system. Consequences of the war submit to Chikendu, that 

“Economic diplomacy involves bargaining and reconciliation of economic 

interest of the State concern”. 
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The war provided opportunities for United States rapid recovery from an 

already, hopeless depression. In fact, most of the United States policies 

enshrined in the New Deal, part of which was Work Project Administration put 

in place to ameliorate the suffering of Americans during the depression almost 

collapsed before the outbreak of the war, and United State forces involvement 

in the Second World War salvaged its economic situation back home. 

This was because the Allied forces were capitulating before the advancing 

Germany military war machines. United State entry into the war was negotiated 

through the Atlantic Charter signed in 1941 within which freedom for the 

colonized people was secured. However, greater opportunities opened up in the 

interest of the United States to give credence to Chikendu’s assertion. 

Further example was the “Marshall Plan” drawn by George Catlett Marshall, 

the United State Secretary of State, which was aimed at European Recovery 

Programme and within which, also United States materials and financial aids to 

war devastated Europe amounted to billions of Dollars. And, this deficit was 

paid by Britain through exploitation of her colonies. The British exploitation of 

Nigeria’s resources before and after the World War II continued well after 

Nigeria’s  independence: it was only with its entry into European Economic 

Community (EEC) in the mid 1970s that British  entirely released its grips over 

its former African colonies” Campbell asserts United States also sought to 

remove all barriers to free trade and capital flow. Thus, the situation enabled the 

American investors to swoop on European markets with capital flow. In fact, 

from their position of strength, international economic order was plotted to 

avoid re-occurrence of Global Depression of the 1930s both on paper and in 

practice. 

History informs us that, three institutions were then set up in 1940s, the 

International Monetary Fund (IMF) World Bank out of the United Nations 

Monetary Fund and Financial Conference at Breton Woods in New Hampshire 

and the World Trade Organization. These three bodies provided the finance for 

rebuilding Europe devastated by World War II. Today, these are the three main 

organizations that govern Globalization on behalf of multinational corporations 

investments and overall interests of G7 (8) Countries. Before the Obasanjo 

regime Nigeria was seriously indebted to these bodies. 

Stieglitz throws more light on the consequences and implications of the third 

World’s indebtedness to the Western countries. “For decades the cries of the 

poor in Africa and in (Other) developing countries have been largely unheard 
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in the West. Countries that succeeded in the recent past ignored TMF advice, 

those who have failed have followed it”. 

Clearly, he was referring to three Countries, China, Poland and Malaysia that 

succeeded to a reasonable extent today, economically, because they ignored 

these three Breton Woods institutions. And Nigeria was gradually coming out 

of the woods today because its economic stagnation stemmed from 

indebtedness to these bodies. Clearly, the foregoing form the genesis of 

Globalization. 

However, the blame in the case of Nigerian experience rests squarely with bad 

political engineering, social vices and penchant for foreign goods consumption 

without corresponding production for export. As earlier mentioned, advertising 

functions in a buoyant economy, since it is the most efficient and economic way 

to reach mass consumer audiences. 

And advertising uses graphics in text/image/verbal to do this effectively. It is 

also a matter of fact that the world’s healthiest economies as experts attest are 

those where the use of advertising is greatest. Apparently, these are the 

countries where their per capita Gross National Production (GNP) are high, 

where stable growth of the GNP are sustained and where inflation is low 

coupled with expanding employment as one’s advanced Level GCE Economics 

study instructs. 

Invariably, these countries such as those in the West including Japan show 

highest per capita expenditure on advertising. 

But the irony of it all is that, these industrial Nations have always burdened the 

developing countries with staggering debts and essentially making developing 

nations such as Nigeria dependent on them. They employ the weapon of 

Economic diplomacy which in Chikendu words simply means “diplomacy that 

focuses on the economic variables of international relations involving 

bargaining and reconciliation of the economic interest of the States concerned”. 

