CHAPTER ONE
INTRODUCTION
1.1 	Background to the Study
Customers nowadays are bombarded with means of communication by firms and companies. Companies in an effort to access and have presence on customers mind, they make use of a range of advertisements. There is a intense competition in all sectors of the market for promoting various products and services by firms working in order to influence consumers during their purchasing behavior. For that reason, companies attempt to use an integrated marketing communication in an attempt to require an attention by their existing and potential prospects. This makes the majority of them to result to billboards for their advertising, marketing and promotion(Williams, 2019). 
Advertising is the process of bringing products, services, opinions, or causes to the attentionof the general public with the intention of persuading them to act in a particular way towardthem. The majority of advertising focuses on promoting a product that can be purchased (Barry, 2020).
However, similar strategies are also used to encourage people to drive safely, give to variouscharities, and vote for political candidates, among other things. Advertising is the primarymeans by which media outlets like newspapers, magazines, and television stations makemoney in many nations. Advertising has emerged as a significant and significant servicesector in the post-communist world. Advertising is any communication that is paid for,identified by a sponsor, and directed at a target audience through various mass media, such asradio, television, billboards, newspapers, and magazines, in order to raise awareness of goodsand services. Making people aware in order to sell or buy goods and services is the essence ofadvertising. To achieve its goals, advertising relies on the application of creative and planningabilities (Arens, 2014).
According to Kenechukwu, Asemah, and Edegeoh (2013), advertising is the process ofconvincing potential customers to purchase a product or promote a service. The practice ofproviding customers with information about products, brands, and services is the subject ofthis subfield of marketing.
Asemah and Edegoh (2012) define advertising as "a form of communication used to persuadean audience (viewers, readers, or listeners) to take some kind of action with respect toproducts, ideas, and services." Advertising promotes ideas, products, and services to potentialcustomers through a variety of traditional, new, and outdoor media, as well as traditionalmedia like newspapers, magazines, television, and radio.
Billboards are captivating and appealing marketing vehicles. The meaning universality of the messages, images and graphics, which are made use of in Billboards are essential and many firms make use of billboards for advertising and marketing and it is effective for the perception of the consumer purchase decision. Consumer Purchase choice is the decision-making process and physical activity individuals engage in when assessing, acquiring, using or dealing with products and services (Duyen, 2016). Customer purchase decision focuses on how people make decisions to spend available resources (time, money, effort) on consumption related products (Ayanwale, Alimi, &Ayanbimipe, 2005). According to Mark and Owusu, (2017), the consumer goes through a process before making a purchase choice. Through communication the marketer has the ability to get the attention of the customer which is later turned into a set of observable buyer reactions, product choice, brand choice, dealership choice, purchase timing and purchase quantity. This clarifies the crucial function that advertising plays in impacting the purchasing decisions of consumers.
The success of billboard advertising design is mainly connected to understanding the qualities and restrictions of this advertising medium. The essential characteristic is that viewing the advertisement takes place in motion mode and the short time available for individuals to absorb and place the advertisement in a surrounding environment with lots of sensory stimuli (Celsi & Olson, 1988). Consequently, an advertiser's capacity to be successful in meeting the objectives of billboard advertising is mainly associated with his ability to know the specificity and limitations of billboard advertising. These functions need distinct techniques for communicating advertising messages and an innovative design method (Lopez-Pumarejo & Bassell, 2009). It at the same time needs cautious selection of billboard locations and billboard high quality checks. The primary advertising elements are designed very effectively and comprehensively complement and support each other. They form a complete, innovative, and unified image capable of attracting attention and maintaining the interest of passers-by and therefore, efficiently presenting a high advertising claim in a short time and from the farthest distance (Chan & Cheng, 2012; Till & Baack, 2005).
Billboard advertising medium has a unique character of using the spacious surface given by the medium to creatively present properly designed images and boldly printed words to attract the attention of highly mobile audience in the cities to the product they promote. People are so much engaged in lots of tasks, because of this spend the majority of their time outside their homes, and this makes them have bit or no time to update themselves with required business information. As a result of this, whatever they are exposed to during the hustling of the day captures their attention, centers on their sub-consciousness and affects their purchase decisions (Mustapha, Karaca &Kitapci, 2010).
Advertising has an interest in assisting to increase the value credited to a product, as when it comes to completing brand products. There is the typical existence of a number of brands of the exact same products all priced competitively. Nevertheless, before the purchase of competing brands, choice in between items should be made initially. The role of advertising in establishing customer behavior has been under studies for a number of years. Nevertheless, a few of the arguments, assumptions and policy options recommended are not based on a detailed understanding of the way advertising works with consumers and its influence on markets. 
This study will consider how actually advertising manipulate language to suite their function and potentially attempt to make consumers aware of this confused state, which advertisers have put them. It will likewise be able to look on how advertising of goods using a persuasive language impacts the consumer purchasing behaviour.