By implication as history presents, at the international marketplace protection 

instruments such as tariffs, quotas, licensing, exchange control and other 

devices used by the industrialized nations submit to use of State power to 

promote private investment interests of citizens of Western countries as lessons 

of history of the Western countries including the USA over the years proves. 

The gains of the oil boom era from 1973 and aftermath of oil glut that followed 

from economic logjams of 1980s Global recession resulted in bad policies in 

place in Nigeria. First, in early 1980s during the Shangri regime, was the import 
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license subversion of the mixed economy in place since 1970, and later was the 

introduction of market forces seen in liberalization policy in mid 1980s within 

which industries folded up owing to competition from superior imported 

products as earlier pointed out. In the process many manufacturing companies 

closed up as the nation become seriously indebted to the London and Paris 

clubs. Perhaps the foregoing gives us insight or partial reasons why Nigerian 

designers are still on lookers in country with still-born economic plans within 

globalization. The truth is that, most products in our local markets, including 

their designs are imported since the incursion of foreign advertisements design 

into Nigeria’s media space in the late 1980s. 

 

Designers and Nigeria’s Market 

Again, Okigbo, Nigeria’s greatest economic thinker was reputed to have 

wondered why those in support of globalization in relation to the movement of 

currency, goods and services are against globalization in respect of movement 

of human capital. 

Experiences of pre-colonialism shows that European initial relationship with 

African was based on mutual benefit, primarily trading guns for ivory, pepper, 

palm produce and slaves”. But the turn-around was the period of scramble for 

Africa, which culminated in conference of Berlin of 1884. Aftermath of the 

partitioning followed intensified colonization and emergence of trading 

concerns engaged in movement of required raw material from Nigeria to Europe 

for processing. Organized commerce began to emerge; the raw materials 

manufactured into secondary products in Europe were in turn exported to 

Nigeria’s to Europe were in turn exported to Nigeria’s market sometimes by the 

same firms. Among the multinational trading companies was the United African 

Company (UAC) conglomerate, a member of Unilever. 

Consequences of such mercantilism to art was that the condition that 

necessitated the type of graphic art in the marketplace before 1960 owed its 

genesis to the growth of multinational trading culture. 

Graphic designs were notably, billboard posters, cinema and pamphlets point of 

sales materials, rationalized in 3 Ps: Poster, Pamphlet and Press. These materials 

were designed in far away London for consumers in Nigeria. Other 

multinationals, SCOA was dominated b a consortium of French and Swiss 

nationals. CFAO had British and Dutch capitals. John Holt, Cadbury and Fry; 

and the last two were both English manufacturers of cocoa and chocolate drinks 



252   africanscholarpublications@gmail.com                                                                              
 2021 

  

with factories based in Europe. It was only towards independence in 1969 that 

these multinationals started showing interest in the manufacturing sector. 

Locally, Cadbury PLC today is a giant in Nigeria’s marketplace and they are 

reputed as big spenders in advertising ranking. Further, Elder Dumpster 

featured prominently in shipping. British concerns also took charge of 

leadership in the banking sector. 

However, there were other small trading partners and middlemen of Asian, 

Lebanese and Syrian stocks who nationalized after independence as Nigerian 

citizens. 

Meanwhile, various foreign interest groups put together, in addition to Unilever 

and other agents had tremendous control over capital appropriation based on 

import and export. 

Significantly, all the mergers benefited from pooled cumulative experience in 

rationalizing management, accounting and financial control as well as 

advertising in later years. Viewed from positive empowerment, very little was 

given back to Nigerians. 

They were never considered as equal partners as such mutual benefit was not 

muted. Such situation submits to the fact, that Nigeria’s economy since 

independence has always being predicted on external and various control, 

according to Abba et al 

  The near total, effective foreign control  

  Over our economy have serious consequences, not 

  Only the least of which is that, the discussion about  

  What to be produced with which machines, using what  

  Raw material, who is to manage the operations, and at 

  What cost, all these are left to foreign or technical partners 

  As they are called. 

 

The basic truth is that right from colonialism, art was never considered as an 

appropriate occupation for Nigerians in spite of acknowledged artistic feat 

noted by the western anthropologists, writers and colonial authorities since 19th 

century. Continuous denials of creative capability established hiatus which its 

consequences submit to Lawal that “the discouragement of science educating 

and traditional art robbed Nigerians of the initiative preventing her from 

benefiting directly from the spinoffs of the industrial Revolution. 
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Instead Nigerians were “spoon fed” with and made to depend on finished 

European products. Aside from Lawal’s position taken, the apathy towards art 

today by Nigerians themselves has its causal factors traceable to colonialism 

and it is perhaps better discerned from Oloidi: Art as a discipline was rated far 

below other courses or careers considered intellectual, academic, dignified and 

therefore acceptable. 

Various engrossing societal uncomplimentary comments about art abound, 

showing that the Nigerian society had an obtuse understanding of the 

profession”. 

Certain unfolding events between 1950 and 1960 when Nigeria finally gained 

independence support the stance of both Lawal and Oloidi. First of all, from 

colonial theory one expected political independence for Nigeria immediately 

after the World War II if the contents of Atlantic Charter were implemented. 

But it seemed compromised by America in obliging the British concept of “Self 

government” for Nigeria; this resulted in acceptance of autonomy under the 

crown which in itself slowed down the process within which the emerging 

nationalist leaders would have planted serious art educational pursuit. 

Particularly, in Nnamdi Azikiwe, who trained in America was evidenced better 

knowledge of importance of art to a nation’s growth. The University of Nigeria 

Nsukka initiative informed one’s position taken. The irrepressible politician 

established the University and caused it to open up programmes in visual 

communication, design, music theatre art and mass communication, all synergy 

of today. It took some universities several years after their establishment to 

realize the importance of these courses in nation building. 

In 1955 were recorded major events: the establishment of a Fine Art department 

at College of Arts Science and Technology in Zaria (NCAST) by the central 

colonial government to train middle level manpower. The same year  saw the 

establishment of the first advertising Graphic art studio in Nigeria through 

private sector initiative of West African Publicity (WAP); the art educational 

vacuum created by colonial politics of representation evidenced in the caliber 

or artists recruited for WAP graphic studio. 

They were trainee paste up artists. Meanwhile 90% of creative works originated 

from WAP London office of Lintas. According to the publication, Lintas 50 

Years Still Growing 

E.J Kealey operated from London as the agency’s Creative Director. Kealey 

who was skillful at rendering as evidenced in Ovaltine hoarding was assisted by 
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Enie Damier who claimed that to visualize African, you must known him o his 

ground, but interestingly Damier never set foot on African soil despite having 

long relationship with Lintas-Lagos till 1980. 

It is also important to point out here, that even the type of art education the 

colonialists grudgingly planted in NCAST in Zaria in 1955 was in part, causal 

factor of our design dilemma because it was aimed at producing secondary 

school art teachers primarily. As much as the members of Zaria Art society 

condemned the curriculum in place, this was restricted to fine art areas: 

Obviously, that every art school in Nigeria since the end of Civil War copied 

Zaria curriculum is part of our dilemma at seeing beyond the present status quo, 

particularly, at recognizing defects in the British art school training method 

planted in Nigeria even long after Britain charted a new course in their art 

training curriculum. 

It might not be surprising that most Nigerian artists are unaware of crisis of 

confidence that rocked the British art schools system in the early 1960s against 

foreign influences notably from France and the United States. As a result, 

radical art students were often concerned to fashion department. The attempt at 

American art school experience introduced at Nsukka in 1960 was itself 

jettisoned for half backed British pattern after the Civil War. 