1.2 	Statement of the Problem
Billboards do not offer room for feedback from advertisers or brand owners. As a result, they have no clear way of understanding how effective billboard advertising is for their brand. Although it has long been understood that advertising influences people’s behavior and choices, little consideration is given to which medium has the most impact. The inability of billboards to target specific groups makes it difficult for them to serve distinct segments of the market. Additionally, billboard advertising is expensive, and advertisers need to know whether their campaigns are having a significant impact on their target audiences. This knowledge helps them ensure their investment is not wasted.
There is a high volume of billboard advertisements from various firms, which indicates intense competition among brands. These brands are eager to know whether their intended messages are reaching their audiences. No brand wants to be left behind in this competitive landscape. Moreover, billboards offer limited space for product information. This limitation has led to the role of billboard advertising being underestimated for many years. Some brands also struggle to identify the most effective medium for reaching their target market, often resulting in disorganized and ineffective campaigns.
This study aims to evaluate the effectiveness of billboard advertising on consumer behavior and preferences. It will also help brands understand the potential advantages billboard advertising can offer.
1.3 	Aim and Objectives of the Study
Aim:
The primary aim of this study is to examine the influence of billboard advertising on customer buying behavior among students of Kwara State Polytechnic.
Specific Objectives:
i) To explore the techniques used in billboard advertising that affect the purchase intentions of Kwara State Polytechnic students.
ii) To assess the impact of billboard advertising on the buying behavior of students at Kwara State Polytechnic.
iii) To identify the challenges associated with billboard advertising in influencing the purchase decisions of Kwara State Polytechnic students


1.4 	Research Questions
The following research questions were addressed in the course of this study:
i) What are the techniques used in billboard advertising that influence the purchase intentions of Kwara State Polytechnic students?
ii) What is the impact of billboard advertising on the buying behavior of students at Kwara State Polytechnic?
iii) What challenges are associated with billboard advertising in influencing the purchase decisions of Kwara State Polytechnic students?
1.5	Significance of the Study 
This study aims to examine the impact of billboard advertising and consumer purchase behaviour. Understanding of variables such as social factors, cultural, environment, psychological, societal status among others will be able to help further understand how these variables affect the decision making of consumer. 
This study is significant to managers of organization, government and students of higher learning or researchers. It is significant to managers of organization i.e., management at strategic level because it will assist them to verify the economic implication involved with advertisement and compare the cost-plus benefit on the enhanced sales and profit level. This study is also significant to government because the economic importance of advertisement is it contribution to the growth or expansion of most businesses. As such it contributes to the economic growth and stability to the Nigerian economy due to tax accrued to the government as revenue generated. Finally, manufacturers and large retailers will benefit from this study, as it will depict the need to go beyond the mentality of merely brand experience. Companies will be able to use the new findings of the study to customer brand experience into their products to innovate bottom up. This may lead to more efficient budget allocation for design and marketing, resulting in greater customer retention and improved brand equity.
1.5 	Scope of the Study
This study is specifically focused on examining the influence of billboard advertising on customer buying behavior, using students of Kwara State Polytechnic as the case study. The research covers various billboard advertising techniques and assesses how they affect the purchase intentions and decisions of students. It also identifies the challenges associated with the effectiveness of billboard advertisements in this context.
The study is limited to the student population within Kwara State Polytechnic, Ilorin, and does not extend to other institutions or the general public. Only billboard advertisements promoting consumer goods, especially those targeted at young adults and students, are considered. The findings of this research will be based on the perceptions, attitudes, and behavioral responses of the selected respondents within the institution.
1.6 	Limitations of the Study
This study is subject to several limitations that may affect the generalizability and depth of its findings. Firstly, the research is restricted to Kwara State Polytechnic students, which may not fully represent the buying behavior of the broader population or consumers in other regions or institutions. Secondly, the study focuses solely on billboard advertising, excluding other forms of advertising such as digital, radio, or print media, which may also influence consumer behavior.
Another limitation is the reliance on self-reported data from respondents, which may be affected by bias, misunderstanding of questions, or lack of full disclosure. Time constraints and limited financial resources also posed challenges in conducting a more extensive survey and gathering more comprehensive data. Despite these limitations, the study provides valuable insights into the influence of billboard advertising within the chosen context.
1.7	Definition of Terms 
The following terms were used in the process of carrying out this study: 
Consumer: theseare people or organizations that purchase products or services. The term also refers to hiringgoods and services. They are humans or other economic entities that use a good or service. Furthermore, they do not sell on that item that they bought. They are the end users in the distribution chain of goods and services. In fact, sometimes the consumer might not be the buyer.
Consumer Buying Behaviour: this is the attitude, intentions and decisions i.e., the consumer’s behaviour in the market place before buying a product (Belch & Belch, 2017).
Billboard: Billboards are a huge outdoor advertising structure that is found mainly in areas with heavy traffic, such as on busy roads. Billboards are big ads for pedestrians and drivers to pass through
Advertising: Researchers have defined advertising differently and there is a need to establish an interpretation that all people at all locations understand.
Promotion: Promotions refer to the entire set of activities, which communicate the product,brand or service to the user. The idea is to make people aware, attract and induce them to buythe product, in preference over others.