Invariably, most art curriculum content in wider repertoire such as photography, 

industrial design, film and video were either added as appendages or non-

existent for collaborative training of the designer in Nigeria. The vacuum 

created by the absence of these creative strands resulted in shallow creative 

thinking and above all, Nigerian designers’ inability to achieve depth and solid 

effects in design production techniques. It also made possible, continued 

production of major design materials outside the shores of this country 

imperative. And, here lies partly, the local designers inability to compete 

favourably anywhere in this present globalization dispensations. 

Besides, the gains of transitional contribution of POP Culture to advertising 

design climate eluded Nigerian local artists because they had not started to 

emerge then. 

Reasonably, issues that rested and still rests on mass production, mass 

consumption and mass advertising particularly as in the words of Smithson 

“Whole pattern f life principles, morals, aims, aspirations and standard of living 

in the western countries from the 1950s were never experienced as advertising 

culture in Nigeria. 
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Therefore, Nigeria was never part of design debate in the 1960s. Neither did 

such situation transit into post modern ear within which both intellectual 

interaction in semiotics, structuralism and deconstruction in designs absorbed 

both; these experiences were never part of Nigerian Designers’ knowledge. 

Design discourse in the words of McDermott between 1950 and 1960s were “all 

part of a wider move to enlarge the arena of design and to shift it away from 

practical problem solving activities to the larger intellectual world of ideas”. 

Anybody capable of discerning the difference between most Nigeria’s locally 

produced advertisement designs both in print and electronic media would not 

miss to observe that most local designs still issue from the problem solving 

domain rather than ideas. Such advertisements parody those often seen on cable 

networks, international magazines of repute and newspapers, even current 

design materials produced abroad and channeled through our local media such 

as (Plates 2-3). These cigarette and Fanta designs conceptualized and produced 

in the United States of America and channeled to Nigerian audience started to 

obscure Nigeria’s attitudinal preference for local zymology in design contents 

from late 1980s into 1990s. 

The fact is that, the argument over which method that was suitable for global 

advertising out of two main schools of thought began in the mid 1960s ha s 

continued to the present day. And since learning is a process, Nigerian designers 

totally missed out in international design growth and learning processes by 

trailing behind events. In that debate was featured, use of standardized 

advertising in every market in which the brand is sold with identical or near, 

identical campaign or alternative; or the adaptation of a localized advertising 

strategy which tailors both the design messages and media to each individual 

market (Plate 3) is a good example. This Fanta Advertisement design seemingly 

supports strongly, these two schools of thought in global advertising since 

1960s. 

Such has also been the strategies Coca-Cola employs in Nigerian marketplace 

over the years. These concepts are as old as the Zaria Art Society quest for 

identity style and the banal graphic art studio established by WAP in 1955 

without Nigerian artists as concept producers. 

The response to tailoring design messages and media to each individual market 

was attempted without success in Nigeria by those expatriate creative directors 

in charge of designs from 1960 when few advertising agencies came on board 

in competition with Lintas.Following the success in 1970s of Joy Soap, which 
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used the daughter of Nigeria’s famous Pinter, Benita Enweonwu as a model, 

Joy girl impacted on Lux message designers who utilized the Jamaican TV star 

models consistently in the past. They now opted for Nigeria’s Pat Boulaye 

Ebigwei (Plate 4). Towards the year 2000, globalization gradually leaned 

towards eroding the Nigerian cultural and environmental symbolic presence in 

message constructs. This gradual encroachment on identity focused designs 

parodies the creative direction of earlier expatriate artist, in spite of the fact that 

their effort was without much success owing to cultural factors. The models 

seen in their design forms were mostly West Indies nationals living in England. 

Godwin provides reasons for that:  

There weren’t any Nigeria or Ghanaina models available at  

the time. The photographers got round the problem by  

persuading Jamaicans, such as Rema and Beverley, to claim to  

be part of Nigerian. When their authenticity was tested by  

introducing Yoruba into the conversation and it was always  

Yoruba-they were to reply that, although one parent was  

Nigerian and spoke that language, they had been brought  

up by other parent who spoke only English at home. 

 

The circumstances that provided for the exit of expatriate creative hands in most 

of Nigeria’s leading advertising agencies between 1970 and 1985 are overtaken 

by globalization attitude today. Sequel to the indigenization and promotion 

Decree of 1972 which accelerated growth of inward looking designs and 

emergence of locally trained artists, photographers and video film makers 

coincided with the international oil boom of 1973 upwards, but was short lived. 

The international oil glut of 1979 itself which heralded the Global oil Rescission 

of 1979 was to offset the oil boom gains. Mismanagement of the economy 

owing to inept leadership came to fore. In 1999 as new democracy was installed, 

foreign investors could own up to 100% equity in areas of investment requiring 

heavy capital input or advanced technology as a result of liberalization of the 

economy, (Plate 5) This ACB congratulatory institutional advertisement design 

and some others brought out the essence of cultural symbols in Nigeria in 1980s 

before globalization. 

The downward trends owe it all to serious distortion in the economy caused by 

unprecedented annual import which progressively exceeded annual export. The 

debt burden was also staggering as the situation subscribes to Chikendu that 
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“Africa have been subjected to complicated negotiations and most of them lack 

trained diplomats and financial experts who could steer them advantageously 

through the intricate negotiation”. The inherent threat to industrialization, 

poverty, environmental deprivation, lack of artistic empowerment is seen as the 

rewards of globalization arising from imposed policies from international trade 

agreements. 

 

The Difference & the Underlying Assumptions 

The top to global with profile brand names such as Coca-Cola, McDonald, Pespi 

Cola, Nestle, Mercedes, Disney, Sony, IBM, Toyota and Kodak are popular 

brand names in Nigeria’s marketplace except McDonalds and Disney. What 

differentiates these global products from the old multinational companies 

according to McDermott “Is that they do not extract or process raw materials, 

but simply exploit the local markets”. Ironically, in spite of the theorization that 

trendy international globalization offers opportunities to the locals is therefore 

parodied by Global image marketing, often influenced by context of political 

and economic iyohobility given the position taken by Chikendu and 

McDermott. 

Evolving trends in internationalized globalization of advertising demanded 

design paradigm based on Difference as positioning strategies which 

emphasized responses to demand and supply as well as changing market 

climates. It was often conditioned by tastes habits, lifestyles, fashion cycle and 

choices made out of more clutter arising from what anthropologists call 

acculturation. Ideally, the process ensured standardization of global advertising 

across several markets. It helped marketers attain lowering of cost, guaranteed 

improved brand rating as well as aided brand identification among consumers. 

Coca-Cola designs which were exposed in markets in Africa, South of Sahara 

but sometimes conceptualized and produced in South Africa and Kenya as well 

as Guinness advertisement designs and production in South Africa for the same 

regional markets are good examples. 

What is discernable is acculturation which seemingly has blurred the cultural 

boundaries or differences in these regions, thereby installed tolerance of 

standardized designs within individual markets. These blurred cultural 

boundaries seemed to have erased 

1. Problems of language, culture, lifestyles, taste, habit among 

pothers 
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2. Differences in market characteristics or industry it absorbs  

3. Local resistance and lower common denominator, all conform to 

each market significantly in spite of slight nuances. 

 

But the major issue however was participation in the evolving trends by 

Nigerian designers. Since the Global Recession of 1979 sparked off 

Globalization issue from the 1980s, situational demand occasioned new levels 

of awareness for new challenges and choices for advertising and marketing 

professionals. It created a situation within which the traditional advertising 

media in wider repertoire integrated promotions, event marketing and public 

relations. In appreciating such major global paradigm shift Katz and Bergh 

reason, that “each contact a consumer has with a brand reinforces the brand 

image and adds to brand equity. In a nutshell, integrated Marketing 

Communication (IMC) is being defined as: 

  A concept of marketing communication planning value  

  Of a comprehensive plan that evaluates the strategic roles 

 of variety of communications discipline, for example general  

advertising, direct response, sales promotion and public  

relations and combined these discipline to provide clarity  

consistency, and maximum communication impact”. 

 

Such an ideal situation favored mostly, the multinational global products with 

sustained advertising such as Coca-Cola, Pepsi Cola, Toyota, and Mercedes 

among others. In the case of Coca-Cola for instance, these segmented markets 

provided them with nuances such as different sweeteners and packaging in 

sustained market deferrals. Following the economic policies in place, products 

were patronized regardless of the nature of symbols and contents used in 

advertisement design constructs. But the beauty of it all is acceptability. Coca-

Cola combined use of pleasant images, text and sound for print and electronic 

design message delivery such as “Always Coca-Cola” in 1993, to invoke 

nostalgia both in time and space. And the direction gained worldwide 

appreciation. 

New production technologies even to a greater extent helped push standardized 

design to appreciable level where audience, owing to effects of lighting, setting, 

camera angling, lyrics among others tend to forget their previous sentiments on 

use of white models in Africa marketplace. In truth, to the average Nigerian 
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consumers, both the product and designs with models remained the same, well 

known and trusted brand names in our moving world in spite of cultural 

differences in design content, Coca-Cola, Fanta, Marlboro Cigarette, St Moritz 

even the Samsung made in India design (Plate 6) among other products are good 

examples. 

Global product designs and packaging seemingly in cultural re-colonization 

positioned Nigeria artists as observers with mixed reactions, despondent and 

awareness but hopelessly inactive at plotting creative equations to blur the 

international cultural boundaries. They are incapable of meeting with the 

standard required for local input given the dispensation and circumstances 

earlier articulated in training and government policies, particularly in achieving 

desired effects in video productions. 

Nigerian market at that point sustained basically, three stages of design 

paradigm since the inception of publicity in 1928. Between that year and 1960s 

were witnessed mixed images of both black and white people used for 

illustration in designed messages exposed to the Nigerian audience. This was a 

limited effort at internationalized advertising by WAP. From 1970s, Nigerian 

models were sought without success to give design content much needed 

cultural touch. But as most designs were conceptualized and produced in the 

United Kingdom West Indies models became readily available to fill the 

vacuum. Demand for black models which began to emerge in the 1970s owed 

it all to the nationalist’s cultural revivalism of the colonial era orchestrated by 

identity issues which festered creative cultural inquiry in our art schools 

relatively.  

The second phase and significant thrust at installing culturally coded designs 

from the 1970s was influenced by the indigenization Decree of 1972 which 

made advertising business over to Nigerians. Indigenization Decree of 1972 

provided the circumstances that also caused the exit of expatriate creative hands 

in Nigeria’s advertising design space between 1955 and 1985. These situations 

were overtaken by events in the 1990s.  

Sequel to Indigenization Decree was accelerated growth of inward looking 

designs which was in part, gains associated with the International oil boom of 

1973 and memorable events upwards; but this boom era was short lived as then, 

the military head of State Obasanjo by 1978 advised Nigerians to “Fasten their 

seat belt”, signalling that the period of ostentatious living was over. 
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Mergers and Affiliations  

As earlier mentioned, in 1979 came the Global Oil Recession of 1980s, which 

enthroned globalization and the third paradigm shift which now involved 

affiliation or acquisition of stake or equity in local agencies within which, 

naturally, involved adding the foreign names to the local agencies such as 

Lintas-Amirati Pun, Insight Grey Advertising, STB-McCann, Sunrise BBDO 

among others. 

Arguably, these efforts placed the advertising agencies at advantages of 

pursuing global accounts. But most global products are [present in Nigeria’s 

marketplace. Ideally, the trend should have established the use of home 

groomed hands instead of expatriates because they understood the Nigerian 

terrain, local customs, tastes among others. However, Globalization was still 

restrictive since only close to 10 Advertising Agencies out of several hundreds 

were affiliated with foreign advertising agencies by the year 2000. 

Looked at from Adei position taken “concurrent to economic expansion fusion 

among people, political linkages and above all, technological explosion that 

have shrunk distances among nations and people”. While such statement of 

facts reflects overall views of scholars and professionals, there were still 

limitations based on assumptions. 

Economics of scale associated with few production lines, located in strategic 

places but distributed in wider global market notwithstanding, the truth is that 

Nigerian Manufacturing companies are not capable of going global; rather 

globalization forced superior and cheaper foreign products on Nigerians as a 

result of liberalization of the economy. Local manufacturers simply cannot 

compete. 

Invariably local designers could not benefit from the system or compete as well. 

Given the fact that, by 1975 Erhabor Emokpai was appointed Creative Director 

of Lintas-Lagos under a Nigerian Managing Director, Chie Sylvester Moemeke, 

by the year 2000 as a result of liberalization policy expatriates were being 

contemplated as both Managing and Creative Directors of Lintas-Amirati Puri, 

a top Nigerian advertising agency; thus showcased the state of Nigerian 

designers hopeless  situation. 

Little wonder then, given the aforementioned, Odiogor in a write-up tool a 

swipe at advertisers, their advertising agencies and host of others. 
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These clients and practitioners according to him invade South African villages 

to pick social and economic incognitos as models for advert for Nigerian 

consumers. 

Based on his value judgment, globalization with its pretence over unrestrictive 

border and tariffs has failed the third world countries s “series of protests that 

rocked world trade talks from Seattle to Davos” proved. 

Therefore, Designs emanating from Nigeria seems to have developed stunted 

growth incapable of moving along the international highway, even within the 

West African sub-region. 

 

Conclusion 

Today, globalization of advertising advances design paradigm based on 

Difference as positioning strategies in which lay responses to demand and 

supply in ever changing marketplace. It was often conditioned by taste. Habits, 

lifestyles, fashion cycle and choices made out of more clutter arising from what 

anthropologist call acculturation. 

The opportunities offered by Globalization expanded the scope and field of 

advertising design; the new focus on integrated Marketing Communication 

(IMC) had in actual fact taken design beyond the traditional advertising 

channels such as radio, television, newspaper, outdoor and point-of-scales 

materials to include internet. The repertoire has also expanded by assimilating, 

public relations, direct marketing, public relations, direct marketing, sales 

promotion, synergy, under the umbrella of Integrated Marketing 

Communication (IMC) as cost saving imperative. In these new terrains are 

located challenges for the local artists who invariably constitute resource people 

in plotting, designs which must be tailored to the local market presumably. 

In a nutshell, the demands of a changing, marketplace are not pretentions that 

we are in a new world, fresh, but unfamiliar landscape, in fact, new and different 

climate integrated to reposition new frontier of creative demand. Aptly it was a 

situation that subscribed to Hoffman that “we must accustom ourselves to the 

idea that our mental and vocational equipment must be constantly refurbished”. 

To participate reasonably, in spite of poor economic ship devoid of 

knowledgeable captains and outdated navigational compass, Nigerian artist are 

adapting to professionalism and acquiring skill at plotting creative possibilities 

and familiarity with the evolving technological trends. 
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New curriculum and fresh orientation are yet to be initiated from our art schools. 

And, above all, since local input is imperative, the need to re visit our cultural 

storehouse of value has become an issue of importance to enable new ideas re-

invented. This has become expedient as the new Federal Government installed 

in May 1999 has now chosen to re-engineer the economy towards globalization. 

Most plausible is the government’s vision 2020 aimed at positioning Nigeria as 

one of the 20 advanced economies in the world. 

Renewal and invention are the most important pre-occupation at the heart of 

creative spirit. The two some are predicated by (1) inward search by the designer 

for sources of renewal of creative design, and (2) challenges in the marketplace 

which presents opportunities for creative revival; this must be taken into 

account, the marriage of skill with development seen in new technologies and 

media forms. 
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